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NEW KIND OF WATCH STRAP DISPLAY BOOK MAKES 
WATCH STRAPS EASY-TO-HANDLE, EASY-TO-SELL 


Now ...every dozen Kon-ite Straps comes to you in its own 
individual book-style folder, so you can immediately place 
before a customer an assortment in the price and quality he 
wants, for quick selection. 

Prices and styles are identified by attractive panels on the 
covers. Every strap is set in its own recessed frame for richer 
oJ oJ ol-lelvelald-meelale MM ol-tii-1am oleoli-va ile] aR 

Get these new Kon-ite books on your counter now — get 
them selling for you! 
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A. SAUER & CO. 


_ America’s First. 
and Largest. 
> Manufacturer of 
QUALITY — 
WATCH STRAPS — 
KON-ITE BLDG. 
Cincinnati 2, Ohio ; 
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Ostier, Inc. 
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hrough many years the 
name Marce and the 
WBO trademark have been 
the accepted symbols 
of inspired origination 


and flawless craftsmanship 





in diamond-studded 
watch cases of rare 


beauty and distinction. 








WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 











33 WEST 60th STREET |W/)|_XEw YORK 23, N. Y. 
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A Subsidiary of the Gruen Watch Company 
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there’s a 


“Miracle Medicine ' 


i for the jewelry business, too! 














Feature and sell the watch which gives you every legal protection 
e(/Tf 
' 


YOUR FULL-PROFIT WATCH 
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SPECIFY K & B 
DIE-STRUCK RINGS 
AND FINDINGS 
AND BE SURE 


FOR JULY, 1952 


“ft vailable as finished ring mount- 
ings or as findings, the KB Die Struck 
line is Designed and Styled to help 
you make a better ring at a better 
profit. 


THE LEADING 
) RING FINDING 
170/47043/114 44090/307 MANUFACTURERS 


\\ p |  } ING. 


ae Satect Hing ndbngs. 188 WEST FOURTH STREET MEW YORK I4.N 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —IT’S 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
A BDIEVESTON OF KARELAN G& BLEIC SHEER 
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Numbers 
illustrated in 
sterling. Other 


designs available in 
Simmons Quality 


Gold Filled. 
As advertised in 


t September “‘Back 
to School’’ issue 


of Esquire. 
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BY 


ImMmons 


Here itis...Mr. Slim... the newest thing in tie clips 
for the latest thing in ties. 


Naturally, it’s an original Simmons conception... 
fashioned in the highest traditions of Simmons craftsmanship. 


Styled for the times .. . timed for sales! 
Order now. 


See us in Room 565, Waldorf-Astoria 
A.N.R.J.A. Convention, August 10-14. 


R. F. SIMMONS Company 
Attleboro, Massachusetts 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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he Baker line of settings and findings is so 
comprehensive that the manufacturing jeweler 
will find in it everything he may need to pro- 


duce the new pieces he is creating. There are 


high fishtail and illusion style settings, our 


popular Masterpiece Illusion Line, circlet, 
skeleton, pearl spread-base and crown, emer- 
ald shape, square and high settings with four 
cramps as well as Tiffany types. We make 
findings for one-piece to five-piece mountings 
both light and heavy weight, stone plates in 
plain and fancy shapes, bases, bezels and 
round and square tubing. All are available 
in jewelry palladium and in gold. Besides 


these items we produce pins, joints and safety 








catches and solder for every purpose. 





SEE US AT ANRJA CONVENTION BOOTH NO. 17, WALDORF-ASTORIA, NEW YORK, AUGUST 10-14 
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Hitch on to a 





. HER 
HI GHNESS'5 
ENTRANCE 





going business— 


you profit by it! 





THE BACK-TO-SCHOOL movement is packed 
with many wonderful money making op- 
portunities you won't want to miss. 


Elgin has added an extra twist by fea- 
turing watches selected by students in 
colleges, prep schools, high schools for 
smart modern styling. With Elgin, you 
sell the watch students want most. With 
Elgin’s ‘Back-to-School Promotion’’, you 


hitch-on to a fast-moving, profitable, sell- 
ing vehicle. A full page, four color ‘““Back- 
to-School”’ advertisement in LIFE, August 
18...a full scale TV spot showing in 
August...and a powerful promotion 
package for you. 


Of course, each featured, youth-tested 
watch has the heart that never breaks— 
the guaranteed DuraPower Mainspring. 


Be sure to visit Elgin at the N.A.C.J. Convention, July 27-31. 





For what’s new in the watch business, watch 


Elgin National Watch Company ° Elgin, Illinois 


Elgin, the watch with the heart that never breaks— 
the guaranteed DuraPower Mainspring 


ELGIN 
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DIAMOND RING SETS 
WITH FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 


FROM $36.50 RETAIL ~~ 
FROM $79.50 RETAIL Nig ae" 
FROM $99.50 RETAIL SK 

FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 





Princess Rings and a 






varied line of Diamond 






Wedding Rings, set part- 
way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 










We manufacture one of the most complete 


lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 





RINGS ENLARGED | a. 
TO SHOW DETAIL ve, 





NEWSPAPER MATS AVAILABLE 





¥ DIAMOND RINGS 


BRISTOL SEAMLESS RING COMPANY + 71 NASSAU STREET, NEW YORK 7, N. Y. 
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When you put the Catamore 


line of Rosaries and medals in 


3S 
oN 


Sterling = 
{ your store, you'll be able to sat- 


isfy the most exacting demands 


of any customer. This is so be- eo] 

. ° aa we -  &. ie sae me ‘ae t. ah. 
cause the Catamore line is com- [Wi a St oe eee FAS a7 
° ° . i a Ree er ‘S 7 : % } . * Sterling 
plete with a great variety of acs. sa _J-— so 3=s_ Bright cut edges 


beautifully made rosaries. Avail- 
able in sterling, 1/20 12Kt. gold 
filled and 10 karat gold, with the 
greatest possible assortment of 
crystal, pearl, machine-cut and 
sterling beads. Ask your Cata- 
more wholesaler to show you this 9% Cf , gs as a : mr koe. a ppc 


fast-selling, popular line. “ay a 
| a a aa fa _ Bright cut edges 
Sterling . Sr “S de — 2a A with enamel 


Beads availabigmys. 
in six colors ™ 





. ‘SC = Ster ling ~ f/f Sterling 
© Imported Moth Qe Bright cut edges 


of Pearl Beads — with enamel 


¢ 23] PINE STREET « PROVIDENCE 3° Rei 
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To ir: eproachable quality, we add the - 
gracious styling that outlives 


Ss 
Manufacturers of Gold and Platinum Watch Cases 


Sa ae TT RST ae fe: 
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dt fiction 


Waltham doesn’t shout “Boy — Are We Good!’’ 
We name it! No double-talk — but facts! 


That’s why Waltham is laying it right on the line for you now — telling you without 
a mess of “blue-sky” adjectives exactly what's in it for you when you sell Waltham 
Watches. The answer is a quality product, better service, and profit. 


You sell a quality product when you sell a Waltham. 


VY Permaforce Mainspring — Unbreakable. In all 19J and 21J wrists. 

VY Steel escapement and pallet. 

Y Steel double roller. 

Y Beryllium-alloy balance. 

Y Special alloy hairspring — rustproof, corrosionproof, antimagnetic, unbreakable. 
VY Highly polished pivot of top-grade, high carbon steel on every staff. 

Y Rigid timing standards. —_ 

Y Balance staff has certified AAA resilience rating. 

V Style — Carefully selected, tested designs and finest quality workmanship. 








You get better service when you buy a Waltham through your Wholesale Distributor. 
When you want something, you want it quick. Your wholesale distributor is on the job all the time 
— any time. He has the complete Waltham line — available when you want them! His stocks are 
your stocks! That means extra sales and faster turnover. That's efficiency! 





You earn higher profits by using this tested sales method that Waltham offers you. 


WALTHAM WATCH COMPANY 
Waltham, “‘The Watch City’’, Massachusetts 


WALTHAM SELLS THROUGH AUTHORIZED WHOLESALERS § ( 
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> WORLD’S LARGEST MANUFACTURER OF PIERCED EARRINGS 
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Opyiginality of styling in good taste— 


fine quality—priced modestly—value you recog- 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19,N. Y. 


2413WB 
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Deal With Us 


and 


Be Secure 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD -PALLADIUM 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 

















ACCURACY 
KARAT REFINERS & SMELTERS of JEWELERS 
coos ® FOR HALF A CENTURY 4 | PALLADIUM 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. e@ Phone JUDSON 2-3095 © New York 19, N. Y. 
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See them hoth —Booths 131, 132, and 133 


National Jewelry Fair 
@relilaclo Me aliticliMalehi-) 
Chicago, July 27-31 


Booths 25 and 26 
A.N.R.J.A. Convention 


Y ¢ | 7 
’ ° ’ Waldorf-Astoria Hotel 
h ( | | | | 6) ] | S S Vhomiuadston, Connectiaut (a New York, August 10-14 
Since rx the finest name in time TIME 


* rn re¢ 
DIVISION OF GENERAL TIME CORP. Reg. U.S. Pat. Off. 
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Here are six samples of the com- 
plete Goodman ECONOMY 

LINE that is keeping — 
jewelers busy. Created | 

with imagination . . . 

produced with — 

skill . . . and 

priced for ac- 


MEMBER 
Opi NG. 


MATS AVAILABLE 


: 
DIAMONDS ENLARGED 


3030C 


Beautiful Eastern Star 
ring featuring brilliant 
center diamond. Retails 
at $24.95. 


SI4Ic 


Fiery center diamond set in 
handsomely carved ring. Re- 
tails at $29.50. 


3283C 


Six diamond ring with fiery 
center diamond. Real 
beauty. Retails at $69.50. 


Eastern Star dinner ring with 
dazzling center diamond. Re- 
tails at $39.50. 


3356 


4 Diamond rectangular ring 
handsomely engraved. Re- 
tails at $59.50. 


3233D 


Beautiful for its simplicity 
. . . diamond set in onyx. 
Retails at $29.50. 


suo 


GOODMAN & COMPANY 


Makers of Pine Jewelry Since 1904 ~ 


42 W. WASHINGTON ST. 
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No. 4002 — Genuine Rust Alliga- 
tor inlays. 1/15-12 kt. yellow gold- 
filled top shells. Full expansion. 


Retail, F.T.1. $1 0.95 


No. 4000—(not illus.) Same as 
above in Brown Alligator. $10.95 


No. 4003—Genuine Tan Lizard 
inlays. 115-12 kt. yellow gold- 
filled top shells. Full expansion. 


Retail, F.T.1. $1 0.95 


No. 8000—Genuine Brown Alli- 
gator inlays. All Stainless Steel. 


Fullexpansion. Retail $6.95 


No. 8001 —(not illus.) Same as 
above in Black Alligator. $6.95 


JACOBY BENDER, 
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THE LORD CHESTERFIELD IS EXCLUSIVE WITH | 
(U. S. and Foreign Pats. Pend.) 
Any infringement will be vigorously prosecu'é 


5 | 
icc; © 1617: AVENUE OF THE AMERICAS, BEW YORK 13, NEW YORE 


a 


44 
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“INLAYS OF COSTLY, GENUINE LEATHER FRAMED IN GOLDEN PANELS 


a 


Bae > 


to create the first totally new fashion in expansion 


watch bands... yet priced lower than ordinary bands! 


The finest leathers, with all their character, texture and rich color, are mated 
with gold to produce the beautiful, new LORD CHESTERFIELD, a watch 


vand of singular magnificence and masculinity. 


WATCH BANDS 
ince The eypansion! 


EACH PANEL OF GENUINE LEATHER IS FRAMED IN GOLD —J-B has lavished a generation 
of skill, a heritage of the finest craftsmanship on the LORD CHESTERFIELD. Each 
golden panel has an extra heavy top-shell of gold*. Each panel grips the leather firmly 
and forms a protective frame of gold for the leather. 


Truly, the LORD CHESTERFIELD is a masterpiece of construction and styling. 
No stock of watch bands will be complete or completely up-to-the-moment without 
the LORD CHESTERFIELD. ..the greatest idea in watch bands since the expansion. 


No. 4001 —(illus. in box) Black Alligator inlays, 1/15-12 kt. = Order from Your Wholesaler Now 
yellow gold-filled top shells. Full expansion. Se 


retoil, FT.1. $10.95 
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NEW YORK 36, N. Y. 








580 FIFTH AVENUE 





LATHIN WATCH COMPANY 


NATIONALLY ACCEPTED 
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illustrated, 
$250 (retail) 
lily of the 





Valley* ensemble. 

Other Wed-Lok * Wy 

ensembles available hen competition is keen, it takes that “extra something” to make a sale. 
ina wide range of 


styles 
fom $100 up. Wed-Lok* Diamond Ring Ensembles supply that extra something, 


for they give you beauty... plus sales ammunition. 


A two-minute Wed-Lok* demonstration is 

better than a thousand words. 

Show your prospect how Wed-Lok* rings lock together ... why they 
can't turn, twist or wear when worn together... 


how the diamonds are always in full view. 


Diamond customers appreciate 
the Wed-Lok* story. 


Results prove it. 








NOT AUTHENTIC UNLESS STAMPED ON THE BACK WITH THE NAME TRIFARI DESIGN PATENTS PENDING 


a 





ry Ph 
“Tuwinkl Jewelled constellations to brighten your Fall fashion horizon at lucky-star prices. Mock-diamonds in gold 


or platinum-toned Trifanium. Emerald, Ruby, Sapphire or Topaz toned stones in golden Trifanium. 
Advertised in four colors in the 


AUGUST ISSUES OF MADEMOISELLE AND TOWN & COUNTRY 
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EXCITING NEW 





ALE . . . Another Forstner exclusive* — 
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They go on and off more easily, hug the wrist more snugly, look 








much smarter. 


Available in basic sizes, to fit practically any wrist. Watch Bracelet 
in yellow or white 1/20-12Kt. gold filled. Ladies’ or Men's Iden- 


tification Bracelets in Sterling Silver. 


oF =. 


Yellow or White | 
RO 7 


Sterting Silver 
20 S 55! 





Sterling Silver 
20 S$ 553 
't pulls out to slip on easily! 


lt snaps back to hug wrist tightly 
without pinching! 
*Patents pending OL3072E#, 


JEWELRY'S NAME FOR QUALITY 
These and Other New Styles Available Through Authorized Forstner Distributors 
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we + nner eens 


now under one roof 


All facilities from the 
rough diamond to finished, 
distinctive diamond jewelry. 
IMPORTERS « CUTTERS e SOURCE FOR THE TRADE 
From 1 Carat to 50 Carats you 


will find it at the HOUSE of DIAMONDS. 


The Howse of Di 
6b Bowery at Canal 19 
Tw Work 3, Ny 


COMPLETE MEMORANDUM SELECTION 
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Something old... 


SOMETHING NEW 


We hope you'll plan to visit Dennison 
Booths 5 and 6, NACJ Convention, 
Conrad Hilton, Chicago, July 27-31— 
and Booths 402 and 403, ANRJA Convention, 
Waldorf-Astoria Hotel, New York, August 10-14. 
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* Perfection for single ring dis- 
play; plenty of room for two. 





% Handy fold-up wire stand at back 
of case for window or counter display 
— snaps out easily when not needed. 
* Sturdy spring-hinge cover. 

3% Rich shades of Blue, Green, Coral 


or Ivory ptastic. 


% Soft velvet pads and gleaming rayon 
satin cover cushions to reflect beauty 
of rings. 


% Gold embossed for extra richness. 





© 








NUFACT URING 
- JEWELERS DIVISION 
ham, massachusetts 





Framing 






21 
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14K GOLD TOP 
- APEX QUADRA-FLEX’ 


4-WAY, SUPER-CUSHIONED SPRING ACTION 


EXPANSION BRACELET 


with non-corrosive, stainless steel backs 


For Ladies and Gentlemen 








Ladies’ No. 11713—Retail Price $57.50 
Fed. Tax Incl. 


— Men’‘s No. 1413—Retail Price $67.50 
ww t+. &~ = & — Fed. Tax Incl. 
ee OR a » b. ; saa ‘ — iia ae 


ues | on ‘Men $. Boric, Ldigs are Available with 7 
< ~ Snopomatic 0 or Tube End, %" to ¥%"..° y 


Men’ s —Retail Scisekat List Price $63°° 
Oe des © a . Tex Not Included 


Ladies fae Keystone List Price $590 
pe Tox Not included é 


CW ACLCISSOR MS | C0. Ine. scenic. 


SOLD THROUGH AMERICA’S FINEST WHOLESALE DISTRIBUTORS ONLY 
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*otented 3169,126 KUSHNER & PINES, INC. 
15 WEST 47TH ST.. NEW YORK 36 
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MAKERS OF DISTINCTIVE MOUNTINGS 


SEE US AT THE CHICAGO NACJ JEWELRY SHOW—SUITE 504A 
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HOW THE WATCHMAKERS OF SWITZERLAND 
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Why most people want 


a fine Swiss watch 









No other timepiece so completely fulfills every wish. 
every whim in watches. Outside—the fine Swiss watch you give 
or receive brilliantly combines function and style, with 
a versatility that reflects not only good taste but a way 


Kee of life. Inside—a fine jeweled-lever Swiss movement, 
% a tiny world of precision in which wheels and levers 
Ne measure your day with incredible accuracy. No wonder 
“8 / J 
Se 


seven out of ten jewelers wear fine Swiss watches. 
The Watchmakers of Switzerland 


FECEa, 


sd a 
Man 0% 





For the gifts you'll give with pride, let your jeweler be your guide 





“ >» 
@ TIME 1S THE ART OF THE SWISS 
~~ 
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ADVERTISING— 


to your own customers. The 
country’s leading magazines carry 
your story, the Quality Jeweler story, 
in every Watchmakers of Switzer- 
land advertisement. Customers learn 
about your quality merchandise and 
skilled services. They learn, too, to 
look upon you as a trusted friend 
and advisor in the purchase of a fine 
Swiss jeweled-lever watch. 





Only your jeweler can show you “The Inside Story of 
the Fine Swiss Watch.” And he'll tell you why it’s al- 
ways so economical to have a fine Swiss watch serviced, 


<: * ise Federstion of Watch Manufecturers 








PROMOTION— 

to your own customers. To 
carry the Quality Jeweler story one 
step closer to the ultimate consumer, 
The Watchmakers of Switzerland have 
developed the “Know Your Jeweler” 
local promotion. With it, the Quality 
Jewelers of any community can get to- 
sether to get results . . . more traffic, 
more prestige, more profits. Officers of 
your Retail Jewelers Association are 
invited to write us, c/o Suite 1105, 730 
Fifth Ave., N. Y. C., for full informa- 
tion and a complete Promotion Kit. 
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SELL YOU-T0 YOUR OWN CUSTOMERS 
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MERCHANDISING— 


to your own customers. The pay-off for 
advertising and promotion is sales. And point- 
of-sale merchandising helps close many a sale. 
That’s why The Watchmakers of Switzerland 
provide you with quality displays and selling 


Sa = NATCIMAKRRS ig a 
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The WATCHMAKERS 
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aids for use right in your store. In the next few 
months you'll be offered a brand new “Watch 
Inspection Time” display. And still more sales 
helps will follow. Let them go to work to sell 
you to your own customers! 


.-- And don’t miss these two important 
Trade Fairs—the N.A.C.J. National Jewelry 
Fair in Chicago at the Conrad Hilton (July 
27-31) and the A.N.R.J.A. ‘Trade Show in New 
York at the Waldorf (August 10-14). Visit our 
colorful exhibits—see what’s coming to boost 
your sales and profits in 1952-3! 


OF SWITZERLAND 
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See Columbia’s ex 
campaign in 








— “Tru-Fit’—self-adjusting, 
built-in 14 Kt. gold spring 


unit—prevents turning— 


assures. perfect fit. 


“TRU-FIT” is the greatest 
plus feature in 
- diamond ring history! 








NEWEST ASSORTMENT Of s,, 


EXPANSION “IDEN?” 


Top Quality 
Fast Moving 
Favorites In 


STERLING SILVER 
and GOLD FILLED 


Sxqutsitely Styled! 
Fully Guaranteed / 
Popdlarly Priced { 


* 
GRACEFULLY Shaped To Fit 
The Curve of ANY Wrist 


e 
* HAND TOOLED 
* HIGHLY POLISHED 


%& Made To Give Years Of Satisfactory Service 
a 
Luxuriously Packaged In Beautiful Gift Box 





| Assortment No. 200K6600 
(Illustrated) 


y 8 popular “Idents’” that build profitable 
: YOUR COST sales . . . satisfied customers day-in .. . 


day-out. Available For Immediate Delivery. 
EACH ASSORTMENT CONTAINS: 


@ 2 Men’s Gold Filled “Idents”’ 
@ 2 Men’s Sterling Silver “Idents” 
@ 2 Ladies’ Gold Filled “‘Idents”’ 
@ 2 Ladies’ Sterling Silver ‘‘Idents”’ 


Total Retail Value @ 1 FREE Display Tray 


$8879 . OTHER ASSORTMENTS AVAILABLE 


Ask Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY 
0) ae oe ot OG ee, Ee 


CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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BIG SUMMER 
COOLING 


Powertul 10" Westinghou : 
Regelant woe 9 9? 
Now O 


Y.- ED QUANTITY! 
HURR 


punt 


cicanen BUY OF THE YEAR! 
POWERFUL WESTINGHOUSE YOUR 


UPRIGHT, INCLUDING VERSATILE WESTINGHOUSE 


7-PIECE & C HOICE & TANK CLEANER, INCLUDING 


ATTACHMENT SET 10-PIECE ATTACHMENT 
SET 


Mr. Retailer . . . here are four summer specials to build 
traffic for you . . . it’s your opportunity to cleanup in 
sales! These 4 specials are the very same that millions 
of TV and Radio fans will see and hear about during 
the month of July on the Westinghouse- sponsored 
programs of political conventions and campaigns. 

This tremendous ee Special Value Sale 
is tailored for YOU... to build your store traffic and 


to get more dollars i into your cash register this summer. 
Assure yourself of a bigger and better summer business 


WESTINGHOUSE ELECTRIC CORPORATION .- Electric Appliance Division - Mansfield, Ohio 


Westinghouse 


_) WITH THE Westinghouse 


SPECI 


ET ON THE BAND WAGON 






L VALUE SALE 


OLD TOASTER 
ROUND-UP! 


SENSATIONA 


your old toaster is worth $500 
toward the purchase of this beautiful 
new Westinghouse Pop-Up 


Regular Price $2465 


Your Old Toaster $500 


ony 91965 


SF Big Chances tor Extra Summer Potts! 


than ever before by tying in NOW! There’s a Free 
Display Package waiting for you with banners, counter 
cards, window display suggestions, ad mats and color- 
ful handout flyers. It’s yours as soon as you ’phone 
your Westinghouse Distributor and place your initial 
Band Wagon order. 


DONT WAIT! These are Limited Quantity 
Specials...Call your Westinghouse Distributor Today! 
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A DESIGN STUDENTS’ COMPETITION PROGRAM 
BENEFITING THE ENTIRE JEWELRY INDUSTRY 


Sponsored by 
MACHINE CHAIN MANUFACTURERS ASSOCIATION 


A ambitious young students of leading schools of 
design are entering the M.C.M.A.’s First Annual 
Competition. Their creative designs will be judged 
by prominent figures in the jewelry and fashion fields. 
The three winners from each group will receive Cer- 
tificates of Award and prizes. Judges and prize- 
winning students will be announced shortly, and the 
first set of winning designs will be reproduced on this 
page two months from now. The entire cost of the 
program, including prizes and scholarship grants to 
the schools, is being underwritten by the M.C.M.A. 
This is a sincere effort to awaken the interest of the 


jewelry industry as a whole in design students’ pro- 


fessional education, since many of them will be re- 
sponsible for the styles and fashions in our industry 


in years to come. 


AN INVESTMENT IN YOUTH 


This competition is important to you 
because it will: 
e Give design students the educational help and guidance 


due them from our industry 


e Provide constructive criticism of their work by inde- 
pendent experts 


e Provide incentive prizes and Certificates of Award 
e Provide scholarship grants for schools participating 


e Give you a preview of future trends in jewelry design 


All designs submitted, including winners, will be available for one year for public exhibition. 


Manufacturing and retailing organizations are invited to request use of the exhibition for group 


meetings and functions. Please forward requests early, so that routing may be scheduled. Address 


the Association at Providence 5, R. I. 


MANUFACTURERS: You will have free, clear right to use any prize-winning design developed 
in this competition. Winning designs become the property of the M.C.M.A. which releases them 


for use by the trade with no restrictions. Your comments and suggestions are invited. 


MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASS. © PROVIDENCE, R. 1. © MAPLEWOOD, N.- J. 
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We'll be at both 





at Chicago, The Conrad Hilton, July 27-31, 1952 
and ANRJA 


NACJ 


at New York, The Waldorf-Astoria, August 10-14, 1952 


with NEW EYE-CATCHING DISPLAYS 


And A Host Of New Ideas To Increase 


Your Ever-Growing Sales of 






t 


oth 


DIAMOND 
RINGS 


Sold through authorized 


distributors only 
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EYE-QPENERS 


FOR FALL AND CHRISTMAS 



































FEAST YOUR EYES ON THESE 





WITH AN 
EYE-CATCHING 
LOOK OF 
LUXURY 


No. 7004 





fee 





No. 7003 


No. 7011 






(7004) | Watch band design that’s really different, really new, defi- 
nitely masculine! High beveled edges to accentuate the three-dimensional look, give added 
surface interest. Yellow only. Retail F.T.1., VALUE-PRICED $7.50 


5. Saewood (7003) For your most discriminating customers! Sloping, ridged links 
with handsomely rounded, raised edges, provide a look of solidity and character. Like all 
other J-B expansion bands, the Edgewood has an overlay of extra gold for extra wear. Yellow, 
pink or white. Retail F.T.1., VALUE-PRICED $9.50 
J-B Men's Bands 


(Mar wuectte (7011) J-B does it again. ..a watch band that’s completely orig- Come in End Sizes 


inal in design! Each golden link has two gleaming, raised peaks. Yellow only. to Fit All Watch Lugs. 
Retail F.T.1., VALUE-PRICED $8.50 


JACOBY-BENDER, INC. © 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 



























LADIES’ BANDS THI 
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Vi sin in €€ (6082) A delightfully different design . . . slender and grace- 
ful as an old-fashioned hourglass. The edges are beautifully beveled for an additional 
touch of lightness and femininity. Yellow or white. Retail F.T.1., VALUE-PRICED $7.50 






Reval SD 
sents its ever-popular do 
End-0-Matic Ends, Saf 
This simple, graceful de 


“basic” for all watch ba 
Retail 









(6083) An unusual design of extraordinary graciousness and 
formality. This exqusite J-B band — like all J-B expansion bands — has an 
overlay of extra gold for extra value... extra wear. Yellow or white. 

Retail F.T.1., VALUE-PRICED $7.50 








No. 6082 


No. 6083 
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Royal Snake (3055) For the first time, J-B pre- R\ No. 3055 
. . se 
sents its ever-popular double strand of square snake chain with at 
End-0-Matic Ends, Safety-Center Clasp and Safety Chain. v 
This simple, graceful design has timeless appeal... is a 
“basic” for all watch band stocks. Yellow, pink or white. 
Retail F.T.1., VALUE-PRICED $7.50 


No. 6082 


SDivic Queen (6081) Truly, here is a 


bracelet that is the ultimate in custom-design. Its smart 
continental elegance and its sophisticated modernity will make 

it a top seller. Flexible links, with expansion center. Yellow only. 
Retail F.T.1., VALUE-PRICED $6.95 


p W e c r S ' a / 3 Ase No. 3381 Same as above with Presto-0-Slide Ratchet. Yellow only. 


Retail F.7.1., VALUE-PRICED $5.95 
e S T No. 3381 


All J-B Bands come in regular, short, long, extra short and extra long lengths. 





NEW EYE APPEAL... Distinctive New Gift Appeal 


‘ew HOW WE'VE | 
. FAST-SELLIN 


OVERALL EXPANSION BRACELETS Y, 
fell 
Brilliant new gift suggestions. These golden expansion bracelets will circle 
the wrists of fashion-wise women for daytime and evening this | Fach Priced 
Fall and Winter. Scintillating accessories to spark extra sales for you... 


conversation pieces loaded with eye-appeal for sell-on-sight action. WA 
All Models Handsomely Boxed. GLY, No. 6093—Slim and dain 


dimensional! High center ridge, concave sides. 


No. 6085 —Brilliantly face 
a look of elegance and originality to this delic 
in yellow or white. 


Meu’, 6092 — Tiny golden 


center of this unusual band. The beveled 


brilliantly. Available in yellow or white. 


af ag ee ae _ eee Tay oe oo si 


y A AA L LLL LD 
* No. 6076 | 


No. 6075 — The simple grace of this lovely b 
woman who appreciates quiet elegance! Yelle 


No. 101 —High-fashion, massive look, ridged for surface interest. Available in q No. 6076—Same as above with diagonally ca 
yellow or white. (Shown in box, below) Retail F.T.1., VALUE-PRICED $14.50 ; Available in yellow or white. 


No. 102—Intricately worked design reminiscent of regal Egyptian motif. Available 
in yellow only. Retail F.7.1., VALUE-PRICED $14.50 


No. 103 —Design of great delicacy and charm; unusually wide sales-appeal. 
Available in yellow or white. Retail F.T.1., VALUE-PRICED $12.95 


No. 104 — Highly polished, fluted design captures and reflects the light .. . = ~~ | ” i JACOBY - BENDER, INC. 


captures extra sales, too! Yellow only. Retail F.T.1., VALUE-PRICED $14.50 16] Avenue of the Americas. New York 


Litho in U.S.A. 
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HOW WE'VE ADDED TO OUR 
FAST-SELLING FAMILY OF 


Each Priced at $7.50 Retail F.T. |. 


CM. 6093 —Slim and dainty, yet definitely three- 


dimensional! High center ridge, concave sides. Yellow only. 
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No. 6093 





No. 6085 —Brilliantly faceted diamond-top gives 


* 
Sa 
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a look of elegance and originality to this delicate ‘Wisp’. Available 






in yellow or white. 


Chl! 6092 — Tiny golden domes decorate the 


center of this unusual band. The beveled edges catch the light {| —~  r ——~ _ 
: aor O° © ¢ 
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No. 6085 
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brilliantly. Available in yellow or white. 










Our Gift to You! ind 
Pein Ietoesf 
yp. , 7 lead | 
THE aio Raf 
DISPLAY A . Pee, 


You pay only the cost 
of the watch bands. 


You get an elegant dis- 
woman who appreciates quiet elegance! Yellow, pink or white. play trimmed with gold 


No. 6075 — The simple grace of this lovely band appeals to every 


silk tassels and the 


No. 6076— Same as above with diagonally carved center top shell. finest quality silk vel- 
Available in yellow or white. vet. Lends new attrac- 
tiveness ... new eye 
appeal to the rich beau- 


ty of J-B watch bands. 


Unit contains one each of YOUR SELLING PRICE .. $45,005: 


#6093, #6085 and #6092 


(regular length) and one . ‘ 
JACOBY - BENDER, INC each of #6075 in regular, YOUR COST cesses ees 18.00 


| d short lengths. 
161 Avenue of the Americas, New York 13, N. Y. sao se aeietliemnentts YOUR PROFIT . . $27.00: 


Litho in U.S.A. 












NATURAL QUESTIONS 
WHEN A MAN IS SELLING 
A STORE OR STOCK 




















Write, wire or phone your other 
P ft 

questions. Reliable Gordon answers 

incur no obligation on your part. 
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_ -“How soon can I get my money?” 


“Immediately!” i is Gordon Brothers’ > 


' answer. Not in thirty days, not in ten 


days, not in the next mail, but the 


check in your hand the very moment 


we buy your store or stock! This is a 


| far cry from the many s0- called. 
cash offers” you hear about. By 


¢ Cordon Brothers? cash, is ‘meant 


“cash on the spot” and no exception 


oe made even when a transaction runs 


; - : into six figures. Similarly i in Liquid- 


ation Sales, a cash deposit to the full 
amount of our estimate, guarantees 
it in the fullest sense of the word. If 


you've decided to sell, there is 


‘no quicker way of realizing your 


: money - - than Gordon Brothers! 
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No. PW27 30-hour traveling alarm. Smallest and thin- 
nest American-made clock. Simulated pig-grain leather 
case. Full luminous figures and hands. Size: 3%” x 3%” 
x 1%”. Colors: Tan, Maroon, Blue and Brown. 


No. PW15 30-hour traveling clock. Attractive simulated 
pig-grain leather case. Silver-finish dial with full lumi- 
nous figures and hands. Size: 4-9/16" x 4-1/16" x 1%”. 
Colors: Maroon, Brown, Blue and Tan. 


No. PW26 30-hour traveling alarm. Simulated pion 
leather case. Silver-finish dial, full luminous figures | shop 
hands. Size: 4-3/16" x 3-9/16" x 1%”. Colors: Blue jy 


Maroon, Tan. 


Retail price $6.45 plus tax 


No. PW16 Same as above, size: 3%” x 3%” x 1%”. 
Retail price $6.45 plus tax 


| TRAVELING AND DESK CLOCKS 


FULLY GUARANTEED 


Retail Price $8.95 plus tax Retail price $8.95 p) 


ws 


NATIONALLY KNOWN 








MECHANICALLY PERFECT 





No. PW20/AL 30-hour combination clock and cigarette box (below). Gillet, 
dial with gilt-finish numerals. In simulated leather case, alligator fini 
gilt-finish metal rims. Case has three compartments for playing ¢ 
cigarettes. Height 134”; Width 6”; Depth 412”. F 
Retail price $9.95 pigs 


No. PW32 30-hour clock with 22-year 
perpetual calendar. Calendar is adjust- 
able for any month. Metal case with 
easel. Bright gilt finish. Silver finish dial 
with gilt-finish numerals. Height 4”; 
Width 4”; Depth 1%”. 


Retail price $9.95 plus tax 


pipe 


No. PW39 “'Clip-Clock."’ 30-hour clock 
is set in gilt-finish metal clip for hold- 
ing papers. Initials may be engraved, if 
desired. Gilt-etched dial, gilt-finish nu- 
merals and hands. Size: 3”x 2%" x44”. 


Retail price $7.95 plus tax 


WS 


Clockmakers Since 1915 


30 Irving Place, New York, N. Y. 
DIVISION OF SEMCA CLOCK COMPANY, INC. 


Consult Your Wholesaler . Write for Catalog e West Coast Prices slightly higher 





OCMC O Richi Beis Glam Clecke 


For TRAVEL, DESK AND BOUDOIR 


4, ‘tion tl / : 
je 
WAX (5 


BESIKL 
FIRST TIME EVER... PG 
STERLING SILVER-FRAME CLOCK : 


AT THIS LOW PRICE! 


DAY, 7-JEWEL BOUDOIR ALARM CLOCK 


te, 17 Clock (at right) has silver-finish dial with gilt-finish nu- 
nerols, luminous indicators and luminous-tipped hands, Clock 
ond Picture Frame can be sold separately. Each has small oval- 
oped plate for initials if desired. Size: Approx. 3%2 x 3% 


Retail Price (clock) $22.50 plus tax 
No, 309 (frame) Retail Price $8.50 plus tax 





No. 742 1-day, 7-jewel traveling musical alarm clock (at left). Genuine 
morocco leather case. White dial with luminous hands simulating the 
musical clef; gilt numerals and luminous dots in form of musical notes. 
Size: 35%” x 354” x 1%”. Colors: Brown, Red, Blue and Green. 


Retail Price $21.50 plus tox 





No. 730 The CONVERTIBLE desk-boudoir clock that travels! (See below.) 
1-day, 7-jewel alarm movement. Gilt-etched metal case; white dial with 
gilt numerals, luminous hands and dots. Panels for personalized engrav- 
ing. Size: (Open) 656” x 22” x 1%” ... closes to 4-3/16”" x 2%o” x 1%”. 


Retail Price $15.95 plus tax 





No.731 Same as No. 
730, covered with genu- 
ine leather in pig-grain 
finish. 

| Retail Price 


$17.95 plus tax 


Consult Your Wholesaler 
Prices on West Coast 


“ightly higher | — “4 e m Cc at clock company, inc. 


Pa Mite for c 
? or Catalog 30 Irving Place, New York, N. Y. 

















AMAZING SHOCK TEST PROVES NEW 
OPPORTUNITY FOR VOLUME WATCH SALES 


Ask your Timex salesman to show you the “‘anti-shock"’ test. This is the Timex 
boast that boosts sales. A triumph of American science, Timex combines a 





revolutionary non-jewel, V-Conic movement made possible by new develop- 
ments in alloy metals and electronics. Timex is today’s high-quality watch 
you sell at a low price—not a cut price. And Timex gives you a full mark-up, 
not a mark-down, to insure real profit! 





V- Conic Escapement. Specially-developed cone- 
| shaped balance staff is amazingly stronger than 
4¥ spindly pivot shaft of conventional watch. Timex 
cannot be over-wound! 


BALANCE SCREW STUD — 








MAPULSE PIN~_ 
BALANCE STAFF 


Armalloy bearings. Exclusive in Timex. Many times 
harder, more enduring, more precise! 






BALANCE WHEEL 


——_, Fewer Parts. Instead of 120 parts, many bridges. 
BALANCE STUD Timex has 98 parts, 2 bridges. Result: greater 
strength, greater efficiency, greater accuracy! 











Accurate as More Costly Watches. Every Timex is 
checked by U.S. Time's Timeograph, calibrated to 
.001 of a second! 





NEW! WATERPROOF! 
This new Timex is 
guaranteed water- 
proof as long as 
crystal is intact, back 
not removed and 
crystal unimpaired. 


America’s Finest Sport Styles 
for Men and Women- 
Timex is the only low- 
priced watch you can 
time on your Watch- 
master. 


THE UNITED STATES TIME CORPORATION US 
World’s Largest Manufacturer of Wrist Watches TIME 
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JULY 27th to 31st 


NATIONAL JEWELRY FAIR 
Conrad Hilton Hotel 


Chicago, Illinois 


North Ballroom, 3rd Floor 
e 


AUGUST 10th to 14th 


ANRJA SHOW 
Waldorf Astoria Hotel 
New York City, N. Y. 


Parlors 4J-K-L-M, 4th Floor 


A. COHEN & SONS CORP. 


27 WEST 23rd STREET, NEW YORK 10, . 


Atlanta Office: 321 PEACHTREE ST., N.E. ATLANTA, GA. Fancy Goods Division: 47 W. 23rd SYT., N. Y. C. 
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THE WORLD’S NEWEST... FINEST TRIBUTE 


ro tHE DIAMOND! 


THE BRILLIANTLY DESIGNED 


Y, 96470: Mounting ‘ 
\ 
gE ATED BY THE HOUSE 01 pISHth 


° 
e * 
* T- 
e & . . ] 
Hd a ring mounting — 
* 4 
2 


fashioned to do justice to the glory 

of the diamond . . . a masterpiece 

of originality that will be admired for : 
itself alone! It’s a brand new style 
creation in diamond ring mountings and : 
will prove to be a real stimulant to © 


diamond ring sales and profits. ; 


Enlarged to Show in Detail . 
the Masterful Craftsmanship and 


Elegance of “Tapestry” Mountings. — 


Sold Through Authorized 
Wholesale Distributors 


REPRESENTATIVES 
PATTY (A. W.) COHEN 
A. B. GRODMAN 


CHET MANDELBAUM 


buon Cz 


130 WEST 46th STREET 
NEW YORK 36, N.Y. 


IRWIN GOLDSTEIN 
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BAGUETTE 
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JEWELERS 


turn a new page in costume jewelry history} | 


vn “BAGUETTE” | 


our dramatic new fall line nationally advertised in 


VOGUE -HARPER’S BAZAAR - N.Y. TIMES MAGAZINE 
See it at the New York Jewelry Show on August 10-14 at Booths etc 


Look 3504-H/0 
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orat: LEDO JEWELERS, 366 FIFTH AVENUE, NEW YORK CITY 









Introducing 
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Cutlery! Z 


No. 95—IVORY HANDLES 
TEAL GREEN 
No. 956— 1 ANDLES 


$19.95 
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Unconditionally Guaranteed— | SOLD INDIVIDUALLY 
° ° ’ PARING—No. 901 Ivory Handle. No. 901G Teal Green Handle. $1.50 
Microned Stainless Blades (with Molybdenum) UTILITY—No. 902 Ivory Handle. No. 902G Teal Green Handle. $2.95 


CHEF—No. 904 Ivory Handle. No. 904G Teal Green Handle. $3.95 
CARVER—No. 903 ivory Handle. No. 903G Teal Green Handle. $3.95 


AT LAST, kitchen cutlery with world-famous Carvel SLICER—No. 905 Ivory Handle. No. 905G Teal Green Handle. $4.50 


Hall quality. Microned® edge blades of a new process 
stainless steel plus molybdenum for longer blade life! © 1952 Chas. D. Briddell, Ine. 
Unbelievably sharp . . . now and in the future! 





NATION’S BEST SELLING LINE OF 


Gift Cutlery 


Indestructible one-piece, lifetime Melamine handles. 
Contour designed to the human hand for a perfect grip. 
Sparkling bolster and rivet. Matched set of five most- 
wanted blade styles packaged in famous Carvel Hall 
Jewel-Box Chest. 








FINE CUTLERY 
by Briddell $8.50 tg $134-50 


Carvel Hall Steak Knife Sets—endorsed by Emily Post, used in millions 
of American homes, heavily nationally advertised. Your best bet for 
more gift sales. From $8.50 to $68.50. 





Carvel Hall Carving Sets—used by Duncan Hines, Carvers, Slicers, 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND age aids. Two-piece set, Carver and Fork . . . From $9.00 to 
$134.50. 


See Carvel Hall Cu tlery At Trade Sh Ows — ay and Cheese Sets—and other carving aids . . . From 
r to UYU. 


Throughout The Year Form 752 
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Sensational NEW 

Complete Line of 

Nationally Advertised 
I7 JEWEL 

MEJJANA 

7 WATCHES 

RETAIL Q5 : 4 
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: J ewelry findings, as we sell them, are many steps removed from 
the findings you see on the jewelry you buy. Usually they have been 
soldered, cleaned, stamped, dipped, sprayed, plated, and polished 
in a jeweler’s factory. Having learned what happens to findings 
during the jeweler’s processing, Ballou designers, engineers, and 

: craftsmen work towards the goal of a superior finished product when 
it reaches your hands. Leading jewelers wanting this extra quality, 


insist on Ballou findings. 


DISTINCTIVE f 

FEATURES OF 
BALLOU 
FINDINGS 

ARE COVERED 

BY LETTERS 
PATENT. 





-FINDINGS— 


SOLD TO THE MANUFACTURING TRADE 
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Average jewelers 
experience. Your 
record may be 

6 sales out of 10 
demonstrations, 
8 out of 10, or 

[ more. 


a= 


GOLD-FILLED, STAINLESS 
STEEL BACK 








(INCL. FED. TAX). 





Pertevesceveceevece Ceeseeersece Coneeeereoneteace eoveceevee 


| GOLD CAGE 
-Lady’s Swiss import. 
Antique design gold 
cover on delicate 
square 18K gold 





WOON oe eS ia $300 
(F. 7.1) 
: VULCAMATIC 
. Men’s flat watch. 
Water resistant, 
" self-winding, in gold 
filled cage. & Soe $86 
(F.T. 1.) 
In steel case. .... $71.50 
(F. T. 4) 


Plus a complete new line 
of 18K gold Swiss imports 
from $120 to $500 retail. 
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- VULCAIN 


DUSTPROOF 





ALARM wrist watcH 


There is no ines watch like the Cricket — somabining 
the accuracy found only in the world’s finest watches, 
with a precision alarm mechanism that can be set to 
ring minutes or hours ahead. 


Worn by many famous statesmen, actors, professional 
men, world travelers, executives ... indispensable to 


all busy men. Its price makes it a natural for anyone 


who wants a fine timepiece ... an unforgettable gift. 


Today — show the Cricket; ring it and prove to your- 
self how easily you can turn a shopper into a high- 
profit customer — 7 times out of 10! 


WORLD'S FINEST TIMEPIECES 









eee 
seeeoeeceeoegceeee 





Write for promotion material and prices to: 
VULCAIN WATCH COMPANY, INC. 
WEST COAST: 


HUBERT A. WOOD, 649 SOUTH OLIVE STREET. LOS ANGELES 14, 


630 FIFTH AVENUE, NEW YORK 20, N. Y. 


CAL. 
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In the ’80’s, the name Parker—George S., that 
is—stood for just one thing. A husky young 
telegraphy teacher of Janesville, Wis., who had a 
side line repairing his pupils’ pens. 

He was a gadgeteer, and before he’d fixed 
very many pens he evolved a simple but effective 
invention to turn the crude, leak-prone writing 
tool of that era into a steady performer. The 
moment he filed a patent on his ““Lucky Curve,”’ 
the world lost a budding telegrapher. But, it 
gained a master penmaker. 

His restless inventiveness led to slip-on caps, 
concealed fillers, colored barrels and a host of 
other innovations including a ““Trench Pen” 


He was just a small-town 
telegraphy teacher. He had 
no idea that one day his 
name would be the world’s 
pen name for quality... 


until everyone decided to... 





LET GEORGE 
DO IT! 





with its own built-in ink plant! Parker pens kept 
getting better and better, and Parker kept grow- 
ing. You know the rest. . . it’s yesterday’s trade 
headlines—the old Duofold, the Vacumatic, the 
— 

“Letting George do it’”’ with pens back in the 
old telegraphy school was the fate that plucked 
the family name “Parker”? smack out of rural 
Americana and emblazoned it ’cross the world 
as a synonym for quality writing. Our continu- 
ing goal is to keep it that way. 


THE PARKER PEN COMPANY 


Janesville, Wisconsin 
Chicago * New York + San Francisco 


Today, Parker also has Foreign Plants and Offices in London, England; Toronto, Canada; Rio de 
Janeiro. Brazil; Paris, France; Florence. Italy; Capetown, Union of South Africa; Copenhagen, Denmark. 





@e@eeeeeeeceae eee ese@eseoeeaeeseoezneee 8? ™ 


WHEN YOU'RE IN WISCONSIN 
DROP IN AND SEE OUR NEW 
PLANT, TO BE COMPLETED 
IN FALL, 1952. 


44 
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FOR YEARS THE BIGGEST 
HEADACHE IN THE SALE OF 
DOME CLOCKS HAS BEEN 
THE BREAKAGE DUE TO HAN. 
DLING AND SHIPPING AND 
THE NATURAL FRAGILITY OF 


GLASS. 


UNITED now comes up with the 
answer in its new crystal clear and 
shatter proof styrene dome. 


NOW AVAILABLE—AT NO 
ADVANCE IN PRICE. 


“PERPETUA’ 


UNITED'S ANNIVERSARY TYPE 
ELECTRIC CLOCK 





WITH THE NEW _ SHATTER 
PROOF DOME WITH THE OS- 
CILLATING METAL PENDULUM. 











still retailing at 


$1 9.95 (plus tax) 


SOLD THROUGH LEADING 
JOBBERS OF JEWELRY, HOL- 
LOWWARE AND NOVELTIES 
THROUGHOUT THE U. S. AND 


CANADA 








+4980 


GOLD ELECTRO PLATED—EXPOSED ROTOR 
TWO-WAY OSCILLATING PENDULUM—12! 2" 
HIGH 7%," DIAMETER BASE 


UNITED CLOCK CORPORATION 


379 DE KALB AVENUE 
BROOKLYN 5, N. Y. 
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0k out tor the 
Jeweler who does’ 


He will sell that customer who just walked out 
of your store. . . and he will undoubtedly sell 
her a Roskin Ring . . . because Roskin mount- 
ngs are die struck and inlaid to blend to per- 
fection—the finest in craftsmanship and artistry 
—yet cost no more than ordinary rings! That's 
why they're the speediest selling from coast to 
coast. And that’s why you, too, should stock, 
SELL and PROMOTE Roskin Die Struck Mount- 
ings. Order NOW from your regular whole- 
saler, or write us for nearest distributor. 


No. G165/2M and No. 165W 6M 
- Exquisite Needlepoint — setting, 
Die Struck, 14K yellow or white 
gold. Will take 1/150 melle on 
both rings. 
















> vith famous “GLARE TOP Patent! 


— —=. 


ingenious construction and design of Roskin Glare 
_ lop mountings—by reflecting your diamonds— 
: bring out all their hidden fire and brilliance! 


‘Olented—ond Exclusive. 





No. 62041 - Engagement Ring 
No. 2041W- Wedding Ring. Ne 
G2041W - Groom's Ring. Available 
as a Threesome. 14K yellow os 
white gold inlay. 


| ROSKI OUP alll\ INC. 21 West 46th Street, New York 36, 4. 1. 







With dazzling new lighters like these... 





New Olympia by Ascot, $9.95* 

First time in history — an Ascot 

table lighter under $10! 
New Florentine Dagger by Ascot, $19.95* 
Comes with a choice of dramatic 
sheaths or in dueling case gift box. 


and ull-page, full-color MIG ads 


like these... 


you'll do better to feature Ascot! 


Unmistakably, the Ascot line is the line to feature, for more lighter 
sales, more profitable sales. Not only because of Ascot’s tremendous 
month-after-month LIFE advertising and promotion campaign, but 
because Ascot’s exciting high-fashion styling distinguishes the entire 
Ascot line. 





Feature Ascots where your customers can see them — and see how @ 


many more lighters you sell! 
the world’s most 





Drop in on our Booth 68 and 85 — in the Hilton Hotel, at Chicago’s 


National Ass’n. of Credit Jewelers’ Convention. beautiful lighters 








In New York, at the American National Retailer Jewelers’ Associa- 
tion Convention, visit us in Space 45 and 46 in the Waldorf-Astoria. 


*Mfr. tax included 
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mol * to retail 
Pot $9.95 F.T.1. 


*1/20-12K Gold Filled top and 
non-corrosive stainless steel backs 
*1/20-12K Gold Filled 

All bands available in yellow, 

white, or pink . 


1251M* to retail 
at $9.95 F.T.1. 





mew 


styles 


originate 









v4 5241 to retail 
moot $9.50 F.T.1. 





@ Here are six excellent reasons 


why BRETTON is the most copied 
line in America. Any other bands in 
BRETTON’S extensive line would 


be equally convincing! 


Again—we are serving the Armed Forces by devoting our specialized 
skill and part of our production facilities to the making of precision de- 
fense materiel...items that meet the highest quality standards in the world. 












| 
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one of the most significant improvements 
vm wrist watches in many years’’ 


says Roy Culbertson 
Hess & Culbertson Jewelry Co. 
St. Louis, Missouri 
































“For durable watches, we highly reeommend those 
equipped with Incabloc. With its shock-absorbing 
qualities, Incabloc protects the nerve-center of the 
watch, the delicate balance staff.”’ 


Established jewelers everywhere know from long 
experience the value of the INCABLOC shock 
absorber in protecting the watches they sell. 
INCABLOC helps to assure customer satisfaction 
as well as to minimize returns and repairs during 
the important guarantee period. 





A recent national survey among jewelers shows 
that INCABLOC is the preferred shock absorber 
—ten to one! 


Safeguard your reputation as a retailer of relia- 
ble, trouble-free watches. Be sure the watches you 
sell and guarantee are protected by the world’s 
most dependable shock absorber—INCABLOC! 


Free promotional literature, tags and smart sell- 
ing aids are available to you. Please send for them. 


THE UNIVERSAL ESCAPEMENT LTD. 


9 East 40th Street, New York 16, N. Y. 








Incabloc is 
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advertised all year round in SATURDAY EVENING POST and COLLIER’S. 
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DISPLAY 


J. H. Gross and Company proudly invites you to take 
advantage of the facilities offered by the country’s : 
most modern and complete wholesale jewelry and : : a 
appliance headquarters. Keynoted by the striking 2 eat 
contemporary design, over 19,000 square feet have 
been ingeniously utilized to provide you with the finest 
service available. 


On hand at all times is a complete, diversified selec- 
tion of nationally advertised jewelry, appliance and 
clock lines. In the spacious display room, selection is 
made rapidly, easily and comfortably. Huge stock ~— 
rooms, and efficient shipping and receiving facilities, STOCK ROOM 
guarantee immediate delivery on every item. 





Me 





Located just a few moments from downtown Cleveland, 
J. H. Gross and Company has its own large private 
parking lot, directly behind the building. 


J. Hl. GhOSS and Ul), whelocale denen 


Jewelry . . . Clocks 3210 Euclid Avenue 
Appliances @iNYZ-V folate Mmm @lilie, 
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296M—10" 
SALAD SET 


$12.84 1.1. 







295—10"' 
SALAD BOWL 
$28.80 1.1. 





- 
we 







295B—10" 





SALAD ‘BOWL 
$74, 00 1... 








All our SOLID MAHOGANY salad 
bowls are made from ONE ‘PIECE 
of the finest Honduras panogany 
obtainable. 4 








the country, including OU Aee GRAPE 


2M eR 0. 






SHEARS, PICTURE FRAMES . *Everything you : 238M—10" 

want in STERLING... All superbly crafted and SALAD SET 

inexpensively priced to aid navolume - ane $9.00 1. 
ra 






Do not fail to see our complete ine: . Bs OS ae 
at the CHICAGO SHOW (NJF) July27-31 re See PS a 


repeat sales. 





at the WALDORF SHOW (NRJA) a 48; 
Aug. 10-15 

at the PARKER HOUSE SHOW (Boston) Rin, ‘573, SIIVERCRAFT COMPANY 
Sept. 3-7 Xx oe INCORPORATED 

ATTN. SALESMEN! Midwest and South Territories * 

available. Contact us at show or write. ‘ 5 WATSON STREET 


BOSTON 18, MASSACHUSETTS 
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ULANE ~ 









yfing. Brews more flavorful 
offee faster. 4 to 10 cup 






pacity—each with the 
-bodied taste. $39.95 





The Crowning Achievement, 
The new Fryryte Deluxe Model J 







in beauty and amazing in cap 






either 4 or 6 pints oil. New, 









imate in deep fryer 
$36.95 











DULANE 


the FIRST and ONLY 
Automatic Electric DRIP 
Coffee Maker 








FOR PROMOTIONAL SALES 
FOR GIFT BUYING 
STOP IN AT 
BOOTH 143 

NATIONAL JEWELRY FAIR 

CONRAD HILTON, JULY 27-31 





DULANE INC. 


RIVER GROVE, ILLINOIS 
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CERTINA—fabulous watchcraft set apart 
in the distinctive gift case of jeweler’s bronze - 


Ae. Get, of the Fiuts Maguitide 


for the Jewelers of America! 





PRESENTING Celia Sie, WATCHES 
VENUS 


“CLAUDIA : ae pri | a Here is your preview of the incomparable 

I Gold : 14K White Gold _ CERTINA.EA—EA for Elegant and Accurate—the | 
. 7 watch line for your profit future. As the CERTINA 
line is unveiled, the response from jeweler after 


jeweler is a unanimous: “This is it!” 


Here is the CERTINA promise fulfilled—watches 

styled for all time, crafted in the highest precision 

tradition, strategically priced for wide and 

profitable selling . . . and now featured in four- 

‘color advertising in leading national 

publications in a vigorous pre-selling’ 

LEADING LADY oy ' wy Fa | campaign that will pay off 
lr oe ep Sh ik  «~ > | handsomely for you. 


14K Natural Gold, 
black suede strap 


Our sales staff is now calling on 
leading jewelers from coast to coast. 
Watch for your CERTINA ~ 
representative. 





LEADING MAN 
17 Jewels : 
14K Natural Gold | 7 s. ee 
black suede strap - | , = © 





WINDSOR 
17 Jewels, 
14K Natural Gold 
18K Gold figures 


} 7 Jets eS BEL AIR 
: | Self-winding, very ~— % 
> 44K Penal — f Ihe very thin, 17 Jewels, — 
pas. | me see! j 4K Go ld 3 i stainless steel case, 
ee : of ” =,» black suede strap 
oe SQUIRE | So . iz 
17 Jewels, 3 —/ 
10K Natural Gold- ON DISPLAY AT THE 


a 
filled matching _A 
expansion band NATIONAL JEWELRY FAIR 2. Ay 
~ we 





JULY 27-31 
BOOTHS 66, 67, 86, 87, ) ps, 
SUITES 505, 507 SS Ae 


ILLiNo!1s WaTCH Case Co., Est. 1888. Makers of world-famous Elgin American compacts, cigarette cases, lighters, dresser sets 


a, oe ae 
me 

















... fashion forecast for the future... 


LUCIEN PICCARD {fashion authority watches 


LA MARQUISE—Set in this magnificent 14 kt. gold 
cover watch are 5 genuine amethysts and 6 
cultured pearls. Fine 17 jewel Lucien Piccard 
movement. Suede leather strap. Keystone $150.00. 


LOO a 

% “> 
oun—= 
ee * ee $ 
4 ws pe a & 
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GRANDE BAROQUE— An exquisite original design! 
4 genuine amethysts and 6 cultured pearls set in 14 kt. 
gold case with mother of pear! dial. Suede feather strap. 
Fine 17 jewel Lucien Piccard movement. Keystone $130 


Every Lucien Piccard watch is a masterpiece of design. 

The incomparable original styling, ultra-smart beauty, 
quality and value will create great demand for 
these masterpieces. Watch for your Lucien Piccard 
salesman... or write direct for complete information. 


precision made since 1837 
(P) ot tallolaMileii Mel miele leh 


ela Taiel*h Mal tidleleluil mel miileladel 7 


A. BLUMSTEIN wc. 
e Munifucliring ‘ prwelers 


37 WEST 47 STREET ¢ NEW YORK 19, N. Y. 


EMPRESS EUGENIE — Fine filigree 14 kt. gold L’ELEGANTE —— 19 diamonds and 56 cultured 
case. 17 jewel Lucien Piccard movement. Suede pearls in 14 kt. white gold case and bracelet. 17 jewel 
leather strap. Keystone $110.00. Lucien Piccard movement. Keystone $280.00. 
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HERE TODAY AND 


HERE TOMORROW 


that young woman in her teens 


Big Buyer in her own right! 
Earnings and allowances give 
these girls $3,700,000,000 a year 
to spend...as they wish, fancy 
free. And they fancy jewelry! 





Getting gifts galore! For 
birthdays, graduation, Christ- 
mas, hope chest. Gifts she 
nearly always selects herself. 






Here comes the bride! More 
girls marry at 18 than at any 
other age. They’re choosing 
and buying now for “that day.” 


Coaching Mother, Prompt® 
ing Dad! She sparks manyg 
household purchases... flatware, 
glass, china and appliances. 
Will your product get her okay? 









There’s one best way of reaching the 7,500,000 young women in their teens... 


seventeen sells" 


NEW YORK + BOSTON + CHICAGO + HOLLYWOOD + ATLANTA 
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ibs. No. 452 Ah a cee chests. Ht. 8 14", width 9”, depth 
R etails at... $26.95" \ FHA HS) Pie ie 216". Individually packed; ship. 
Bal |-Pendulum rotates rhyth- Oh eS — = ve me - lig i gon * 

mically as clock tells time i vis —_ 3 Be No. 91 Retails GPeeces $24.95 
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a, in fine Time- All-Electric Mewdaal nt 
gnship... enduring ... self-star ata 
design. es smart dependable... precis 





















accurate. . 
— ( Z | o io hiewty . . clear A Lifetime Tidevies 
- a poe fop and sides... metal enriches every room ar 
Srna Fe sceanmamamsuapaiice - . : : wh polish ed go f d d ecor... forever bespeo 
3 es gracious living : ve 








%, 









your office, ere is Asinocrat of All © nt 
Clocks. MAstertiMe is a glorious creation of ish stow 
instantly impressive beauty . . . of unsurpassed es 
luxury and distinction ...of consummate quality and cra 
Soft-tone dial spar complements the lustrous gold. plate 
sparkling clear glass. Precision self-starting electric movemen 
914”, width 814", depth 614”. Individually packed; shippir 
814 Ibs. No. 308 Retails at. ...++4 























Electric movement with : oe Ws 4 ie 
Th) cK rotating ball-pendulum [2 Be? 41.)\\* {9 : at 
So fascinating . . . so friendly . . . so Tike | | _.. 
quaintly beautiful ... the favorite 
styling for generations! And you have 
the added advantage of modern pre- 
cision electric movement—with no wit 
ing or sensitive adjustments. Gorgeoust 
ornamented four-point ball-pendy 
lum continuously rotates with stately 
restful motion . . . ivory-tone dial i 
decorated with petite floral motif . 
pillars, facade and base... hig 












‘Fron & god 
: GUSTENINg 
MIBROR Back 


















he charm and richness of 
f-popular traditional design 
yours in EstraTe ... . perfect 
roportion ... simplicity of line 
. gold plated metal contrasted 
with chaste glass. Yet every detail - 
eflects the genius of modern 
clockmakers’ art, including electric 

=k - ff 2 4, self-starting movement with sweep 
completely enclosed under remo’ rable mae Ue eva ee | 6. «=. second hand. And Estate is an 
clear-glass dome. Ht. [te five? a exquisite accent for modern as 
12”, diam. 8”. Individ. _ well as period furnishings ...on 
es ship. wt., 634 mantel, table, radio, television, 






















METAL case 
mse 7 















*Prices slighty higher Denver and west. Subj. to Fed. Excise Tax. 


MANUFACTURED BY MASTERCRAFTERS CLOCK & RADIO co. s 


216 N. CLINTON e CHICAGO 6, ILLINOIS 
AVAILABLE YTwNnROUGH BELLE CTED DIstTRIiseureons 
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FOR YOUR COPY OF BRISTOL’S 
NEW JEWELRY CATALOG 





ame Don’t put off writing for your 


| Master Styling in Fine Diamond Rings a free copy of this new catalog 
wes published by the Bristol Seamless 


Ring Company. 


FANCY, CHANNE-SET AND FISHTAIL 










It illustrates many of the beautiful 
mit on wb nat toe ie eae me a eae new wedding and engagement 


: ae peyhee. Sed : 
BAF 22 ROSES Bier ¥ Roh or ahx 263 i os Gue Fe Sot 26 on oS 
° hy & We CROOKS. A lapsed 
Kong. Reta HAS. Bebe C0Pe Soest as gas « we . 


Spec nese! mates on 2 5 aera Ys eu rings designed by Bristol. Their 
eT | ; complete line of 300 Bristol 

creations, including 50 new wed- 
) | ding and engagement rings, is now 
ee er Ee available in precious palladium. 
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These rings are a real “stop, look 

and purchase” trade builder. 
Every design utilizes the beautiful 
te natural whiteness of palladium 
meres States | EE a soe ae ae aie a to make even the smallest diamonds 


= Re roy Hac ote ws Rs 
£8 Tadee SR. WAL OKGN © Buen’ HF Son NT genes mae, # 
¢2 t 





£ %>4 8 BRE 


ES oa gunsae eyes ge he ree ane eae RE EE look their best. 














Use the handy coupon to ask 
| for your free copy. 
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Bristol Seamless Ring Company 
71 Nassau Street 
New York 7, N. Y. 

















Please send me your new catalog illustrating 
your new rings, now available in palladium. 


Name 











ee Company 
Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC.! ~"e¢et———— neenene 
67 Wall Street, New York 5, N. Y. City SS 
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The E. & J. Swigert Co. iy 


16 SIZE — ELGIN 


Sixth Model Grades 151. 155 
Seventh Model - Grades 157, 162 
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Here is the most complete reference book on American 
Watches ever prepared for the watchmaker ...a manual 
complete with line drawings not only of movements, but 
also of all commonly used parts in actual size for American 
Watches—past and present—together with a separate text 
for each movement, giving part names with current factory 
numbers for ALL parts. 


In 215 pages, 8’ x 11, handsomely printed, and durably 
bound in Cordwain, this comprehensive work contains a 
detailed compilation of movements and parts superior to, 
and including much information not available in catalogues 


issued by American factories,... AND THIS MANUAL 
COMBINES THEM ALL. 


In this inclusive reference work, the result of years of 
preparation by The E. & J. Swigart Company, you will find: 


AMERICAN WATCH MOVEMENTS 


BY THE E. & J. SWIGART COMPANY 


1 Complete movement illustrations, individual drawings 


of parts, and current part names and factory numbers for 
Elgin (72 pages), Hamilton (25 pages), Illinois (23 
pages), Waltham (45 pages), and South Bend (5 pages), 
together with illustrations of movements and selected parts 


for Howard and New York Standard. 


@ Nine pages of detailed mainspring charts showing width, 
strength and length in Dennison and Metric, interchange- 
ability, and PICTURES OF ENDPIECE FOR EACH 
MODEL. In addition to the makes listed above, this section 
also covers mainsprings for Rockford, Seth Thomas, 
Columbus, Century, Hampden, Crown, Ingersoll. Trenton, 


and U.S. Waltham. 


&) Pictures and factory numbers for every hand of every 
movement of Elgin, Waltham, Hamilton and South Bend. 


@ A full Bulova Section giving, for the first time any- 
where, factory interchangeability of parts, including main- 
springs, for all Bulova Models; a listing and pictures of all 
styles and colors of Bulova Hands, and a section on Bulova 


Self-Winding Models. 


Oa Section illustrating every style of stem, sleeve, bow, 
and crown used in American Watches together with a 
listing of the most used cases and dials. 


This comprehensive encyclopedia is worth § 
many dollars to every watchmaker. BUT IT IS 
NOT FOR SALE. It is yours postage free and i 


The E. & J. SWIGART CO., Cincinnati, Ohio 


WITHOUT CHARGE with the purchase of any , Gentlemen: Please send me the following as checked—and with this purchase I will receive 


one or more of the modestly priced assortments 
listed in the coupon. These assortments are i 
either nationally advertised assortmen!s, which 
need no introduction to the watchmaker, or 


(No Substitutions) 


ABSOLUTELY WITHOUT CHARGE jyeur Illustrated Manual of American Watch Movements. 


PRICE 


[] Bestfit Assortment 801A containing 1 each of 48 most popular yellow crowns in all 





- <img ne gqaeoogee of ‘*bread and butter’’ commonly weed taps and openings $7.65 
items that every watchmaker will use in the -w ee <deiceanaeinammNE 3% cpmmamenes ie: “eeempaaele : 
course of a month—and at less than the usual § [] Bestfit Assortment 880 containing 3 dozen waterproof crowns—yellow white and chrome. $6.95 


Dozen Price. These are outstanding buys even 
without the added inducement of the great 
new Illustrated Manual of American Watch 


CETTE EEE SETTER EEE EEE TEE EEE EE EEE EEE EERE HHO EEEEE 


[] Bestfit Assortment 175 containing 144 metrically gauged second hands, 6°4-17L., blue and 
CI i cncsnnpinesninieeiistniadniale 


$10.00 





Movements. Check the coupon — and moil § [] Bestfit Assortment 570 containing 3 dozen Genuine Seitz balance jewels for 116 different 


it today. 


ID scniisichnnlittlenenussanias 
[] Bestfit Assortment 12M containing 1 dozen Bestfit Packaged Staffs, Stems and Samson 

EE Ee) aan Ee $5.75 
[] Bestfit Assortment 13M containing same as above for Calibre AS 970 $5.75 
[] Bestfit Assortment 14M containing same as above for Calibre AS 1194 $5.75 
([] Bestfit Assortment S36 containing 3 dozen assorted of most popular numbers of Samson 


TOR e Ce eee eT TC Oe eee Cee eee CeCe eT Cee eee CeCe eee TT eee TT eee eT TT Tee eee ee eee eee 

















saoatbeitinion $7.45 








Mainsprings ........... 


I am enclosing 





NAME 


[] Genuine Bulova Combination STAFF-and-STEM PACKETS containing 30 stems and 
21 staffs for the most popular Bulova models—a saving of $4.95 on the regular price, 
if bought individually wf 





[] Check or Money Order 
[] 10% cash with order—balance C.O.D. 


Use either method of payment 





SINCE 1879 
DISTRIBUTORS OF ALL NATIONALLY 


ADDRESS 





RECOGNIZED WATCH MATERIAL LINES 


CITY 


STATE 
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EVERYWHERE YOU LOOK...IT’S THE DIAMOND® LOOK BY ay Se, e j 





From our Sophisticate group in Canary, Delphin 
Earrings and pins from $5.00 to $15.00*. At fine stor 


Kramer Jewelry, 48 West 37th Street. \i 


* J 
PELAN tax not included 











WALTHAM 
R0 23 y 
pict “Wes 


= 





The Waltham “Vanguard.” 
16 size, accurate timepieces, 
with 23 jewels. Priced at 
$71.50 and $90.00. These 
watches pass time inspection 
on all railroads. 


DENVER, COLO. *” 


RAILWAY EXCHANGE BLDG. 





CHICAGO 90, 


You'll find a complete selec- 
tion of handsome Waltham 
watches for men in your 1952 
“Treasureland’ Catalog. 
Truly real timepieces. Priced 
to retail from $29.75 to 
$125.00. 


Pp. O. BOX | 


DETROIT, MICH. 


MICHIGAN BLDG. 


ILL. 


This lovely lady’s Waltham 
timepiece has 19 jewels and 
retails at $49.75. Seethe 
complete Waltham line in our 
"Treasureland" Catalog. 


INVENTORIES UU. : DISTRIBUTION 


_ AT YOUR SERVICE = AMERICA’S LEADING WHOLESALER POINTS 


oe NASHVILLE, TENN. _ 


STAHLMAN BLDG. 
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DIAMOND DIGEST 


DIRECT MAIL PROFITS 


In the last DIAMOND DIGEST, we 

: pointed out that Arnstein Bros. & Co. 
has maintained its 66 years of leader-— 
ship in the diamond cutting and im-— 
porting field through the constant use 
of progressive merchandising ideas. 

We are always on the lookout for new 
selling methods. Those which prove to 
be successful, after analysis and 
testing, we pass on to our customers 
in the hope that they can profit by 
them. 

Direct—by-—mail promotion has proved 
to be lucrative in many fields. In- 
telligently applied to the sale of 
diamond rings, it can work wonders for 
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the retail jeweler's sales —— but only 
if organized by experienced special-— 
ists. 


After months of consultation with 
one of the country's leading direct 
mail houses, Arnstein Bros. & Co. has 
developed a sure-fire "package deal" 
for progressive jewelers interested in 
increasing their diamond volume. 

This package deal involves a popu-— 
larly-—priced collection of diamond 
rings, all of which bear price tags 
showing a generous mark-up. The sala— 
bility of these rings has been pre- 
tested by a leading national jeweler, 
and all of them have had amazingly 
successful consumer acceptance. 

These rings will be sold under the 
name of "Lady of Distinction" (Trade 
Mark applied for) and will be pre- 
sented in a handsome Arnstein-—designed 
box, specially created for this pro- 
motion. 

With full assurance that the mounted 
diamonds are priced on the same low 
basis as Arnsteins' loose diamonds, 
the progressive jeweler will not miss 
the opportunity to inspect and discuss 
this direct—by-—mail promotion with 
Arnstein representatives at the two 
: national conventions ahead. They are, 
of course, the N.A.C.J. Chicago Con- 
vention to be held at the Conrad 
Hilton Hotel from July 27th to 3lst, 
and the ANRJA Convention, to be held 
in New York at the Waldorf-Astoria 
Hotel for one week starting August 
llth. 

The jeweler who will be the first to 
handle the "Lady of Distinction" pro-— - 
motions for his city will be well re— 
warded sales-—wise. This may be his 
golden opportunity to increase his 
diamond business. 


WN inativ. Obun, bt, 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS' 


TOPICAL situation was drama- 

tized recently in a Baltimore 
jeweler’s display window. Aimed as 
a take-off on the potato shortage, the 
jeweler displayed gold and diamond 
jewelry surrounding a “precious” 
potato. 


© © 
LADYS HANNAFORD., the noted 


diamond lecturer, speaks regu- 
larly at colleges, jewelry conventions, 
and just about anywhere that a group 
interested in diamonds will gather. 

A few month ago Miss Hannaford 
was invited to appear on a morning 
radio show in a small midwestern 
town. It was a question-answer type 
of program, with the interviewer pos- 
ing pertinent questions on diamonds 
for the lady lecturer. A fairly large 
audience gathered in the studio and 
Miss Hannaford observed that the 
group was comprised primarily of 
housewives. 

The interviewer blithely tossed a 
bombshell in Miss Hannaford’s lap 
by opening the discussion with the 
question, “Is a diamond a good in- 
vestment ?”’ 

Her first reaction, no doubt. must 
have been a desire to strangle the 
interviewer. Such an involved ques- 
tion could not, of course. be answered 
fully in a matter of minutes or even 
hours. 

Quickly scanning the faces of her 
housewife audience, Miss Hannaford 
repeated the question, “Is a diamond 
a good investment?” And then her 
skill as a platform speaker came to 
her rescue and she found herself ask- 
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ing the interviewer the rhetorical 
question, “Let me ask you where else 
a young man can invest, say $200, 
and get a woman to cook for him, do 
his laundry, sew on his buttons, be a 
constant companion to him and raise 
a family for him? Where else, but 
in a diamond engagement or wedding 
ring?” 

Needless to say, the housewife audi- 
ence accorded Miss Hannaford an 
immediate outburst of enthusiastic 
applause. 


© 
SAN FRANCISCO jeweler, we 


are told, is offering three ear- 
rings for the price of a pair. This 
offer, no doubt, holds a lot of appeal 
for women, even those who don't 
have three ears. After all, women 
are constantly losing or misplacing 
an earring. 

The enterprising San Francisco 
jeweler is using the following slogan 
for his earring proposition: “A Pair 
and a Spare.” 


© © 
UDGING from our talks with 


jewelers and the many business 
experience letters that have come to 
our desk, we would say that one of 
the interesting aspects of selling 
jewelry is the wide variety of people 
you come into contact with. No other 
businessman, perhaps, has such inti- 
mate brushes with the facts of life. 
In his work of constantly meeting 
the public. he sees society people. 
working men and shabby tramps en- 
ter the store. Each makes his pur- 
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chase which is sometimes out of keep- 
ing with his attire. For example, the 
poorly dressed, rough speaking fel- 
low who surprisingly purchases a 
diamond ring for $500. And this is 
just one of the unusual facets of sell- 
ing that the jeweler will not likely 
forget. 

Recently, Lou Rose, manager of 
Rhodes Jewelers, Los Angeles, made 
a sale—one that he will definitely 
never forget. 

A customer, no different looking 
than the many who enter the Rhodes 
store, asked to look at diamond rings. 
To make a long story short, Rose tells 
how the customer eventually selected 
a stone which weighed 14 carats 19 
points, mounted in a platinum setting 
with two baguettes. The price? 
$21,500. 

But the most impressive thing to 
the jeweler is the fact that Rhodes 
Jewelers is an established credit firm 
and the customer plunked down 


$21.500 in cash. 


© © 


NE often hears of late that 

people are not as ethical in busi- 
ness as they used to be. The old-tim- 
ers just love to button-hole younger 
men and talk of the “good old days.” 
For the benefit of those chaps who 
voice this opinion, we suggest they 
look into the mail-order business of 
a few decades ago. 

For instance, there was a small 
mail-order dealer who used to word 
his “guarantee” as follows: “Money 
returned if not satisfactory.” 

Imagine the surprise of a customer 
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te ESTABLISHED 1833 


RECORD OF ACHIEVEMENT 


Te boule ASTOMATIC 
Se Coultte FUTUREMATIC 
Te Ceultee WRIST ALARM | 
Ne Pelbe cr enor: MOONPHASE 
Le oulbe BACK-WIND WATCH 
Yo boulbo, The SMALLEST WATCH. Io The Wit 
SC Coulbe The THINNEST WATCH In She World — 
Le Coullte, The MOST COMPLICATED WATCH Wy. The World 


ATMOS, THE PERPETUAL MOTION CLOCK 


The Jeweler’s Most Exceptional Franchise 
Acquires Greater Value Every Day 


ONLY LE COULTRE offers the jeweler this ex- complete without LeCoultre, the Most Excep- 
ceptional Record of Achievement, backed by an tional Timepieces In All The World. 


unsurpassed reputation for outstanding skills in 


Fall and Winter, 1952 will add to the value of 


time-engineering since 1833. 
the Jeweler’s LeCoultre Franchise. LeCoultre’s 


No other watch and clock line in all the world advertising program has been expanded — more 
duplicates LeCoultre’s exceptional types and dynamic pages in LIFE, plus equally powerful ad- 
styles. No jeweler’s offering of watches can be vertising in other important national magazines. 


SOLD ONLY BY 
AUTHORIZED JEWELER AGENCIES 


VACHERON & CONSTANTIN -LE COULTRE WATCHES, INC. 
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who, upon applying for the return of 
his money, received the following 
olite note: “We are extremely sorry 
not to be able to comply with your 
request of recent date. Your money 
has proved quite satisfactory, there- 
fore we respectfully decline to re- 


turn it!” 
© © 
HIS is America: A Roman Cath- 


olic society in Cleveland, Ohio, 
recently made an appeal for “ros- 
aries-for-chaplains.” The greatest con- 
tributor was Charles Ascherman, a 
Jewish wholesale jeweler. Ascherman 
personally collected money from 
friends and acquaintances to pur- 
chase more than 2500 new rosaries. 


> © 


AS part of his recent shaver pro- 
motion, John Berry, Peabody, 


Mass., jeweler, offered a free shave to 
all store visitors. 

First time, we suspect, that a cus- 
tomer ever walked into a_ jewelrv 
store with a beard and came out clean 


shaven. 
© © 
OUNTERFEITERS are 


seeking new ways of duping the 
public. Recently we heard about a 
West Coast merchant who was taken 








always. 


by a highly clever operator. The 
merchant involved was a furrier but 
it could have happened to any busi- 
nessman. 

A well-dressed woman visited the 
furrier and after carefully examining 
his merchandise she selected a fur 
jacket priced at $465, federal tax in- 
cluded. Opening her purse, she 
flashed a few 10’s and 20’s—and one 
$1,000 bill. She offered the latter as 
payment, making one stipulation: “I 
want one $500 bill as part of my 
change.” 

The merchant became suspicious 
about the “quality” of the bill. While 
he stalled the woman, his clerk rushed 
to the nearest bank. However, the 
woman became uneasy and demanded 
to know why she was being delayed. 
Flushed with anger, she launched 
into a hot display of anger and 
threatened to sue the merchant for 
false detention, etc. 


In the midst of her righteous out- ~ 


burst, the clerk returned with two 
$500 bills, and’ the bank’s assurance 
that the $1,000 note was legitimate. 

The customer took the two $500 
bills, dropped them into her. pocket- 
book and headed for the door. The 


furrier extended his sincerest apol- 


ogies and after some pleading the_ 


woman finally consented to make the 
purchase. She gave the merchant a 
$500 bill, accepted her change, and 
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“Frankly, honey, you don't need a charm bracelet!" 


_ left the store without further ado. 


When the furrier deposited his 
money at the bank the following day 
he learned that she had pulled a 
“switch.” The $500 bill she had given 
him was not one of the two from the 


bank. 
© © 


J) URING Queen Juliana’s recent 
visit to the United States she 


stopped at a hotel in Detroit. When 
asked if she wished to have her jewels 
kept in the lobby safe during her 
stay, the Queen, in true feminine 
spirit, said she would prefer having 
them with her in her suite. 

Rising to the occasion, the hotel 
manager had a new burglar-proof 
safe installed in the Queen’s suite, 
along with two crack detectives to see 
that the burglar-proof safe remained 
burglar-proof. aa 


© © 
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Born in Nymagen, Netherlands, 
where her parents ‘operate a 
large jewelry store, Clemence Isabell 


- Jeanne Van Baal never could manage 


a personal intreduction to Queen 


Juliana. Two years ago she came to 


the U. S. to work for Wright,Kay & 
Co., Detroit jewelers, and as time 
went on thoughts of ever meeting the 
Queen vanished. ° 

Recently her ambition was realized 
—but-in the United States. Through 
the efforts of her employers, Clemence 
met the Queen at the reception pre- 
ceding the State dinner at the Shera- 
ton-Cadillac Hotel in Detroit. To Bill 
Cornell, of the jewelry firm, Clemence 
said, “Meeting the Queen was the 
greatest thrill of my life. Only in this 
country could such a wonderful thing 
happen to me!” 


© © 
CRAPBOOKS of editcrial mate- 


rial from JC-K are maintained by 
many jewelers. 

One subscriber dropped us a note 
recently and asked if it were mechani- 
cally practical for us to place ads on 
the back of editorial pages. The man 
explained that he made a scrapbook 
of most of the stories, and back-up 
pages caused him trouble. 

Well, it is mechanically possible 
to do this, but the make-up of the 
book is such that our production de- 
partment has failed to see both sides 
of the problem. 
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EASTERN 


NEW HAVEN, CONN. 
J. A. Silver Co. 


WILMINGTON, DEL. 
B. Kleitz & Bro. Co. 


WASHINGTON, D. C. 
Blustein Co., Inc. 


MIAMI, FLA. 
L. Luria & Son, Inc. 


TAMPA, FLA. 
Lynagh-Ewbank 
ATLANTA, GA. 
Ewing Bros. 
L. Luria & Son, Inc. 
A. Cohen & Sons Corp. 


BALTIMORE, MD. 
J. Engel & Co., Inc. 
i Max Kohner 
i] \ U. Ss. Jewelry Co. 
BOSTON, MASS, 
I. Alberts’ Sons, Inc. 
Thomas Long Co., Inc. 
K. A. Murphy Co. 
D. C. Percival & Co., Inc. 
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CENTRAL 


CHICAGO, ILL. 
Benj. Allen & Co. 
The Ball Co. 
A. C. Becken Ce. 
Boas Ltd. 
Emil Braude & Sons, Inc, 
Bob Scheffres & Co., Inc. 
N. Shure Co., Inc. 
Stein & Ellbogen Co., Inc. 
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DETROIT, MICH. 
A. C. Becken Co. 
Gorenflo Co. 
E. H. Pudrith Co. 
Stein & Ellbogen Co., Inc. 


NEWARK, N. J. 

New Jersey Jewelry Supply 
ALBANY, N. Y. 

M. Levitz & Co. 


BUFFALO, N. Y. 
Ira Levitz, Inc. 
Lipsett & Hill, Inc. 
Petersen Max & Co. 


NEW YORK, N. Y. 
Admiration Products Co. 
A. Cohen & Sons Corp. 

J. W. Johnson, Inc. 
Lieberman Bros. 

L. Luria & Son, Inc. 

H. M. Manheim & Co., Inc. 
Richard Polumbaum Co. 


INDIANAPOLIS, IND. 
Baldwin-Miller Co. 

DES MOINES, IOWA 
M. A. Lumbard 

NEW ORLEANS, LA. 
Hiller Jewelry Co. 
Leonard Krower & Son 

OKLAHOMA CITY, OKLA. 
Oklahoma Ross-Beck Co. 

MINNEAPOLIS, MINN. 


The Ball Co. 
S. H. Clausin & Co. 


Alex Sabin & Sons, Inc. 
J. J. Schmukler & Son, Inc. 
Nat Zuckerman & Co., Inc. 


ROCHESTER_N. Y. 
Lester Jewelry Co. 


SYRACUSE, N. Y. 
I. Alberts’ Sons, Inc. 
Geo. Phillips Co., Inc. 
CHARLOTTE, N. C. 
The Ball Co. 
Non-Retailing Co. 
CINCINNATI, OHIO 
Gerwe-Brown Co. 
Wallenstein-Mayer Co. 
CLEVELAND, OHIO 
H. W. Burdick Co. 
A. H. Ficken Co. 





KANSAS CITY, MO. 
Edwards & Co. 
Franklin Bros. 


ST. LOUIS, MO. 
Eisenstadt Mfg. Co. 
Wm. P. Mahne Silver Co. 
Maschmeyer Richards Silver Co. 
NASHVILLE, TENN. 
A. C. Becken Co. 
C. B. Peterson Co. 
DALLAS, TEXAS 
Gerwe-Brown Co. 
Lyles-Van-DeGrazier Co. 
HOUSTON, TEXAS 
Taylor & Co. 


COLUMBUS, OHIO 
H. W. Burdick Co. 
TOLEDO, OHIO 
Heyne & Groves, Inc. 
HARRISBURG, PENNA. 
Claude R. Robins Co. 
LANCASTER, PENNA. 
Non-Retailing Co. 


PHILADELPHIA, PENNA. 
Aisenstein & Gordon, Inc. 
H. O. Hurlburt & Sons 
M. Sickles & Sons, Inc. 
A. Jos. Baltin & Co., Inc. 





SAN ANTONIO, TEXAS 
B. M. Hammond Co. 


MILWAUKEE, WISC. 
A. C. Kuesel & Co. 
H. P. Johnson Co. 


MOUNTAIN 


PHOENIX, ARIZ. 
E. W. Reynolds Co. 


DENVER, COLO. 
A. C. Becken Co. 
J. P. Byrne & Sons 
Morris Krulak & Co. 
Albert F. Long Co. 
Western Supply Co. 
LINCOLN, NEBR. 
Hallett Bros. 


OMAHA, NEBR. 
J. P. Byrne & Sons 
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PITTSBURGH, PENNA, 


Biggard & Co,, 
Grafner Bros, on 


Samuel Weinhaus Co., Ine 
SCRANTON, PENNA. 
Geo. Phillips Co., Inc, 
PROVIDENCE, R. 1. 
Albert Walker Co. 
RICHMOND, VA, 
Geo. Phillips Co, 
M. Sickles & Sons, 





















Inc, 
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SALT LAKE CITY, UTAH 
S. H. Clausin & Co. 
Decker Jewelry Co. 
Western Supply Ce. 


PACIFIC 


LOS ANGELES, CALIF. 
The Ball Co. of Calif. 
The Corwin Co. 

The Hall Co. 
E. W. Reynolds Co. 

SAN FRANCISCO, CALIF. 
Morgan & Allen Co. 
E. W. Reynolds Co. 

HONOLULU, HAWAII 
E. W. Reynolds Co. 

PORTLAND, ORE. 
Butterfield Bros. 
Mayer Bros. 

SEATTLE, WASH. 
Butterfield Bros. 
Simon Golub & Sons 
Mayer Bros. 

SPOKANE, WASH. 

S. H. Clausin & Co. 
Simon Golub & Sons 
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VTOME JEWELRY Eh 


CONRAD HILTON HOTEL—-CHICAGO 
2UCGY 29631 


New lines of merchandise will be displayed here. 
Of equal importance will be the revelation of manufacturers’ plans 
for dealer tie-in promotions as well as sales ideas to help the jeweler 
boost traffie and sales. The jewelers attending will get this informa- 
tion first hand. 

William Wagner. Executive Secretary of the NACJ, which holds 
its convention concurrent with the Jewelry Fair, emphasizes that 
the conditions now prevailing in retail selling make it necessary 
that the jeweler have the latest in merchandising, promotion and 
fashion information as well as the latest in new merchandise. 

“Unless the persounel of a jewelry store is up on its toes,” he 
said, “Seven the best stocks will not move fast enough. The retailers 
who take advantage of the opportunity offered them here to take 
home up-to-the-minute merchandising and promotion material, 
as well as new merchandise, will find business is there waiting 
for them.” 

Vore than 200 firms will be exhibiting at the Conrad Hilton 
hotel this year, a 20 per cent increase over the number of exhibitors 
last vear. These represent all principal jewelry markets as well as 


anumber of advertising and sales promotion firms. 
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ExH Booth—Exhibition Hall (Lower Level 
Lobby) 

GBR Booth—Grand Ballroom Booth Area 
(2nd floor) 

Room—Display Room on 5th or 6th Floor 

Participation Suite—Suites above 6th Floor 

P.D.R.—Private Dining Room (3rd Floor) 

Ballroom—Various rooms, 3rd Floor 


& 


Adams, William, Inc....GBR Booth 308 
Aisenstein, Louis, Bros., Inc. 
ExH Booths 119-120 
Allan Company, The....ExH Booth 151 
Altheimer & Baer, Inc. 
GBR Booths 260-261-262 
Alva Pearls, Inc........ ExH Booth 138 
American Plastics Co.....ExH Booth 26 
A.S.R. Corp. (Ascot Lighter Div.) 
ExH Booths 68-85 
Arnstein Bros. & Co..Participation Suite 
Ascherman, Chas., & Co., Inc. 


Room 539A 
Astra Originals....GBR Booths 301-302 
Axel Brothers ............ P.D.R. No. 2 

B 

B & O Chain Co........ ExH Booth 101 
Babroff, Emanuel ...... ExH Booth 74 
Baldwin-Miller Co. ...... ExH Booth 73 
Bardach Bros., Inc. .......... Room 501 
Bates, C. J.. & Son...... GBR Booth 227 


Bell Lamp Mfg. Corp....ExH Booth 36 
Benrus Watch Co., Inc. ..... Suite 1005A 
Berman Watch Co., Inc. ...... Room 513 
Bieler-Levine Co. 
GBR Booths 272-273-274 
Blancard & Co., Inc...Participation Suite 
Block, Sidney A., & Sons, Inc. 
ExH Booth 148 
Bloom, Roy M., Inc. ....ExH Booth 35 
rrr GBR Booth 270 
Boyle Leather Goods Co., Inc. 
ExH Booths 145-146 
Brown & Gravenson, Inc. 
GBR Booths 277-278 
Bruner-Ritter, Inc. ..... ExH Booth 128 
Buckingshire, Ltd. ...... ExH Booth 78 
Buffalo Jewelry Case Co..ExH Booth 98 
Bulova Watch Co. 
Royal Skyway Suite (23rd Floor) 


Cc 


Capehart-Farnsworth Corp. 
ExH Booth 118 
Caplen Jewelry Display..ExH Booth 41 
Carol Mfg. Co., Inc. ..... ExH Booth 79 
Casco Products Corp..ExH Booths 51-52 
Certina Watch Co. 
ExH Booths 65-67-86-87 
Rooms 505-507 
China Overseas ...GBR Booths 244-245 
Cohen, A., & Sons Corp..ExH Booth 95, 
North Ballroom (3rd fi.) 


ners Room 658 
Columbia Diamond Rings. .P.D.R. No. 1 
Cory Corporation ...... ExH Booths 7-8 


‘Cranley Silver Mfg. Co..ExH Booth 117 


Cuckoo Clock Mfg. Co., Inc. 
GBR Booth 253 
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EXHIBITORS 


Davids, Lothar ......... GBR Booth 311 
Davidson & Sons Jewelry Co. 
ExH Booths 75-76 


Denberg, J. J. ........... ExH Booth 22 
Deltah Pearls......... ExH Booths 38-39 
Dennison Mfg. Co. ..... ExH Booths 5-6 
Dershowitz, L., & Co. ..ExH Booth 122 
Doppelt, Sid, Co. ........ ExH Booth 14 


Dormeyer Corp. ...GBR Booths 263-264 
Doxa-Delaware Watches...ExH Booth 9 


Dubarry Rings.......... ExH Booth 149 

OS ExH Booth 143 

D’Vers Creations....... GBR Booth 246 
E 

Eagle Watch Co., Inc. ........ Room 611 


Eastern Metal Products Co. 
GBR Booth 284 


Elgin National Watch Co. 
Participation Suites 2320-2325 


F 

Fairbanks Ward Industries, Inc. 
GBR Booth 255 
Fantasy of Jewels........ ExH Booth 121 


Farber, S. W., Inc. 
ExH Booths 46-47-58-59 


Feature Ring Co., Inc.. Participation Suite 


Fiddelman, J., & Son, Inc. 
Participation Suite 


Fidelity Diamond Ring Co.....Room 509 


Firman Leather Goods Corp. 
GBR Booth 232 


Fisher, A. Edward, & Co., Inc. 
Participation Suite 
Flex-Let Corporation 
ExH Booth 116, Rooms 512A-513A 
Franklin Kent Creations.GBR Booth 236 


Freed, Edwin, Advertising 
ExH Booth 144 


Freedman, Marvin J., Inc. ExH Booth 149 
PD kA cedwiekndowns ExH Booth 143 


pn 8 EON] ® Seeeererrrrirr yy Room 513 
Goodman and Company...ExH Booth 24 


Gotham Watch Co. 
ExH Booths 92-93-104-105 


Greller, Sam J., Inc....... ExH Booth 50 


Gruen Watch Co., The 
Skyway Suites 2305A-2306A 


Hamilton Ross Industries Co. 
GBR Booths 233-234 


Harman Watch Co., Inc... ExH Booth 129 


Helbros Watch Co., Inc. 
ExH Booths 81-82 


Heller, L., & Son, Inc..ExH Booths 38-39 
Herscovitz, Sam, Co., Inc. ExH Booth 114 


ee. M, GAB. xno coc cenct ExH Booth 21 

Holiywood Jewelry ........-. Room 533 

Howard Ring Co. ....... GBR Booth 312 
i 


Imperial Pearl Syndicate, Inc. 

ExH Booths 90-107 
Ingraham, E., Co., The 
ExH Booths 96-97 









Iskin Mfg. Co., Inc....... ExH Booth 18 


Jacques Kreisler Mfg. Corp. 
ExH Booths 110-111, Rooms 505A-507A 
Jewelers Acceptance Corp. 
Participation Suite 2300-23024 
Jewelers’ Circular-Keystone, The 


ExH Booth 64 

Jewels by Bogoff.......... ExH Booth 19 
K 

Kagan, J. J., & Co....... GBR Booth 305 


Kahn, L. & M., Co... . Participation Suite 
Karpeles, Maurice J., Inc..ExH Booth % 
Katz, Frank M., Inc. ....GBR Booth 236 
Leo Kaul Importing Agency, Inc. - 
Room 655 
Ken Matsumoto & Co....GBR Booth 3% 
Keystone Silver, Inc. GBR Booths 230.23] 
Kliampart, Irving, Co......... Room 509A 
Kocher, Walter & Co.....ExH Booth 156 
Korn, William & Co. 
ExH Booths 1 & 2, 3, 4, 160, 161 
Kramer Jewelry Creations, Inc. 
ExH Booth 154, Rooms 502-504 
Kromaster Electrical Products 7 
ExH Booths 123-124 
Kushner & Pines, Inc......... Room 504A | 


L 


L.M.D. Jewelry Mfg. Corp. 
GBR Booth 24 
Lampl, Walter, Inc....... ExH Booth 142 
Landau, Max, & Co., Inc.....Room 560A 
Lasko Metal Prod., Inc...GBR Booth 292 
Lehman Bros. Silverware Corp. 
ExH Booths 123-124 
Beemer & Lermer.........esses Room 607 
Life Magazine........... ExH Booth 147 
Lifton, Haro!d Co., Inc. 
GBR Booths 242-243 
Lloyds Rings........... GBR Booth 307 
Lohengrin Ring Co., Inc. 
Participation Suite 
Longines-Wittnauer Watch Co., Inc. 
Participation Suite 1005 
Lovebright Diamond Co., Inc. 
Participation Suite 
Luckoff, Wayburn & Frankel, Inc. 
GBR Booths 241-254 
Luria, L., & Son, Inc. 
3rd fl. South Ballroom 


Manhattan Novelty Corp..ExH Booth 77 
Manheimer Watch Co. ...ExH Booth 9 
Marathon Co. ............... Room 614 
Marhill Co., Inc. ....... ExH Booth 137 
Mautner Co., Inc...ExH Booths 15-16-17 
Maximillian Luggage. ...GBR Booth 232 
Meeker Co., Inc. ..... ExH Booths 12-13 
Mele Mfg. Co., Inc. ....GBR Booth 276 
Metro Associated Services, Inc. 

GBR Booth 224 
Milber Watches.............. Room 513 
Miracle Diamond Rings.Rooms 500-501A 
Monarch Watch Co., Inc.. ExH Booth 139 


(Please turn to page 193) 
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(hicago, July 27-31 


PROGRAM 
Sunday, July 27, 1952 


9:00 p. m.—Opening of Convention 
President Irving J. Wolfgang. 


9:10 p. m.—F air Trade and Its Future 


Fred. B. Dreifus, Dreifus Jewelry Co., Memphis, 
Tenn. 
Questions and Answers. Audience Participation. 


Monday, July 28, 1952 


10:00 a. m.—Call to Order 
President Irving J. Wolfgang. 


10:05 a. m.—Month-to-Month Outlook for the 
Jewerly Trade 


F. Beaman Todd, F. B. Todd & Co., New York. 
Questions and Answers. 


10:30 a. m.—The Illusive Synthetics 
Dr. Frederick H. Pough. 


11:00 a. m.—“Let’s End the Markup Squeeze” 


Jay B. Rudolph, Rudolph Bros., Inc., Syracuse, 
N. Y. 


Questions and Answers. Audience Participation. 


11:45 a. m.—Adjournment. 


Tuesday, July 29, 1952 


10:00 a. m.—“*Professor I. Q.” Session on 
Credits and Collections 


Jay C. Lighterman, Tappin’s, Inc., New York, as 
“Professor I. Q.” 

Panel Members and Assistants: Herman Wasser- 
man, The Watch Shop, Inc., Louisville, Ky.; 
Louis H. Manning, Cole & Erwin, Inc., Detroit, 
Mich.; George A. Bohnow, Olsen & Ebann 
Jiry. Co., Chicago, Ill.; Irving N. Chayken, 
Armstrong’s, Hammond, Ind.; Morton Davis, 
Daniel’s, Lansing, Mich. 

Questions and Answers. Audience Participation. 


11:00 a. m.—Inquiring Retailers Make 
Inquiries 

Moderator: Geo. Appel, Barr Bros. Jlrs., Inc., 
Chicago, III. 

Panel representatives of manufacturing, wholesal- 
ing, importing: W. Waters Schwab, J. R. Wood 
& Sons, Inc.. New York; Benjamin Arnstein, 
Arnstein Bros. & Co., New York; Hyman J. 
Cohen, A. Cohen & Sons Corp., New York; 
Wm. B. Ogush, Gruen Watch Co., Inc., Cincin- 
nati, Ohio; W. D. Evans, Elgin National Watch 
Co., Elgin, III. 

Panel representatives of retailing: H. A. Goldberg, 
Cooper’s, Inc., Portsmouth, Va.; Irving Gerson, 
Gerson’s, Inc., Detroit, Mich.; Stanley Gold- 
berg, Steinberg’s Jlry. Store, LaPorte, Ind.; 
Norman Kernis, Norman Jlrs., Inc., Chicago, 
Ili.; Ira Marks, Marks Bros. JlIrs., Inc., Chicago, 
Ill. 

Questions and Answers. Audience Participation. 


12:30 p. m.— Adjournment. 
8:45 p. m.—Window Displays that Sell 


Harry R. Holmes, display manager for Square 
Deal Miller, Detroit, Mich. 
Questions and Answers. 


IRVING J. WOLFGANG 





DR. FRED POUGH 


W. WATERS SCHWAB 








WILLIAM B. OGUSH 









































eS 


FRED B. DREIFUS F. BEAMAN TODD 


Ot ae 


JAY B. RUDOLPH JAY C. LIGHTERMAN 


























BEN ARNSTEIN HYMAN J. COHEN | 





WILLIS D. EVANS H. A. GOLDBERG 























THE 


... to help you do a better business —at a better profit. 
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. | AWARD FOR 


EDITORIAL ACHIEVEMENT 


TO JEWELERS’ CIRCULAR-KEYSTONE 


The announcement of winners in INDUSTRIAL 
MARKETING’s annual contest brings the news that 
JEWELERS’ CIRCULAR-KEYSTONE has again 
been honored for outstanding editorial performance. 


This year, we take pride in reporting that JC-K 

has won the highest award. . . among all 
merchandising, trade and export papers. . . for the 
‘best research”. This distinction was in special 
recognition of the importance of JC-K’s decennial 
survey of silverware buying habits and 

trends: MRS. AMERICA’S SILVERWARE — 1950. 


Our first study of the silver market, made in 1940, 
has been the merchandising guidepost of jewelers and 
the silverware industry for ten years. The new study, 
reported and interpreted in sales terms in four issues 
of JC-K in 1951, is already in wide use throughout 
the jewelry trade, as a sound basis for profitable 
business operation and creative selling. 

To INDUSTRIAL MARKETING we say: thank 
you for this recognition. And to our readers: our 
editorial service will continue at the same high level 
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| Store Modernization 
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JC-K is always setting bigger sales goals for the jeweler. In the first six 1952 issues, 
we have pointed to new sales potentials in six impertant fields . . . suggested fresh 
selling techniques . . . new merchandising approaches. We have shown how to make 
fashion, sentiment and sound promotion sell more—at a better profit. 


One at a time, these six issues of JC-K have explored six different aspects of the 
retail jeweler’s many-sided business, cramming as much as forty pages in one of the 
issues with what-to-do-and-how-to-do-it data, on: advertising and promotion; store mod- 
ernization; rings and colored stones; diamonds; silver; china and glass. 


Six big ideas. Do they work? Of course they do! As proof we are presenting the 
following pages as further evidence. These articles show, in sales dollars and cents, 
what happens to traffic and to profits when ideas are turned into action. This is part 
of JC-K’s continuing, never-ending editorial effort of publishing for the retail jeweler, 
material which makes him a better merchant across the board. No single line, no 
single idea can produce a successful jewelry store operation. That is why JC-K devotes 
sufficient space. issue after issue, to all lines and all phases of the retail jewelry store. 


Each of the following features carries an index of articles on the same 
subject published in JC-K during the past 12 issues. This “library” of informa- 
tion will provide additional facts and ideas to bolster your own plans for aggres- 
sive merchandising in the months ahead. 
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The ABCs of Diamond Selling 
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Six BIG IDEAS... 


. . . and proof that they work 
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RETAIL 


K OR 1951, as well as for the previous year, 


the survey showed that diamonds represented about 
25 per cent of the total sales of the typical jewelry store. 

This figure has recently had an interesting official con- 
firmation. The Bureau of the Census of the United States 
Department of Commerce made a study of the jewelry 
trade on the basis of the 1948 figures. A total of 16,664 
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DIAMOND 
MERCHANDISING 





Reference index to previous 
JCK articles on diamonds. 


ABC’s of Diamond Selling. May 
1952:84-120 

Gem Education. April 1952:120 

Famous Diamonds. March 1952:161 

Educational Diamond Pregram. Feb. 
1952:98 

Unconventional 
Jan. 1952:147 

Institutional Ads. Dec. 1951:105 

Emphasis on Diamond Quality. Nov. 
1951:114 

A Short Course in Gemology. Oct. 
1951:138 

The Diamond Industry in 1950. 
Sept. 1951:114 

Special Services Build Sales. Aug. 
1951:138 

Diamends at Retail. July 1951:90 

Scientific Slant Dramatizes Sales. 
June 1951:84 


Diamond Shapes. 



















Early in each of the past four years, a survey has been made of 
the previous year's retail diamond business. For sake of the most effec. 
tive comparisons, the same stores have been included every year so 
far as possible. This year, the professional survey organization which 
makes the study for N. W. Ayer & Son, Inc., interviewed 104 retaij 
jewelers in 60 cities representing all sections of the country. Of these 
jewelers, 47 have participated all four years, 66 for the past three 
years, and 85 both last year and this. 

All classes of stores were covered. Those classed as “cash" jewelers 
made up 68 per cent of the total, "credit" jewelers 22 per cent and 
department stores 10 per cent. 

The survey describes statistically the basic place that diamonds 
occupy in the jewelry trade and also points out some significant trends. 
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stores reported that they handled diamonds and precious 
stones and that this merchandise accounted for 23.9 per 
cent of their total business—a dollar volume of $1,086.- 
929,000 in that year. If import figures can be taken as a 
guide to the portion of “diamonds and precious stones” 
which represents diamonds alone, then 23 per cent of all 
1948 retail jewelry business in the country was diamonds. 

Both in 1950 and in 1951, the diamond engagement 
ring produced as much revenue for the typical retail 
jeweler as all other diamond sales combined. 


THE UNCHANGING TRADITION 


The characteristic engagement ring diamond has not 
changed during the four years of the survey. Four out 
of five weigh 55 points or less. 

The most popular price, however, showed a change 
this year. The median price excluding the Federal 20 
per cent excise tax was $187, as against $167 for the 
two preceding years. That means that the average youth 
getting married paid out about $225 for a diamond en- 
gagement ring in 1951. 

Seven jewelers out of eight believe that the tradition 

(Please turn to page 113) 
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Prices (Tax Not Included) 


$62 or less. sist 

$63 to $87... iin 
$88 to $li2... de. 
$113 to $137... ssid 

$138 to $162... sin 
$163 to $187... sds aaa 
$188 to $237... ssisi‘(‘(‘(‘(‘(‘(‘(‘(‘(i‘(‘(s 
$238 to $287. 


$288 to $387... «dd«di«d«ididadad cee. 
$388 and more................... 

Total ............0.00 0000020. 
Average (median) price............ 


Popular Sizes for Diamond Engagement Rings in 1951 


Sizes of Stones 


15 Points or Less... ............... 
\6to 35 Points.................... 
36 to 55 Points.................. 
56to 75 Points.................... 
76 to 125 Points.................. 
126 Points and More............... 
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at 


Per Cent of Jewelers Reporting 
Most Popular Price 


1951 

1% 

3 
11 

9 
13 
14 





Average Per Cent of Sales 


1951 
12% 
37 
31 
13 








1950 
0% 
6 
7 
20 
12 
11 
24 
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100% 


$167 


1950 
13% 
43 
25 
12 

6 

1 
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MODERNIZATION 











The Bride's Circle is located 
at the rear of the store and, 
in an easy-to-view array, pre- 
sents the bride-to-be with a 
complete selection of silver- 
ware, china and glass to fill 
the most discriminating needs. 






























Reference index to previous JCK 
articles on modernization. 


Full-Scale Modernization. April 
1952:178 
‘Leave it to the Girls.’ March 


1952:124 

Store Modernization. Feb. 1952: 
83-96 

To Bring Your Store Up-to-Date. 
Jan. 1952:132 

Tailored to Quality. Dec. 1951:72 

Designed for Its Locaticn. Nov. 
1951:166 

Imagination into 
1951:122 

Window Design for Display Versa- 
tility. Sept. 1951:124 

Waste Space Goes to Work. Aug. 
1951:216 

The Shopping Center; July 1951: 
Q 


Suburban Store. June 1951:76 


Reality. Oct. 
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Store Design 


Ay AURA OF WARMTH AND FRIENDLINESS cay 
be created for the jewelry store by modern architectural 
design, despite the austerity of today’s functionalized 
furniture and fixtures. That’s the opinion of William ¥. 
Snyder, owner of Snyder Jewelers, in Memphis, Tenn., 
which recently moved into what is undoubtedly one of 
the country’s most modern stores. His experience might 
give an answer to those jewelers who are hesitant about 
remodeling, afraid that they will lose their established 
identity with their customers if they modernize. 

“I wanted to get away from that cold appearance that 
prevails in many modern stores,” Mr. Snyder said. “] 
felt certain it could be accomplished through thoughtful 
interior design aided by functional lighting. A great 
deal of beauty can be added by proper lighting—a value 
many jewelers have neglected.” 

Located in downtown Memphis, Snyder Jewelers’ new 
store has created not only a refreshing amount of new 
business but a great deal of casual inquisitiveness on the 
part of Memphians who have “heard” about the new 
Snyder’s. Once they have come in for a lingering in- 
spection, it is not unusual to find these visitors added to 
the list of new customers the store has secured since 
opening day. 

Snyder, who is a brother of John W. Snyder, Secre- 
tary of the Treasury, is not new to the Memphis jewelry 
business. 

Prior to 1937 he was President of A. Graves & Steuwer, 

































Coordinates Table Top’ Selling 








Tablewares are displayed under modern lighting the full length of the store. 


09-year-old Memphis jewelry company. In that year he 
resigned from A. Graves & Steuwer and opened his own 
store at 139 Madison Avenue in downtown Memphis. 

“It was only 14 ft. by 33 ft. in size and Mrs. Snyder, 
one girl and myself were the sole personnel,” Mr. Snyder 
said. “But it was a start and we were on our way.” 

It was to be almost 14 years before the modern Snyder’s 
was to come into being but they were years in which 
Mr. Snyder put much time and gained valuable experi- 
ence in what he thought the modern jewelry store should 
look like. 

Working with William C. Mann, Memphis architect, a 
complete scale model of the proposed store was built. 
The original model—complete with showcases, lighting 
fixtures and chairs—was modified here and there where 
study made it evident that such changes would result in 
all-around improvement. 

The scale model, as presented by Architect Mann, in- 


(Please turn to page 146) 


PoR JULY, 1952 


MERCHANDISING 


ae 


CHINA ano GLASS 





Reference index to previous JCK 
articles on china and glass. 


Today’s High School Student. May 
952:156 

China and Glassware. April 1952: 
186 


Unusual Bridal Service. March 
1952:168 
Consistent Promotions. [Ieb. 1952: 


148 
Coordinated Selling. Jan. 1952: 


61 

Giftwares Are Good Business. Dec. 
1951:62 

Card System Simplifies Bridal Reg- 
ister. Nov. 1951:109 

‘Bride of the Week.’ Oct. 1951: 
178 

Gift Registry Service. Sept. 1951: 
158 


Basement Gift Shops. Aug. 1951: 
238 


Personal Card List Facilitates Gift 
Orders, July 1951:150 
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| Look at Merchandising 


In a recent talk, W. D. Evans, general sales manager of Elgin National Watch Co., emphasized 


that jewelers must overhaul their merchandising tactics if they are to survive this era of change 


from “‘traditional practices.”” Keys to more sales, says Evans, can be found in: Better Sales 


Training ... New Shopping Hours... . In-the-Home-Selling ... Building Customer Confidence 


.. + Selling the Intangibles. 


O.: of the reasons business is in such a 
chaotic condition today is because many businessmen— 
not being scientists—haven’t realized that you can’t suc- 
cessfully violate the economic laws any more than you 
can successfully violate the laws of science. The law 
of supply and demand is still in effect, just like the law 
of gravity or the law of elasticity. 

Surprisingly, however, some of the economic laws 
apparently haven’t been written yet. As a recent issue of 
Fortune magazine pointed out, the business of selling has 
no real underpinnings in economic theory. “Few econ- 
omists,’ says Fortune, “grant that selling, as distinct 
from distribution is an important economic function; they 
ignore it, treat it as a peculiar aberration, or dismiss it 
as ‘waste.’ For instance, there is no satisfactory answer 
in economics to the question .. . ‘Why do People Buy?’ ” 

Why do people buy? The answer is very simple: 
People buy because they are sold. 

Yes, | concede that people also buy because they have 
to buy—and I speak here of the “essentials” like food 
and clothing and shelter. But let’s not forget that by far 
the major portion of American buying power is available 
for non-essentia! buying. 

People buy because they are sold, and the very exis- 
tence of a free America may depend shortly upon what 
kind of a sales job is done. 

The basic interpretation of the law of supply and 
demand is that when a commodity is in good supply its 
price drops; when it becomes scarce, the price goes up. 
But under present-day selling conditions, in which supply 
is not too worrisome a factor, I would like to suggest a 
second interpretation, namely: The more people you have 
selling a product, the tougher it becomes for the retailer 
who is not a merchant with energy and imagination. 

The reason this law applies to the jewelry field is that 
competition in our industry today is greater than it has 
ever been before and I am not so sure that it won’t be 
greater still in the future. 

You have competition from other jewelers. 

You have competition from other lines of business. 
each trying to get its share of the consumer’s dollar. 

Another field of competition has developed—the door- 
to-door salesman and the “Club Plan” operator. 
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And, finally, you have competition from other retail 
outlets selling jewelry—particularly the cut-price store. 

As in all such cases, however, the solution does not 
rest in complaining. We can hope that Congress, spurred 
by the demands of individual businessmen like your- 
selves, may eventually straighten out the fair trade 
problem. But as American businessmen we have got to 
start realizing that our only real and permanent protection 
comes from the things we do for ourselves. 

If the man down the street is selling merchandise at 
cut prices, and if neither you nor the manufacturer is 
able to do anything to stop him, then it’s time to sit 
down with yourself and do some serious thinking: 

You have a business. That business is your bread and 
butter and you've got to protect it. But how? You have 
no price protection. Your volume has been suffering. 
Your operating expenses have been going up—they’re 
already up 2 to 5 per cent over last year. You are being 
caught in a tight squeeze, and it doesn’t feel good. But 
let’s step back and look at this problem again. Let’s 
forget for the moment these matters like fair trade, oper- 
ating expenses and high taxes. Instead, let’s look at the 
philosophy of merchandising. Maybe you can find an 
answer there. 


(Please turn to page 120) 
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Planning your silverware merchandising on the 
basis of surface indications can be misleading, The 
analytical reasoning in this article based on ag re. 
cent talk by Craig D. Munson, Vice-President of 
International Silver Co., provides some informa. 
tion which could prove helpful to you in hette; 


understanding your flatware market. 


L, SEEMS to me that it is a fundamental of 
retailing that to be successful, a retailer must stock and 
sell those products which the public wants to buy; and 
if I can show you, in the course of my talk, that there 
are some important parts of the silverware market that 
you are overlooking, perhaps I will at the same time, be 
able to suggest to some of you how you could increase 
your silverware business. 

So let’s start by taking a look at the silverware market 
as a whole, and see how much silverware is being sold 
and what kind of silverware it is. This chart will show 
you what the total national business in silverware looked 
like in 1951. There are no exact statistics available, but 
this is an estimate compiled by our statistical department 
from various sources available to us, and we believe that 
it is a reasonably well-informed guess and close enough 
to actuality for the purposes of our discussion. You will 
see that the total business done at retail last year was 
$323 million and that this divided itself about as follows: 


TOTAL SILVERWARE BUSINESS IN 1951 








Stainless steel cannot be strictly classified as silver- 
ware, and yet is made largely by silverware manufac: 
turers and is assuming sufficient importance in the knife, 
fork, and spoon business to merit inclusion in any dis- 
cussion of the silverware market. 

Now, if this is about the way silverware is sold na 
tionally, it would seem logical for any retailer to ask 
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himself how closely his sales follow the national pattern. 
Local markets differ, to be sure, but here is a rough 
measuring stock of potential. Do your sales follow this 
pattern in & general way? If not, is there some part of 
this market that you are overlooking or neglecting ? 
Does your inventory, with proper adjustment for varying 
‘ates of turnover, bear a proper relationship to these 
potential sales by classes of product? Are your advertis- 
ing and promotional efforts aimed at the parts of this 
market which offer the greatest opportunity ? 

Now, I would like to examine the flatware part of the 
market in more detail and here I have a chart which 
breaks down the dollar sales of all flatware into its vari- 
ous classifications. You will see that sterling flatware 
accounts for slightly more than 49.4% of the entire sale 
of knives, forks and spoons. 


TOTAL FLATWARE SALES IN 1951 
$253,000,000 

















First quality plate accounted for 19%; medium priced 
plate, 7.9%; popular priced plate, 11.1%; low priced 
plate, 7.1%; and stainless steel, surprisingly, 5.5%, a 
proportion which must be recognized as due in some part 
to the dearth of low price plate because of metal restric- 
tions. 

Let’s look at sterling flatware first. Because of the 
tremendous expansion of the market—through mass 
media advertising—because of such merchandising de- 
velopments as place settings and club p!ans—because of 
the non-existence of plate during the war years—the 
sterling flatware market has increased ten-fold since the 
thirties. It is a huge market—it’s a wonderful market. 

And yet do you realize that in all kinds of flatware— 
sterling and plate—less than two pieces per person per 
year are sold? Your average woman spends more money 
on chewing gum than on silverware. Think what it would 
mean to increase the market to three pieces of flatware 
per persons per year. Yes—it has become a big business 
—but we haven’t scratched the surface. 

I wonder how many jewelers stop to think that flat- 
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ware differs from almost all other products that are sold 
in the jewelry store. Flatware is knives, forks, and spoons 
and these knives, forks and spoons are a basic essential 
to the life of any civilized people. Americans, at least, 
just can’t eat without them. 

Many of the products you sell are luxuries. Most of 
the products you sell are either for personal adornment 
or are worn or carried on the person. Flatware differs 
from all of these other products in that it is an item of 
basic household equipment. I suppose that china and 
glassware might be considered in this category too, or 
clocks and electrical appliances. However, it would seem 
that none of these things are quite as fundamentally essen- 
tial as the tools that people eat with—the knife, fork and 
spoon—and if it is not the only essential item of house- 
hold equipment, which the jeweler sells, it does certainly 
return to him by far the largest volume of sales of any 
such products. 

Still, I do not believe that most jewelers realize the 
potentiality that exists in the flatware business. Because 
it is an essential article of home equipment, it has a 
different kind of market—larger and broader than for 
any other product that you carry. Everybody must have 
flatware—not only those who eat well, and for whom 
silver is one of the niceties of a better life, and has a 
meaning of prestige, beauty and pride of ownership, but 
also for those who eat only to live and must have the 
most inexpensive and economical kind of knife, fork and 
spoon to eat with. Everybody must own some kind of 
flatware, not only the people at the top, who can afford 
sterling silver, and the people at the bottom who can 
afford only the cheapest kind of plate or stainless steel, 
but every level of society and income between these two. 

Therefore, the market for flatware is not part of the 
people, either those people who have more money. than 
others, more taste than others, more love of beauty than 
others, more desire for fine things, more social prestige, 
or more or less anything than others. The market for 
flatware is all the people. 

We estimate that Jast year people bought some two 
hundred and fifty-three million dollars of flatware 
of all kinds—sterling silver, silverplate and stainless steel. 

As you see, sterling silver accounted for almost half 
of all the dollars—a wonderful business which has 
really become of size in the last few years and which 
arouses everybodv’s enthusiasm. 


(Please turn to page 14?) 
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Jon Pioneering 





HAWS. in San Antonio, Texas, started 
pioneering the first day it opened for business in 1914, 
Now, 38 years later, the firm is still pioneering and each 
year it rediscovers the obvious—that the way to lead is 
to stay ahead. 

Shaw’s kind of pioneering is salesmanship, both long 
and short term. It is in the design of the store itself, 
one of the most modern of any business in San Antonio, 
and it’s in sales methods and promotions that produce 
startling results. 

Four-color advertising in the Sunday newspaper sup- 
plement is the most aggressive facet of Shaw’s merchan- 
dising. When a locally edited color magazine was added 
to the San Antonio Express some three years ago, Shaw's 
was the first jeweler in the city to start advertising at 
the premium rates. Following the Shaw policy of jump- 
ing in with both feet, the first ad was a full page in 
four colors offering a set of dinnerware. The ad sold 
hundreds of sets, eccording to Herbert Serota, assistant 
manager, a response many times greater than from any 
previous newspaper ad of any size. 

The four-color page was tried again, soon afterward, 
and then again, with similar results. Some time after that 
Shaw’s advertised a power tool in four colors in the 
Sunday supplement. The ad sold more than 1,000 pieces. 
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“The power tools were fine.” said Serota, “but there 
were other benefits that outweighed the single item. The 
heavy traflic resulted in many sales of other items and in 
familiarizing people with the store. 

These occasional promotions, of course, produce the 
spectacular sales figures, Serota pointed out. But the 
number of units sold is not necessarily a test of the suc- 
cess of a four-color ad. “Most of our advertising is for 
more substantial or lasting purposes,” he explained. “We 
use four-color ads to introduce permanent stocks of fine 
china or jewelry, and in such cases we can't think in 
terms of how much the ad sold. The purpose is to 
acquaint the public with the kind of merchandise we 
carry. 

Shaw’s advertises in all available media. When tele- 
vision came to town, Shaw’s was among the first retailers 
to buy time and currently sponsors both spot announce- 
ments and half-hour programs. Radio and regular news- 
paper space is not neglected, nor is direct mail. When 
Shaw’s adds a new medium it is not at the expense of the 
old, tried and true methods. The Sunday supplement 
started out that way, but as soon as it proved its worth 
it was allotted a separate budget. 

Shaw’s store draws admiring comments from custom- 
ers and agents alike and does much in pre-selling the 
customer. The store is located on one of the outside 
corners of the Gunter Hotel, the center of everything in 
downtown San Antonio. Six windows open onto the 
lobby of the hotel, all of them brilliantly lighted and 
with the merchandise immaculately polished. This same 
splendor greets the customer inside the store, thanks to 
a 1947 remodeling in which Manager Barnett Shaw 

(Please turn to page 119) 


The firm's belief in the power of advertising is 
reflected in its regular use of full-page, four- 
color ads (below) in Sunday supplement sections. 
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by PATRICK GALVIN 





Serving free coffee to customers, Shaw's has found, is an un- 
usual but effective way to promote the sale of coffee makers. 
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Illustrations by Dorothy Burke 


Above: Elegant black fabrics are sharpened with color radiance 
of genuine jewels for new fashion effect. A diamond and ruby 
necklace is given added lavishness with a "convertible" brooch. 


Right: Blending of diamonds with precious colored stones gives 
heightened color interest to jewelry. Earrings and brooch have 
emeralds and diamonds; the rings combine sapphires and diamonds. 





- once in a while a new fashion comes 
along that is made to order for promoting some specific 
type of jewelry, and coming along for Fall 1952, is a 
fabric color story that provides us with just such an 
opportunity for selling fine colored stones. 

The volume fashion color this Fall will be black 
sharpened with deeply vivid colors in five important 
shades. These are deep, intense shades of royal blue, 
ruby red, emerald green, coppery brown, and gold. In 
some fabrics the color overlays the basic black in subtle 
brush strokes, but often it is applied in brilliant slashes 
of color contrast. 

Our colored stone branch of the industry should begin 
to sell the idea, loudly and strongly, that the most effec- 
tive way to achieve this color contrast is with the deep 
radiance of genuine jewels worn with basic black cos- 
tumes. For blue contrast we should sell sapphires, both 
transparent and stars; for red, rubies, both transparent 
and stars; for green, emeralds, peridots, alexandrite and 
jade; coppery brown, brown diamonds; gold, golden 
topaz and yellow diamonds; and opals for blended jewel 
tones. We should use every available promotional tie-in 
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that emphasizes the importance of color, and shout color, 
color, color with precious stones! 

There are no more fashion-minded women in the world 
than those who can afford to buy genuine jewels, priced 
perhaps from one thousand to fifty thousand dollars, but 
these women are also smartly individual in their tastes. 
When they are spending this plushy kind of money for 
their jewelry they are not going to be influenced by 
every little fashion whim, and the fact that green also is 
coming in as a fashion color doesn’t mean these women 
will rush out suddenly and begin to buy emeralds, nor 
that the strong trend for blue during the past two seasons 
induced them to buy more sapphires. Such influences are 
felt quickly in the costume jewelry market, which ex- 
ploits them profitably, but the fashion merchandising of 
genuine jewels is more complex. 

The very fact, however, that these top-drawer cus- 
tomers are ultra fashion-minded means they are respon- 
sive to major trend which they can individualize and 
adapt to their own personalities, and the in-coming story 
of basic black sharpened with color gives us a strong 
angle for retail promotion. We should use it to stir up 4 
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| Contrasts 
oi ; ve by WINIFRED PARKER 


Dame Fashion offers jewelers a made-to-order opportunity this fall to promote 


their fine colored stone jewelry. 


Black, sharpened with deep!y vivid colors 


in five important shades is her fabric story — a natural for jeweled accents. 


new wave of interest in fine colored jewels, and expand 
their present position of importance in the fashion picture. 

There is an aura of the fabulous about beautiful 
colored jewels that can pay-off for all jewelers who pro- 
mote them, even those who do not have customers who 
can afford the highest bracket pieces. The romance which 
surrounds jewels, and the emotional response which their 
beautiful colors bring to life will draw customers into a 
store and influence them to buy better jewelry than they 
ordinarily would in an attempt to come as near as pos- 
sible to owning the real thing. 

Fashion displays in windows can be easily put together 
by using basic black fabrics strewn with colored jewels. 
The new black fabrics look particularly elegant, as a 
background for expensive jewels, such as coatings that 
contain glistening black fur, or dressy fabrics with cello- 
phane woven or knitted in it. 


POINTS FOR PROMOTION 


There are many ways to sell the style story of fine 
colored stones, and one of the best is with the styling of 
the jewelry itself. The newest designs are packed with 
fashion appeal and are right in line with the highest 
styling in diamond and platinum pieces. The designs are 
airy and light, and every leading house feels that colored 
jewels should be sparkled with diamonds for the fullest 
expression of beauty. This tends to make even restrained 
designs look somewhat lavish because of the rich color 
tones highlighted with diamond sparkle, and delicate 
lavishness is another important feature in every phase 
of present jewelry styling. 

Necklaces are natural throatline’ length and many of 
them are “convertible.” This means that a lavish neck- 
lace has detachable pieces which when removed become 
earclips or brooches. A simple necklace remains which 
can often be used as a bracelet. 

Bracelets are shown in both flexible and rigid styles, 
and in both wide and slender widths. “Convertible” ones 
often have multi-jewel ornaments which can be used as 
pins or clips. 

Earrings are featured in cluster designs, airy sprays 
and hoops, and short and long pendant styles. 

Rings run a gamut of design from the restrained and 
classical to magnificent combinations of jewels. 

The fashion look of colored stones sparkled with dia- 
monds can be played up by individual jewelers far be- 
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yond the designing in individual pieces. Many customers 
who have already purchased diamond jewelry can be 
sold color pieces to go with it. Single strand necklaces 
of emeralds, sapphires or rubies can be sold with single 
strands of diamonds for a heightened look of color; 
multi-jewel clips to give color lavishment to diamond 
chokers and necklaces; colorful jewel pins to add color 
splashes to clusters of pin corsages; emerald, sapphire or 
ruby bracelets to intermingle with diamond bracelets and 
further the trend for several bracelets worn on one arm; 
and genuine jewel rings to bring the flattery of color to 
the hands. 

Since the enhancement of her own beauty is always 
uppermost in a woman’s mind when she is selecting her 
jewelry, you should point out that the combining of color 
with diamonds has a softening effect with sparkle and 
brings an unusual form of flattery. 

Some of our top designers are making multi-jewel 
creations in beautiful blends of color and artistic ar- 
rangements of jewel textures. They believe women who 
have been timid about wearing color should be told to 
look at the combinations in nature where every imagin- 
able color and texture are thrown together to delight 
our senses. 

(Please turn to page 156) 











by VIRGINIA DIXON 


Werner you are selling tableware to the 
brand new bride who will need complete services of 
silver, china and crystal—or to the older woman who 
already has an assortment of table accessories—it is well 
to remember that these ladies do not think of these items 





B. Glass-topped counter display cases are an ex- 
cellent location for place setting arrangements. 








C. Large showcase makes it possible 
to display several different patterns, 
all tied into one important showing. 


individually. but of their effect as units of a completely 
set table. The logical way to sell this merchandise, then, 
is through coordinated merchandise arrangements fea- 
turing harmonizing patterns of silver, china and crystal. 

Since the month of August is becoming a strong bridal 
month, this theme can be featured as a bridal promotion 
with such displays as the one sketched on the following 
page. At other times, the coordinated theme can be pro- 
moted in a more general way, but in any case, the window 
displays should be supported by a thoroughgoing in-store 
display program featuring all three types of merchandise 
together in wall and counter cases and on tables. 

If your store is large enough to have separate depart- 

(Please turn to page 124) 
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E. Shadowbox 
of single matching pat- 
terns of tableware. 


Coordinated Tableware Displays 
To Catch the Eye of the August Brides 





display 












A. Wallcase arrangement with a projecting shelf 
beneath for the arrangement of place settings. 














D. A display for a conven- 
tional three-shelf case tying 
together silverware, china and 
glass of one design period. 

















F. Shadowbox display shows complete 

matching table setting on slanting 

plaque. The shelf above is used to 
show odd matching pieces. 
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sales with these New 
liuminated Cabinets! 


New Ronson Floor Showcase F-1. 40” high, 22” 
deep, 30” across. Genuine honey-toned grained 
birch veneer, plate glass with polished edges, slid- 
ing rear doors, removable luxuriously lined display 
trays, fluorescent lighting. Plus many other ex- 
citing features! 














New Ronson Counter Cabinet C-9. Occupies only 
17” x 10” counter space, stands 18” high. Modern 
blond mahogany, with front, sides and top shelf in 
polished-edge plate glass. Lined display trays are 
a—— removable for easy access. Fluorescent lighting and 

s many more big features! 
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How “SPOTLIGHT SELLING” 
can UP your RONSON volume and profits! 
6 WAYS IT WILL WORK FOR YOU: 








nated (fluorescent) display 
@® Cut your selling time in half 


@ Make “trading up” easy 


do to own one of these cabinets! 





@® Spotlight your Ronson merchandise through illumi- 
@ Capture the eye... increase impulse buying 

@ Display a wide assortment of merchandise at one glance Chicage, July 27-31. 
@ Help you sell customers more than one Ronson 
POWERFUL Ronson advertising creates demand in your 


community. “Spotlight Selling” increases YOUR share. 
DON’T DELAY! Ask your Ronson distributor what you 









See these handsome new cabinets 
at Ronson Booths 125-6-7, National 
Jewelry Fair, Conrad Hilton Hotel, 











ONSO 


WORLD’S GREATEST LIGHTER 
Ronson Art Metal Works, Inc., Newark 2, N. J. 
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Complete service for the bride is featured in this coordinated display. 





A Bridal Window to Follow Through 





7 month of August is fast becoming a 
peak bridal month—not quite up to June in popularity, 
but running a close second. This window is suggested 
for August showing to feature a coordinated tableware 
program and to tie in with wedding and engagement 
ring sales. 

By using the “Bridal Shop” idea (or Bride’s Depart- 
ment—or whatever else you want to call it), you can 
emphasize the idea of all-round service to the bride-to-be 
—and her friends—from supplying her sparkling engage- 
ment ring to the dinnerware on her first dinner table! 
Such a coordinated merchandise theme carried through- 
out the store will gain added attention from both the 
brides and her friends and will insure many additional 
tie-in sales. To make your bridal service complete, you 
might include the keeping of records of the bride’s pat- 
tern choices in silver, china and crystal and of all gift 
purchases made at your store in order to avoid duplica- 
tion of gifts. 

Something special in the way of a name sign for your 
bridal shop—or service—will help to dramatize it. A 
swag effect either in fabric or cut-out cardboard is sug- 
gested in the sketch. If you prefer, the sign may take 
another form. It might be framed with an especially 
attraclive picture frame—or with plaster or papier mache 
scrolls or the sign might be held up by plaster cupids 
or love birds. Use whatever materials are available and 
please you, but try to keep it distinctive and dignified in 
character. It would be a good idea to choose a motif 
which could be reproduced on cards inside the store and 
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On Your Service From the Ring to the Table 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 


Swag shaped sign for background Show card writer 
Paper or papier mache bells Dennison’s or Display 
Supply House 
Department store 
Department store or Dis 
play Supply House 


Ribbon 

Sprays of orange blossoms, lilies 
of the valley or other bridal 
flowers (artificial) 


Wedding boug set (artificial) Display Supply House 





on advertising and direct mail pieces. The swag design 
indicated would be simple to reproduce in line drawing 
for such purposes. . 

To make the sign for the window—if you can persuade 
your show card writer to work on fabric, the sign can be 
an actual piece of drapery with lettering painted on. It 
must be carefully draped so that the lettering is not con- 
cealed when the cloth is in position. Paper or papier 
mache bells in full or half-round shapes are attached at 
the corners of the swag with perky ribbon bows. Heavy; 
white satin would drape nicely and be most suitable and] 
should not be too hard to letter on. Crepe or taffeta might 
also be used. ee 

If the sign cannot be made on actual fabric, the design 
can be painted, indicating folds and shadows, on heavy 
cardboard or illustration board and cut out. The bells 
should if possible be either full or half-round and the 
bows should be of actual ribbon—wired if necessary to 

(Please turn to page 115) 
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Diamond Booklet 





Keep diamond sales 


coming your way 


Tie in your sales efforts with the diamond pro- 
motions that are working for you. They include: 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—“The Eternal Gem’’—to show in your 
town. Write to Association Films, 347 Madison 
Ave., New York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL... Helpful FREE book- 
let, “More Dollars from Diamonds.” Order 
from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th St., 
New York 17, N. Y. 


FOR JULY, 1952 











to help make sales 


Jeweters say the 3l-page booklet, “The Day 
You Buy a Diamond,” is one of the most helpful and 
interesting selling aids they’ve ever used. It tells the 
story of the diamond’s origin and significance, gives 
helpful factual pointers on choosing a diamond. Order a 
supply now to use as bill enclosures, and to keep on your 
counter to give to prospective customers. 


Cost is $6 per hundred. For your imprint, add $3.50 
for first hundred, and $1.25 for each additional hundred. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 East 45th Street, 
New York 17, New York. 


De Beers Consolidated Mines, Ltd. 
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THE DIAMOND INDUSTRY IN 1 













by W. F. FOSHAG and GEORGE SWITZER 


Curator and Associate Curator, 
Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 


(PUBLISHED BY PERMISSION OF THE SECRETARY, SMITHSONIAN INSTITUTION) 


A NEW high record was established in 1951 when 
the value of diamonds sold totaled an estimated £68,000,000, an 
increase of about 30 per cent above 1950. ‘lhe Diamond ‘lrading 
Corporation, acting for the African producers, sold nearly £65,- 
058,000. The remainder was divided principally between Brazil. 
Venezuela and British Guiana. A 15 per cent increase in diamond 
prices in March brought sterling prices to full parity with the 
dollar prices which were in effect before the devaluation of 
sterling in 1949. From the above figures, however, it is evident 
that the increased sales for 1951 is only partly attributable to 
this cause, also having been influenced by increased production 
of rough through increased mining activity and better milling 
practices. 

A sharp increase in the sales of industrial diamonds featured 
the 1951 market. This was doubtless due to the rearmament pro- 
gram of the Western Powers, and strong buying by the United 
States for stock-piling purposes. The market for industrial stones 
has also been affected by the increased emphasis on mining and 
petroleum exploration and development. 

In spite of the high level of the diamond industry, diamond 
cutting is still beset with unemployment, indicating an_ over- 
extended condition in this branch of the industry. Only in Ger- 
many and South Africa is there reasonably full employment. 
Since the sales market for gems has reached equilibrium, the 
cutters’ pleas for more rough could hardly solve their problem. 
Restrictions on the number of apprentices and new workers, 
such as those adopted by the South African, English and Bel- 
gian groups, are designed to correct this situation. 

One of the principal elements of the diamond industry is the 
jewelry trade in the United States, since that country is the 
largest market for these gems, regularly consuming about 75 per 
cent of the world production. The diamond market in the United 
States showed little significant change, in spite of increased 
disposable income in 1951, and an increase in marriages over 
1950. Investment buying, as a hedge against inflation, was an 
important factor abroad, particularly in Asiatic countries, but was 
not conspicuously evident in the United States. Available supplies 
of stones were ample except in top quality grades where some 
short supply was reported. 

The introduction of synthetic rutile in the gem trade was a 
source of superficial disturbance, but experience showed that 
this material will prove no threat to diamonds. Synthetic rutile, 
or titania, is an artificial mineral with high brilliance and dis- 
persion and has much merit in its own right. It lacks, however, 
some of the important desirable characteristics such as hardness, 
as well as the sentimental appeal of the diamond, which appeal 
has never been seriously challenged by any other stone. 





88 


DIAMONDS IN FASHION 


During 1951 women continued to wear a large amount of 
jewelry of conspicuous size. 

There was steady rise in the production and use of diamonds 
cut and polished as baguettes. Most pieces of modern design 
now contain diamonds of this cut and some pieces are con- 
posed almost wholly of baguettes. In the early part of 1951, some 
New York cutting shops were producing nothing else. Baguettes 
so sizeable that they resembled emerald-cuts were in demand for 
rings and necklaces, and were somewhat scarce. Smaller baguettes, 
however, were in such supply that they could bé used as side 
stones on the less expensive engagement rings, and they were 
considered more fashionable than brilliants for this purpose. 

Other fancy cuts in wide use in 1951 were the pear and the 
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This is the first part of a condensation of Jewelers’ 
Circular-Keystone’s 27th annual report on the dia- 
mond industry. World production and the facts on 
industrial diamonds will be published in subsequent 
issues, after which the complete report will be pub- 
lished in book form. 
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Insure your share of profitable holiday business. Get in touch with 






WN ; 





America’s fastest-growing diamond house . . . today! = 


— 





LOOSE DIAMONDS EXCLUSIVELY iF 
A\WAN 7 he 


y 


- SZ oe Za 
7 ee X \ 
o* G4’. i 








SWIRSKY & EHRLICH 


DIAMOND IMPORTERS 


marquise. Large emerald-culs still were the most coveted soli- 
taire, but because of their high cost comparatively few could 
have them. Small emerald-cuts in rim or extension mountings 
filled some of this demand. Considering price, a remarkable 
number of diamond necklaces were sold, and there were more 
than the usual number of occasions on which to wear such 
jewelry. 


TRENDS IN THE RETAILING OF DIAMOND JEWELRY 


Trends in the retailing of diamond jewelry in the United States 
were again investigated by a well-known independent research 
organization for N. W. Ayer and Son, Inc. The purpose of the 
survey was to obtain data on trends in consumers’ preferences 
for diamond jewelry and on trends in jewelers’ sales, inven- 
tories and prices. The information presented in the report was 
based on personal interviews with 104 retail jewelers in 60 cities. 
The stores surveyed were broken down as follows: cash stores 
71, credit stores 23, department stores 10, total 104. The inter- 
views were conducted in January, 1952. 


The majority of jewelers expect their 1952 volume of diamond 
jewelry sales to be the same as it was in 1951. There was no 
significant change in sales volume of diamond jewelery or dia- 
mond engagement rings between 1950 and 1951. Total store sales, 
however, tended to rise. Diamond jewelry sales represented 
about one-quarter of total jewelry sales of the typical dealer in 
1951. The rate of tutfn on diamond jewelry was estimated at 
one and one-half by the typical jeweler. Seventy-three per cent 
of the respondents expect to operate at the same rate of turn 
in 1952. 

Diamond engagement ring sales produced as much _ revenue 
for the typical retail jeweler as did sales of all other diamond 
jewelry combined. For diamond rings selling below $400, 42 
per cent of the jewelers reported that customers consider size 
more important than quality. Quality is the more important con- 
sideration for higher priced rings. Eighty per cent of all dia- 
mond engagement rings sold by respondents during 1951 were 
set with center stones of 55 points or less. Only 7 per cent of 
the rings held diamonds larger than 75 points. The average price 
reported by the typical dealer for diamond engagement rings 
sold in 1951 was $187, exclusive of federal tax. Most jewelers 
made about 30 per cent of their year’s sales in December. 


Average retail diamond prices, as published by DeBeers in its 
advertising campaign in America, between March, 1948, and 
October, 1951, follows: 


Diamond Prices as Quoted in DeBeers Advertisements 





Date 
Mar. 1948 


14 carat 2 carats 


$1615 to $3470 


4 carat 1 carat 


$90 to $210 


May 
Jan. 


Mar. 


June 
Aug. 


Sept. 


Dec. 
Jan. 
Apr. 
July 
Oct. 
Jan. 
Apr. 
July 
Oct. 


1948 
1949 
1949 
1949 
1949 
1949 
1949 


90 to 205 
90 to 2 


85 to 


$260 to $525 
5 50 


6 to 
250 to 
215 to 
200 to 
200 to 
210 to 
210 to 
220 to 
210 to 
210 to 
230 to 
200 to 
225 to 
220 to 
220 to 


600 to 
600 to 
555 to 
460 to 
460 to 
625 to 
625 to 
625 to 
550 to 
560 to 


$665 to $1165 
1185 


1400 to 3335 
1450 to 
1355 to 
1000 to 
1000 to 
1290 to 
1290 to 
1395 to 
1250 to 
1200 to 
1215 to 
1250 to 
1250 to 
1600 to 
1300 to 





These figures show the value of imports for 195] to be ¢ 
highest since 1946, and about 108 per cent of those in 1959, 
breakdown of these figures into rough or uncut, and cy 
unset, for the past two years is given below: 





Rough or Uncut Cut but Unset 





Value Va n 
per 4 


Year | Carats} Value | Curat|Carats| Value clin 





1950.... 
i) ee 


673,691] 43,655,706'/$64.80'492,741'158,531.035'/§1 199 
697,981 |48.701,819 | 69.78 [480,516 |61,858,003| 199% 























1 Revised figure. 


DIAMOND CUTTING AND TRADE 
GENERAL 


The strong demand for gem diamonds continued unabated 
during 1951, influenced largely by the continued fear of inflg 
tion throughout the world. This high level of production in the 
cutting industry has depleted all potential sources of cutting 
rough and has brought the cutting industry to a peak of e 
ployment under present diamond mining production. In ite 
of this high level of activity, the industry continues to find its 
plagued with unemployment, indicating a surplus of workerel 
the industry. This condition is the result of the establishment 
new cutting centers during World War II in Israel, England and 
Puerto Rico, and which, with the re-establishment of the Dutey 
and Belgian centers after the war, resulted in a plethora of 
workers. : 

The means to equalize the disparity in cutting costs, wageg 
and working hours in the various cutting centers was widelj 
considered, but no uniform wage basis could be determined) 
Efforts of the Dutch and Belgian cutters and manufacturers i@ 
arrive at some arrangement to equalize their disparities hav 
not, as yet, produced results. Nor have the efforts of the Une 
versal Alliance of Diamond Workers to work out an agreeme 
with the German diamond workers’ organization on time, tari : 
and apprenticeships been successful. 4 


The sale of gem diamonds by the Diamond Trading Compamj 
during 1951 reached an all-time peak of £46,7.0,652. This it 
crease is due, in part, to an increase in the quantity of diamond 
sold, but, in addition, to an increase in the price in March. 0 
the occasion of the devaluation of the, pound in 1919 the prig 
of stones was increased by 25 per cent instead of the full exten 


of the devaluation, or 44 per cent. Since that time diamont 
prices in the trade have established themselves at a higher leve 
The effect of the new increase was to bring prices in sterling tt 
full parity with prices in dollars which were in effect belot 
the devaluation of sterling. Since the general policy of | 
Diamond Trading Company is to raise prices only when highe 2 
prices could be maintained, it is believed that the new pri 
level is likely to remain stable. 

In spite of the increased productivity of the mines, all diamom 
culling centers complain of a shortage of rough. The sales mat 
ket for gems, however, has reached a desirable equilibrium, i 


UNITED STATES IMPORTS (Exclusive of Industrial Diamonds) 


Total gem diamond imports into the United States, in dollar 
value, for the years 1942 to 1951 are as foulluws: 


$26.186,919 
68.127,004 
72,670,146 
107,308,028 
166,637,019 
96.061,131 
100.615.415 
69.727,517 
102.186.741' 
110,562.822 


1 Revised fiyure. 


which supply adequately meets demand, except in certain Jimiled 
high quality categories. Any increase in supply to fully reliew 
unemployment in the trade would hardly solve the problem. Oal 
a natural attrition of workers can correct this condition. Ti 
move of the South African trade to limit the number of apprei® 
tices is a step in this direction. ‘ 


UNITED STATES 


Employment in the diamond industry in the U. S. reached @ 
low level in 1951. During the vear Jess than 50 per cent of te 
enrolled members of the Diamond Workers Protective Uniet 
had any sort of steady employment. 
ployment at times reached 
(Please turn to page 116) 
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cent. 


This situation 
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america’s most 
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diamond merchants 





cullers and mnporleys 


Vi deamond 





511 Fifth Avenue, New York 17, N. Y. 
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Birthstones for August 
Peridot and Sardonyx 
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Peridot 


Color: 


The most valuable stones are a soft green in colo; 
to the darker green tones. Lighter stones are mor 
yellow in color. 


Visual Characteristics: 


A clear and transparent stone, generally free 9 
flaws. It’s high double refraction, surpassed by only 
the zircon among the common gemstones, can easily 
be seen with the eye by the apparent doubling of the 
back facets when viewed through the table of the 
stone. Under artificial light peridot loses its yelloy 
and looks more green, hence its cognomen “evening 
emerald.” 


Weearability: 


A relatively soft stone necessitating reasonable care 
to prevent scratching, it is still a very tough stone 
which resists fracturing. 


Usual Shapes: 


Step or emerald cut is the usual form of cutting for 
the peridot although it is sometimes round or oval 
with brilliant cutting. 


Astrological Significance: 
For those born under the sign of Virgo in August, 
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NEWSPAPER AD 


This suggested newspaper ad is a reproduction of an 
ad mat prepared especially by Metro Jewelry and 
Optical Service, 80 Madison Ave., New York, producers 
of a syndicated service providing ads for jewelers. 
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the birthstone signifies “married happiness.” Or, ac- 
cording to an old verse... “The August-born without 
this stone, “Tis said, must live unloved, alone.” 


Romantic Background: 


Peridot has had a confusing history as a gemstone 
although it dates back to ancient times. The yellow 
variety of this stone (chrysolite) was confused with 
the topaz and many references to the latter stone were 
indoubtedly actually of the peridot family. The green 
varieties (peridot) were often mistaken for emeralds. 
Many of these stones brought from the Middle East 
as loot by the Crusaders found their way into the 
treasures of European churches where they were be- 
lieved to be emeralds. 

The source of these stones is the same today as it 
was in early times, the island of St. John’s in the Red 
Sea. This island, called then the Serpent Isle was 
under the mandate of the Egyptian kings. [t was said 
that any unauthorized person who approached the 
island was put to death and those who had the right 
to seek out the stones could not see the gem in the 
daytime. It was only after nightfall that the stones 
revealed themselves by their radiance and the seekers 
marked the spot so that the gem could be found by 
light of day. 

Virtues of these stones were that due to their associ- 
ation with the sun, they would dissolve enchantments 
and put to flight the evil spirits of the night. To 
enable the stone to exert its full power it was required 
that it be set in gold. As protection against evil spirits, 
the stone had to be pierced and strung on the hair of 


Sardonyx 


Color: 


Red to reddish brown. Well suited to yellow gold 
settings. 


Visual Characteristics: 


Opaque to translucent. 


Wearability: 


A tough stone that will withstand hard usage, thus 
being well suited for use in rings for men, either plain 
or carved. 


Usual Shapes: 


Unfaceted. Cut in cushion shapes, antique cushion, 
oval, either buff or flat top, often carved intaglio. 


Astrological Significance: 


Like the peridot for which it is the alternate birth- 
stone for August, sardonyx signifies a happy married 


life. 


Romantic Background: 


Sardonyx, Sard and Carnelian are all members of 
the chalcedony family of minerals. Today, sardonyx 
is generally used inclusively for all these red-brown 

(Please turn to page 115) 





an ass and worn attached to the right arm. 


UMMM UUM MUTILATI 


RADIO COPY 


Peridot 


ANNOUNCER: City Jewelers have just 
obtained an outstanding collection of 
sparkling green peridots, the favorite 
birthstone choice of all women born with- 
in the month of August. And with green 
growing in importance as a fashion color, 
peridots are becoming the number one 
jewelry choice of many smartly dressed 
women, whatever their birth month may 
be. Among the newly-arrived rings at City 
Jewelers are heart-shaped peridots in 
settings of either platinum or gold, and 
City Jewelers remind you that romance 
adds its quota of magic to the styling of 
these August birthstones. Peridots are 
jewels of enchantment with the supposed 
power to protect all women from evil 
spells! Make your choice of birthstone 
jewelry at City Jewelers where you will 
find a complete range of prices and top 
fashion designs. City Jewelers are at... . 
Main St., in your city! 


WINDOW DISPLAY 


The complimentary colors of the two August birthstones are 
emphasized in a combination grouping on a double step ele- 
vation. The top step is covered in a reddish brown "sardonyx" 
tone of fabric and displays ladies’ peridot rings. The lower 
step, covered in soft "peridot" green, displays men's rings 
set with sardonyx. An arrangement of gladioli, the August 
flower, in yellowish pink tones is made in a simple vase. A 
folded display card tells the double story. 


POR JULY, 1952 


Sardonyx 


ANNOUNCER: City Jewelers say a 
man's choice for an August birthstone is 
masculine in every way! The birthstone is 
the sardonyx, and its handsome red to 
reddish brown tones have a rugged beauty 
that is particularly suited to men. The 
sardonyx is rugged and durable in its 
characteristics too, and is well able to 
stand the hard use to which men are apt 
to subject it. City Jewelers offer you a 
wide choice and a wide price range of 
fine sardonyx jewelry including tie bars, 
cuff links, organization designs, and rings. 
The rings have massive settings of 14K 
gold, and the stones are buffed, flat, oval, 
and either plain or intaglio in design. 
There is a special pride that goes with 
owning a fine piece of birthstone jewelry, 
especially when it is purchased at City 
Jewelers who have one of the most out- 
standing collections in the entire country. 
City Jewelers are at.... Main St., in your 
City! 
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Does Your Diamond Customer Understand Yoy | 


Diamond customers start out with a specific price in mind and a mass of mis- 


information about diamonds. The jeweler who takes the time to explain diamond 


quality and its relation to price will gain the confidence of his customers. 


A PROSPECTIVE diamond customer. who 
was comparing prices of diamonds solely on weight, was 
going from store to store. He was looking for the best 
bargain. And his only measuring stick was dollars 
charged per carat. 

He finally purchased for the smallest amount of money 
the largest diamond offered. By his own ignorance, he 
bought an inferior stone. 

The jeweler who had sold him the diamond lost a good 
but unwise customer. Had the jeweler taken time to 
explain why diamonds of the same weight can vary in 
beauty and price the customer would have undoubtedly 
recognized the difference. 

“Pll never buy another thing from that scoundrel,” 
the customer remarked to another jeweler. “He sold me 
a two-carat stone . . . and now you tell me you'll allow 
me only $200 on it.” 














Figure |. 


The retailer gazed at him. “Sir,” he said, “I’m afraid 
you misunderstand—” 

“Misunderstand?” The customer looked askance. “Just 
what do you mean?” 

“Sir, pardon me if I take the opportunity to say it. 
but obviously it was you rather than the gem dealer 
who’s at fault.” 

The customer’s face reddened. “Yes, go on.” 
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by T. BENTZ 


“You see, sir, you were under the impression that the 
value of the diamond is judged by its weight—that ; is, 
in carats.” 

The customer nodded. 

The Jeweler saw that the customer had regained his 
calm. “Unfortunately the dealer from whom you bought = 
the diamond failed to explain to you why diamonds of 
the same weight can vary in price.’ | 

“T didn’t know— 

“Of course you didn’t. The beauty of a diamond] 
depends on its brilliance, and brilliance is obtained by 7 
cutting the stone to proper proportions. Two diamonds © 
of the same weight with the standard 58 facets can vary | 
noticeably in brilliance and value, if you'll notice, because ~ 
of the difference in cutting. j 

“Now notice these illustrations. In the first place a a 
rough stone is sawed or cleaved into parts. Correct prod 
portions are important for full brilliance. See this illus 
tration, which we will call Figure 1. It has a larger flat” 
top but the better proportions of the stone in this 
Figure 2 here will give more brilliance. 














Figure 2. 


“Notice the diamond in Figure 3. Scarcely any 1 
fracted light is wasted through the sides of the diamond) 
(Please turn to page 154) 
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A constant series of unusual promotions has kept 
this Birmingham jewelry store in the public eye. 





A bulb flashing intermittingly throughout the day 
and evening attracted many people to the store. 


Merchandising Showmanship 


Develops a City-Wide Camera Business 


a showmanship of the most 
colorful kind, calculated to bring thousands of new 
camera fans into the store each year, has proven to be 
the prime factor in developing an outstanding sales vol- 
ume at Bromberg & Company, Inc., leading jewelers in 
downtown Birmingham, Alabama. 

Bromberg’s is constantly expanding both in merchan- 
dise and services, according to Harry O. Porter, Jr., 


camera department manager. In 1949, for example, when 


Recently the store staged 
a "Camera Carnival" which 
involved using display win- 
dows to honor famous photo 
equipment manufacturers. 


the photo finishing department developed a lot of “bugs” 
and the store was losing goodwill through its inability 
to deliver quality prints, Bromberg’s invested $25,000 
in a new finishing plant which, as one of the most modem 
in the state, is responsible for many additional customers 
per day in the camera shop. 

Because one special promotion after another has kept 
the jewelry store in the public eye, mail order volume 
has grown almost without deliberate solicitation on the 
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HOW TO BUILD 
REPEAT SALES 


A really planned selection of diamonds balances every 
taste with every pocket, with something to catch the eye of 
a "looker" and turn him into a customer 


Make Kionka's vast collections yours, make our experienced 
judgment the foundation for easier selling. And our prompt, 
interested service is the cornerstone on which you can 


maintain your delivery promises. 
Why not be sure all the time. Specify Kionka for your 


next selection. 


H. C. KIONKA & CO., Inc. 


ESTABLISHED SEPTEMBER 1900 
15 MAIDEN LANE NEW YORK 38, N. Y. 
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part of the management. “We’re ready to add any line or 
service which we feel will benefit the customers,” Porter 
pointed: out, “so long as it combines both quality and 
service.” . 

Porter, a military photographer during World War II, 
has developed a buying guide for the big camera store. 
“Nothing goes into our inventory until I have taken it 
out myself and tested it. No matter what the item offered 
may be,.I take it through a series of tests on weekends, 
in my home, or around the store, to see that it will do 
everything claimed for it. We insist on samples before 
ordering, and in this way we're sure that no customer is 
going to be disappointed.” 

Both Porter and his assistant, Jack London, are grad- 
uates of Eastman Kodak schools in Rochester, N. Y., and 
spend plenty of spare time in this “merchandising pre- 
testing” as well as extracurricular promotion of photo- 
graphic hobbies. London, for example, is a regular 
instructor for amateur photography classes at the Bir- 
mingham YWCA and Porter is active in the city’s camera 
clubs. 

While the inventory ranges all the way up to most 
expensive and complex photographic equipment, Brom- 
berg’s gives the same expert help and advice to the box- 
camera purchaser. Years of selling over the counter have 
convinced Porter that it isn’t wise to go too deeply into 
the use of a camera when it is originally sold. “Instead,” 
he says, “we concentrate on the basic points, show the 
customer how to use the camera safely, and send him 
on the way with the assurance that we will always be 
available for consultation and help as he progresses. 

‘This, we have found, keeps the customer coming back 
time and again for advice, film, accessories, etc. We also 
stress the fact that we'll screen and analyze his work as 
soon as he brings it back. This method insures plenty 
of good will.” 

The department is kept constantly eye-catching. A 
slanted 40-foot canopy, tilted down over the wall cases, 
is used as display space for 35 or more 20 x 33 finished 
photographs, attracting many “lookers” daily. 
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Left: photo exhibits have been suc- 
cessful in attracting rabid camera 
fans. Below: special contests help 
in keeping public interest alive. 





Although Bromberg’s is a consistent user of display 
newspaper advertising, Porter has learned to depend more 
upon colorful promotions to bring in potential customers. 
Early last year he staged a “Camera Carnival” which 
was announced by a prominent newspaper ad series of 
display windows honoring famous photo equipment man- 
ufacturers. Each window showed all the products of one 
manufacturer carried by the store and was spiced with 
offers of free prizes and gifts. Each window was a sep- 
arate “production” for which cooperating manufacturers 
supplied equipment and advertising aids. Every window 
in the store was used for the carnival with the result that, 
by opening day, Birmingham had been sold in advance. 

To keep interest alive, Porter introduced contests in 
which entrants were rewarded for guessing the number 
of glass beads on a movie screen, the serial number of 
a camera, etc. Meanwhile, representatives of camera 
manufacturers were on hand to give instruction, advice 
and information. Free enlargements of favorite pictures 
was another enticement. During the entire week of the 
carnival visitors who had never before been in the store 
had an opportunity to look over Bromberg’s huge stock 
and to become acquainted with the store’s services. 

Manufacturers were understandably pleased with the 

(Please turn to page 157) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 




















FOR JULY, 1952 99 








A Short Course in Gemology 





The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part XIII: PEARLS—Continued 


Currvre pearls of fine quality cannot be 
distinguished from natural pearls, of equal quality, 
without some sort of test, preferably X-ray. The classifi- 
cation and grading of both types of pearls is identical, 
the same virtues are sought in both. Hence, it would 
be best to discuss the culture pearl industry before de- 
scribing the classifications and relative prices. 

It is a natural result of man’s observation of pearls 
and his subsequent inferences about the causes of their 
growth that he should attempt to take measures to in- 
crease the one-pearl-from-40-shells ratio. The earliest 
experiments along those lines have been attributed to the 
Chinese. They worked with fresh water mussels, insert- 
ing strings of beads and series of small tin Buddha figures 
between the animal and his shell. In time these objects 
became covered with nacre. The “nacre-plated” objects 
could then be carefully sawn out of the shell and 
mounted, either as half pearls or little pearl Buddhas. 
Unfortunately, since they were grown against the shell 
and since the strings were still in the original beads, the 
early cultured blister pearls produced were barely half 
formed. These might be used simply as hollow domes, 
which were mounted in such a way as to make the lower 
half as inconspicuous as possible. It was probably hard 
to tell these from natural blister pearls, but it was also 
probably a matter of little moment. 

The situation today is very different, for the distinc- 
tion of natural and culture pearls accounts for a very 
high proportion of the testing laboratories’ business. 
This was the result of the successful conclusion of the 
experiments by Japanese biologists. The Japanese had 
taken up the Chinese work and developed quite an in- 
dustry of inserting small clay pellets against the shell to 
produce a blister pearl on a base of mother-of-pearl. 
These were cemented to a back of mother-of-pearl and 
used in much the way natural pearls were used, in appro- 
priate mountings. 

Early in the Twentieth Century K. Mise claims to have 
succeeded in introducing a mother-of-pearl nucleus com- 
pletely into the body of the oyster, in such a way that 
it was no longer in contact with any part of the shell, so 
that the pearl could grow into a sphere. This was done 
by cutting out, and forming into a small sack, a piece 
of the nacre-producing part of the oyster, the mantle. 
from an oyster from which the shell has been carefully 
removed. This is neatly sewn together with a sphere of 
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by Dr. FREDERICK H. POUGH, Ph. D. 


mother-of-pearl inside. The sack is then carefully placed 
inside another oyster. 

Vast numbers of oysters that have been treated in this 
way are then placed in large wire cages and submerged 
in the waters of the bay, beneath rafts. From time to 
time it is necessary to remove the cages from the water 
to take out the dead oysters and clean off the seaweed 
growth on the wires and the whole is then returned to 
the bay. Growth takes place only during the summer 
months. Dr. A. E. Alexander has measured the growth 
and finds that the initial growth in the first year is about 
2.3 mm. and subsequent growth only about 1/3 to 1th 
mm. annually thereafter. After a period, these are har- 
vested and the pearls recovered. The mortality rate is 
fairly high and a great many of the inoculated oysters 
die. Of those that survive, a good proportion produce 
inferior pearls, so that only a comparatively small num- 
ber yield really fine, symmetrical, and unblemished 
pearls. 





Wearing a face mask which enables them to see under water, women 
divers gather the oysters from the beds. Photo by Ipekdjian, Inc. 


Ideally, the nucleus should be left in the oyster for at 
least three years. At the beginning of Mikimoto’s pro- 
motion he distributed some display samples which 
showed very small nuclei, perhaps 1 mm. in diametet 
with coatings of nacre, 2 to 3 mm. thick. In recent years, 
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for those who desire the finest. 
A magnificent collection of specially 


priced platinum and diamond watches 
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sill <a ame with guaranteed jewelled movements. 
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Above: Mother-of-pearl spheres which will be the nuclei of the 
cultured pearls are inserted in the oysters by skilled workers. 
Right: After three to five years the oysters are gathered, opened, 
and the cultured pearls removed. Photos by Imperial Pearl. 


however, it has been noted that the nuclei are far larger 
than those early ones. Presumably. in theory and orig- 
inally, all the larger beads have been produced by letting 
them grow longer in the oysters. Every year would see 
its losses and fatalities among ‘the nursing oysters, conse- 
quently, in those days large pearls were proportionately 
rarer and more expensive. Today’s method is simpler, it 
quite logically involves the planting of nuclei of several 
sizes, and a “shoot” of pearls was produced all at once 
by simply varying the sizes of the nuclei. Even this 
obvious sounding procedure is fraught with danger, how- 
ever, for the large nuclei are more likely to kill the oyster 
than to produce magnificent lustrous spheres. 

Young oysters are collected in special cement-filled wire 
cages and raised for, preferably, three years before they 
are large enough to be likely to survive the planting op- 
eration. They are then at the best stage. After the 
operation they are transferred to the other cages, where 
they are raised for, preferably, at least another three 
vears. before being gathered. 

The annual haul is carefully studied and graded, and 
the round pearls suitable for drilling and stringing se- 
lected. These are then drilled with a slender needle. and 
sorted and matched for stringing. Flat button or drop- 
shaped pearls may also be produced, the shape depend- 
ing upon the shape of the original nucleus; each for its 
own use. 

The most desirable pearls, whether cultured or wild, 
are the completely spherical ones. Often the spherical 
ones have tiny bumps on their surfaces; if there is but 
one such imperfection an attempt will be made to drill 
through it. The drilled pearls are then sorted for size 
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and for perfection of the “surface” and finally strung 
into a matched strand. With natural pearls the price 
may be astronomical; even in culture pearls we hear 
what we might consider a high price quoted for a large 
strand of well sorted and matched pearls. It must be 
remembered that even a cultivated oyster has its troubles. 
The judging of pearls is probably one of the easiest 
tasks for the layman and the jeweler alike. First one 
looks at the orient, the luster of the pearl. Then one 
looks at the perfection of the string; are all the pearls 
well rounded and perfect, or is there a high percentage 
of irregular, slightly baroque pearls? Is the luster uni 
form? Check this by rotating each culture pearl on the 
string in a bright light, to see if there is any sign of an 
inner reflection from the mother-of-pearl nucleus at two 
opposite spots as the bead turns. When the pearls re- 
main in the oyster for at least three years, an adequate 
thickness of nacre will probably have been deposited. 
With these two requirements, and the possible short: 
comings, in mind it is only necessary to see the size and 
the length of the strand to gain an approximate idea of 
its selling price. Oriental pearl values were very high 
(Please turn to page 126) 
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The most 
talked-about 
exhibits at the 
2 National J ewelry 
Shows this year 


will be 
IMPERIAL 


... not only because 
they are 
the world’s finest 


and the most publicized 
CULTURED PEARLS 


... Dut also because 
IMPERIAL 


has just developed 
another ORIGINAL 
merchandising plan 
that will make it easy 
for any retail jeweler 


to sell MORE 
CUI JTURED PE ARLS The most ae Pearls 





N AC J—Chicago—July 27-31—Conrad Hilton Hotel 
Booths 90 and 107—Exhibition Hall 


ANR J A—New York—August 10-14—The Waldorf-Astoria 
Booths 47 and 48—Grand Ballroom 


IMPERIAL PEARL SYNDICATE 


World’s Largest Importer of Cultured Pearls 








CHICAGO: 5 North Wabash Avenue, DEarborn 2-2844 2 NEW YORK: 607 Fifth Avenue, Plaza 8-1076 
DETROIT: 914 Michigan Theatre Bldg., WOodward 2-1300 aw LOS ANGELES: 607 So. Hill St., TUcker 6159 
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Anniversary Celebration Up-Dates 
75 Years of Branded Lines 


A STORE’S 75th anniversary is no ordinary 
occasion. It constitutes a distinct milestone in the his- 
tory of a firm—a milestone which attests to sustained and 
enthusiastic public patronage and confidence. 

To commemorate such an auspicious event some firms 
go in for a good deal of fanfare; others mark the occa- 
sion by a quiet display of dignity. In the case of Lam- 
bert Brothers, noted New York retail store, the dignified 
approach was employed, an approach which was more in 
keeping with the long established dignity the firm has 
become recognized for during its 75 years of operation. 

Without any undue publicizing or fanfare, all of the 
firm’s display windows were keyed to emphasize two 
basic points; (1) Lambert Brothers was celebrating its 


Watches from 1877 and 1952 were featured in this display. 
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All of Lambert's display windows wer 
keyed to point up the firm's 75+h “a 
versary, and the fact that brand name 
merchandise, as advertised in Life ma 
azine, has always been carried by re 
firm. Left, a display window contrasts 
past and present patterns in silverware, 





























7oth anniversary, (2) well-known brand merchandise, 
as advertised in Life magazine, have been and are still 
stocked by the firm. 

To highlight these points, a bit of drama and color 
were added to the window displays by the clever use of 
photographs of New York City scenes actually taken in 
the last quarter of the nineteenth century. There were 
scenes of New York life photographed in 1877, the year 
that August V. Lambert founded the firm. To demonstrate 
progress of the store during the intervening years, con- 
trasting present-day photographs were also used along 
with the oldtimers. 


(Please turn to page 158) 


The theme of this display was old and new jewelry fashions. 
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LEONARD ROSENTHAL, 


(ULTURED PEARLS 


eFine quality pearl necklaces at all prices. 
eUndrilled cultured pearls. 


e Graduated assortments. 


610 FIFTH AVENUE 
NEW YORK 20, N. Y. 


CABLE ADDRESS: LEOROSTHAL 
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|. Simplicity is the keynote of this man's "Banner 
Buy"’ model by Elgin, with square dial and case treat- 
ment, gold numerals and markers. It has rolled gold- 
plate case, calfskin band. Retails at $39.75, F.T.I. 


2. Elegance ''M" by Benrus has 1|7-jewels, yellow gold- 
filled case, gold applied dial and a matching expan- 
sion bracelet. This model retails at $92.50, F.T.lI. 


3. Typical of Longines-Wittnauer's new line of fash- 
ion watches are the "Majestic" for ladies, left, and 
"Majestic" for men, right. From the Wittnauer line. 


4. Jacques Kreisler's "Golden Crescent" men's watch- 
band, custom-designed to suit a man's round wrist 
watch, comes in white, pink and yellow gold. It has 
gold-filled links and stainless back. $10.95, retail. 


5. "Capri," by Juvenia Watch Agency, is a new fash- 
ion ladies’ wrist watch. It is gold plated and has a 
black suede band. Priced to retail at $95.00, F.T.I. 


6. "Brigand" is a new expansion watchband by Gemex. 
It comes in yellow or pink (No. 567) and retails at 
$12.95; stainless steel (No. 2535) retails at $5.95. 


7. This is one model from the new series of men’s 
watchbands called "Lord Chesterfield’ by Jacoby- 
Bender. Outer shells are of 1/15 I2kt. gold-filled. 
The gold-filled watchbands retail at $10.95, F.T.I. 


The stainless steel model retails at $6.95, no tax. 


8. A new expansion bracelet from the line of Admiral 
ladies’ bracelets by M.F.G. Watch Band Co., New 
York. Attractively gift-packaged, model No. WB60 
has 1/20 l0kt. gold-filled top, stainless steel back. 
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an invitation...to see the new... 
the original... the dramatic 


in this season’s first showing of 
America’s most wanted costume jewelry... 


nationally advertised jewels by Bogoff 


July 27-31 © Booth 19 © Exhibition Hall 
Conrad Hilton Hotel © Chicago 


Permanent Showrooms 

366 Fifth Avenue, New York 

31 South Franklin Street, Chicago 

231 West Wisconsin Avenue, Milwaukee 
607 South Hill Street, Los Angeles 
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1. & 2. The bride's favorite flower, the romantic 
white orchid, now appears on Community's new silver- 
plate pattern called ‘White Orchid." The 26-piece 
service retails at $42.75; 52-piece service at $77.50; 
and 76-piece service at $112.50. Salt and pepper 
shakers in gift box, retail for $5 plus federal tax. 


3. A feature of the Trophy-Craft Company's new 
summer line is this cup, which comes in a “goltone” 
finish; the cup is available on a variety of bases. 


4. The "Riser," a new electric clock by General 
Electric. Priced at $4.95, it has an easy-to-read dial, 
shatter-proof crystal and an ivory plastic case, brown 
numerals and red sweep-second and alarm-set hands. 


5. "Sphinx," an electric alarm clock by Westclox, is 
41/4," high, has mahogany finish wood, bell alarm and 
felt cushioned feet. The "Sphinx" retails at $7.95 
with plain dial and at $8.95 for luminous dial model. 


6. This LeCoultre clock features the Baton "in-line" 
movement. Each part of the movement is visible. 
It is priced to retail at $132.50, tax is included. 


7. “African Buffalo” is the name of this line of fine 
cutlery. Handles are genuine buffalo horn imported 
from Africa. From Northampton Cutlery Company. 
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Gensler-Lee Places $1 Million Order with W.F.Sebel 


| WHEN an order amounts to one’ million dollars, 
‘it expresses a good deal of corfidence in a, busi- 
ness and in an industry. Such an order, perhaps 
‘the largest ever placed at one time for diamond 
rings, was received last month by W.F.Sebel Co.. 


7“ o = 7 - : 
Price $7.50 4 , — 


TS ¥ 










SSS 


Vice-President Budd Rosenberg and Charles Gens- 


i ler. diamond department head of Gensler-Lee, order 
$1,000,000 in diamond rings from Bill Sebel. 

| Los Angeles manufacturers, from Gensler-Lee. Cali- 

fornia retail jewelry chain. 

| W.F Sebel Co. maintain direct cutting and impor- 

tation facilities with offices in New York, Antwerp, 


Par ies Ct) gece | = 

5 ; -}and Johannesburg, 35 well as the main factory in 
Los Angeles. Gensler-Lee, reputed to sell more dia- 

monds than any other jeweler in the West, spe- 

cialize in the diamond ring and diamond watch 

held exclusively. Executive office of this firm. is in 
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the biggest 
single order 

in the history of 
the diamond business 
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OMPAN Yin. MAKERS OF AMERICA’S FASTEST-SELLING DIAMOND RINGS 
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1. Introductory offer to the Bridal Satin line of French 
parfum by Maison Troisville, N. Y., includes a '/2 
ounce bottle of parfum and 2 |8kt. white gold or | 4kt. 
yellow gold guard rings with zircons and other stones. 


2. The "21'' Custom is a gold cap Parker pen set 
which resembles the higher priced "51." Priced in 
the medium range, it has a I2kt. gold-filled cap 
and a point of the new resilient alloy, octanium. 


3. This sunburst brooch is an authentic reproduction 
of an early American masterpiece. Earrings to match. 
From A. Sauer & Co., Kon-ite Bldg., Cincinnati, Ohio. 


4. For men of good taste, Swank introduces its 
Neogram jewelry. Available in any initials. Tie clip 
retails at $2.50 and cuff links at $3.50, set is $6.00. 
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LOOSE PEARLS 
MABES (half pearls) 
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i260. LEVKOV 


565 FIFTH AVENUE at 46th 
NEW YORK 17, N. Y. 
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An UltiaNew Line of Clocks 
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STYLING! With meteoric flash—universal sales 
NEW appeal! They’re heavenly-to-look-at on the dis- 

play counter! 

“LUBRICONE” wear-ever lubrication was de- 
NEW veloped to make Sessions the quietest-running, 

longest-lasting clocks in the whole electric clock 


field! 


THINNESS! One of the world’s thinnest clock 

NE W movements, establishing Sessions as the first and 
foremost of a “‘thin-watch” class of finer electric 
clocks! 








a te 











At 2 aye ee ee 


te Boe ise ae: ig st 
- 


- 


went or m REFUND Or 
% 


ct « 
S” Guaranteed by @ 
Good Housekeeping 


w 
wor as Aovearisto THES 


A 


Preference (1-TK-53) - 
Kitchen Wall, round, ultra- 
thin, red, white, yellow, 
green or blue plastic case 
with ‘‘Cordklamp” feature 

$4.95 


Beauty (1-TK-51) — 
Squared version of 
“Preference”, white 
case with black, red, 
blue, green or yellow 
dial colors $4.95 





C 
Celestial (1-TM-52)-Intrigu" 
all-purpose clock. Lucite boy 
for every room in the a 
Hangs or stands on table $/.% 





D 
Bellaire (1-H-51) — ‘’Tru- 
_~ Alarm, ivory plastic 
€&, in new sweeping line 
design $4.95 (wi umi- 
Nous hands, dial, $5.95) 


Classic (3-H-52) —Mahog- 
any finished wood ‘'Tru- 
Bel’’ Alarm with numerals 


on sash $8.95 


Elegance (1-TK-54)—Flash- 
ing chrome . ultra-thin, 
with new “Cordklamp.”’ 
Dial colors: .white, black, 
red, blue, green $5.95 


G 


No. 470WR — Favorite 
mahogany finished wood 
Tambour in popular small 
size, with large, easy- 


read dial $7.50 


pproximate Retail Prices Subject to Federal Excise Tax 
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*“LUBRICONE” 
for quietness 
and durability 


The new Sessions patented system of lubrication 
uses the nearest approach to a wear-ever oil-film 
ever achieved—a Dow-Corning Silicone derivative. 
With motor and gears always perfectly lubricated, 
wear and audible hum are kept to absolute mini- 
mum, while durability, smooth operation and long 


life set new highs! 


~ New THIN movement 
in a 


Sessions has developed a new clock movement with 
new stylish slimness—“Thin Watch” slimness— 
making it one of the world’s thinnest electric clock 
movements ever! This compactness permits more 
graceful styling—the new design gives amazing 
longer life and greater quietude. The new Sessions 
motor is still instantly demountable with a single 
twist of the fingers. 


Ss» New “CORDKLAMP" for 


compact neatness 


Developed by Sessions, the new patented 
“Cordklamp” feature makes Sessions the only elec- 
tric wall clock that does away with unsightly excess 
cord and centers the visible cord neatly. Add to this 
the other recessed-back features—the recessed set, 
and recessed space when used directly over wall 
socket —and you have a far neater wall clock, far 
slimmer than others now made. 
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-& New DISPLAYS! Deals! 


Look for the new profit-making deals and sales- 
compelling display—you’ll see them at Atlantic City! 


.. Biggest ADVERTISING support 


in Sessions history! 


Watch for this announcement—you’ll want to tie-in 
with this great new program! 














Diamonds at Retail 


(From page 72) 


of the diamond engagement ring was as strong in 1951 
as ever before or stronger. 

Qn the other hand, more than 15 per cent of the 
jewelers believe that wide wedding-bands are reducing 
the sale of diamond engagement rings. 


DEFERRED PURCHASES 


Three fourths of the respondents estimated that couples 
who have been married for some time represent an im- 
portant market for diamond engagement rings or wedding 
rings or both. It was generally believed by jewelers that 
the volume of deferred business was at the same level 
in 1951 as it was in 1950. 

The deferred market accounted for 10 per cent of the 
total diamond jewelry sales of the average jeweler in 
1951. 

The typical store in the panel reported that 50 per 
cent of deferred business was with couples who previously 
did not have an engagement diamond, and 50 per cent 
was with couples who already had an engagement dia- 
mond but were buying a larger one. 

The average jeweler sold 30 per cent of his wedding 
rings set with diamonds in 1951, and the median price 
for a diamond wedding band was $86 (exclusive of Fed- 
eral tax) as compared with $79 in 1950. The second 
most popular price quoted was $104. 

The trend toward matched sets, which was quite notice- 





able a few years ago, is leveling off. Over half of the 
jewelers in the panel reported that there has been no 
change in the popularity of matched sets of diamond 
engagement and wedding rings in 1951. Only 32 per cent, 
compared with 43 per cent a year ago and 62 per cent 
three years ago, reported that matched sets increased in 
popularity in 1951. 


YOU—AND ALL THE REST 


Some facts established by the surveys will surprise 
no one in the trade, but it may have some value to the 
individual jeweler to know that his own experience is 
proved statistically to be characteristic. 

The largest number of diamond engagement rings is, 
of course, sold in December. This was reported by 53 per 
cent of the stores this year, 60 per cent last year. June 
and May take second and third places, in that order. 

A definite change in the popularity of various types 
of diamond jewelry was shown this year. The survey 
indicates that diamond engagement rings, wedding rings, 
and, to a lesser extent, watches gained in popularity, 
while diamond pins showed a sharp decline in 1951 as 
compared with 1950. 

Diamond rings other than engagement rings purchased 
before marriage ranked first in dollar sales volume, ac- 
cording to 84 per cent of the jewelers interviewed, with 
earring and pins following in that order. 

Half of the purchases of engagement ring diamonds 
were made by couples, and practically all of the rest were 
made by men. 

Slightly less than half of the purchases of women’s 
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diamond jewelry other than engagement rings were made 
by men. Couples accounted for most of the rest. The 
portion bought by women alone was relatively small. 

Three fourths of the jewelers had a rate of turnover 
ranging between one and two, with the typical retailer 
achieving a rate of one and one-half. 

The majority of the jewelers reported that dollar value 
and weight of diamond inventory were the same at the 


end of 1951 as they had been at the end of 1950. 


SUMMARY 


In general, the picture is one of good health in the 
most steady and most profitable part of the jeweler’s 
business. 

On the constructive side, it suggests that the jeweler 
does well to promote the diamond engagement ring to 
the utmost—and to shun anything that works against the 
engagement diamond tradition. 

It suggests also that there is a rich field for diamond 
engagement ring promotion among the many couples 
who have been married some years and who can now 
afford a bigger diamond than they could buy before 
they were married. 





Free Ring Cleaning Service Attracts 
New Customers 


Handsomely printed cards, entitling the bearer to a 
free “professional” ring-cleaning, have been responsible 
for creating much good will and many new customers 
for R. O. Besse, Jr., jeweler of Gulfport, Mississippi. 


Besse’s store, located near the teeming beaches aloy 
the Mississippi Gulf, is one of the most modern jewelry 
stores in the area. Exposure to high humidity, hot guy 
salt water and sand, plays havoc with some jewelry 
brought along by tourists from northern states, Besse 
pointed out. For that reason, the store’s service depart. 
ment is at least twice as large as might be expected jn ‘ 
store of similar size in a more populous area. 

Besse developed a “new-customer attraction plan.” 
Under tenets of the program, he printed a large number 
of the store’s standard business cards with the addition 
of a free repair offer above the store name. The card, 
thus, is lettered “This card entitled the bearer to one 
free ring cleaning when presented.” 

The cards are distributed by the bookkeeper, sales. 
people, and Besse primarily to tourists or newcomers to 
the Gulfport area. Since almost every employee of the 
store is bound to be in frequent contact with tourists jt js 
not difficult to distribute 100 cards within a day or two, 
and the amount of “redemption” has been high. 

The net purpose of the campaign is to acquaint new 
tourists arriving in the area with the modern Besse store, 
its air conditioned comfort, specialized departments for 
open-stock dinnerware, flatware and crystal, and a large 
gift shop. At the same time the customer is brought into 
direct contact with the repair department, which leads to 
profitable watch repairs and work on other jewelry. 

Costs of this promotion in relation to results have been 
surprisingly low, Besse pointed out, and he believes that 
such card distribution will “carry over’ from one season 
to another to attract tourist customers. 
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Stone of the Month 


(From page 93) 
tones. Actually, however, it applies to only the red- 
handed variety while sard and carnelian are the one- 


color varieties, their only difference being a slight 


‘ation in shade. 
ariation in s . 
; This stone was one of the earliest used by man as 


welry because of the ease with which 
+ could be worked with the crude tools of the early 
artisans. Besides its jewelry use it found wide use as 
seals by which man, unable to write, signed his docu- 
Meads and seals of carnelian have been found in 
some of the world’s oldest ruins—Ur in Mesopotamia 
and in the ruins of Cleopatra’s palace at Tripoli. It 
was well known and widely used by the Israelites who 
wore it as a symbol of patience and hope in their 
wanderings. 

The Moslems held carnelian in high esteem, calling 
it the Mecca stone after their holy city. The Prophet 
Mohammed wore a silver ring with a carnelian seal 


engraved with ancient Arabic letters. To these people | 


the stone was supposed to bring to its wearer the ful- 
fillment of his desires, also signifying peace and 


happiness. 
Other ancients believed that the stone had a cooling 











effect on the blood and because of this would still 
the angry passions. Still others credited it with giving | 


courage to the wearer and victory in all arguments | 


and discussions—except those of love. It seems they 
knew where to draw the line. 





Bridal Service Franchises Available 


National Bridal Service, Inc., a completely organized 
bridal service for retail stores, has been formed by Jerry 
Connor. Mr. Connor, who has been active in the jewelry 
held for many years, is presently offering jewelers ex- 
clusive NBS franchises in their towns. 

The primary purpose of the service is to gain for the 
jeweler the dominant position in the wedding field in his 
city. Some of the features of National Bridal Service 
include training bridal secretaries, providing a complete 
advertising, ad clipping and personal help service, gift 
wrapping suggestions, etc. 

For further details, write to National Bridal Service. 


Inc., 410 Cleaveland Bldg., Rock Island, III. 





A Bridal Window 


(From page 86) 
keep them in shape. Clusters of orange blossoms, lilies 
of the valley or other suitable wedding flowers, tied with 
white ribbons, are tacked to the background. 

A wedding bouquet is shown with a grouping of wed- 
ding and engagement rings on shallow circular elevations 
near the center of the wedding. Silver, flatware and 
hollowware, china and crystal are arranged on other 
elevations and on the window floor. A copy card should 
be included describing your bridal service and what it 
offers. A soft powder blue would be a good background 
color—blue is considered the bride’s color and it is flat- 
tering to both silver and crystal and to most china 
patterns. 


FOR JULY, 1952 





k v Perfect Marcasite 
Jewelry 


HAND SET GENUINE MARCASITES 
STERLING RHODIUM FINISH 





sheer ee Sa 


Spina 


ae 
en tw in 


C-27 





All Prices Keystone: T612, 14.00—712, 14.00—P-21, 5.00—C-2!, 29.00 
Our New 1952 Catalog 


mailed on request to rated Jewelers only. 


KIMLER & DANIEL, Inc. 


Exclusive Manufacturers of 
Marcasite Jewelry 





83 CANAL STREET NEW YORK 2, N. Y. 
Visit us at the Waldorf—New York Show—Sert Room, 
Booth S-18 

115 














DESTONED 
[0 SELL 


>104* 


WITHOUT MOVEMENT 


Our newest collection of Gold Bracelets, 
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The Diamond Industry 


(From page 90) 


attributed, in part at least, to lack of suitable rough for eas 
can cutting. The high costs in the United States permits er 
the cutting of the larger and finer grades of stones. The D.W Py 
membership enrollment at the beginning of the year was 497 
and a drive to recruit new members did not prove very oa 
cessful. Many American diamond workers are not union wuatlies 
but work on a contract basis. Non-union shops had steadier 
employment than union shops perhaps for the reason that work 
done by these shops was, as a rule, less expensive than that of 
union shops. Work in the non-union shops is seasonal and em. 
ployment varied’ between 500 and 1,000. 

In Puerto Rico employment has been fairly steady throughoy 
the year, varying from 200 to 250 workers. Now there are but 
four plants in operation and the bulk of the product is in the 
smaller sizes, finishing a third of a carat or smaller, 


BELGIUM 


The Belgian diamond industry maintained its high level of 
activity achieved in 1950, following the record post-war Jow 
period of 1949. Polished goods exported during the year increased 
72,948 carats or 17 per cent above 1950, with an increase jp 
value of £4,218,314, or 26 per cent for 1951. 

In spite of this satisfactory gain in the industry, unemploy. 
ment still remains a problem. Total registered diamond workers 
in Belgium numbered 14,267 and unemployment reached as high 
as 3,332 or 23 per cent. This is, however, an improvement over 
the previous year and much above 1949 when only a small pro. 
portion of diamond workers found employment. The continued 
shortage of rough precludes any wide expansion of the industry, 


THE NETHERLANDS 


The diamond industry in Amsterdam has undergone no appre. 
ciablé change in 1951 from its situation in 1950. In contrast to 
the situation in Belgium, where there is an oversupply of workers, 
the Dutch industry is finding difficulty in advancing diamond 
cutting to its original condition. Before the war the industry 
employed about 3,500 workers. At present 1,500 are engaged in 
diamond cutting, about 1,000 of them at full time. Most diamond 

















Keeping His Name Before the Public 





Henry Schwarzschild, of Schwarzschild Bros., jewelers, Richmond, 
Va., is one of the most community-minded businessmen in the city. 
There's very little in the way of city activity that goes on that Mr. 
Schwarzschild doesn't take an active or leading part. Here he pre- 
sents the trophy to the winner of a stock car race, a feature that 
has become an after-dark attraction in many parts of the country. 
Looking on are Dave Weinberg, right, well known ring man in the 
trade. 
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in Amsterdam are of a relatively advanced age and new 
poeta are needed. A goal of 2,500 workers has been set 
| employment in the industry. At present the influx 
ters into the industry is offset by the retirement 
Technical training is being provided for new 


apprentl 
for eventua 
of younger cut 
of older workers. 


ruts. . 
whe bulk of the diamond trade consists of small stones of the 


melee type ranging from 1/5th to 1/30th of a carat and even 
smaller. Wages make up a large percentage of the cost of these 
wall polished stones. Amsterdam is being driven out of the 
‘pusiness in the smaller grades and is now able to compete success- 
fully only in the larger melee goods. Under these circumstances 
the Amsterdam diamond industry is confined mainly to polishing 
stones of two grains or larger. Its ability to compete even in this 
teld ‘s due chiefly to the highly developed skill of its workers. 
However, before a large and important diamond industry in Am- 
sterdam can be revived, more uniform wage scales will have to be 
established in the various cutting centers. 


GERMANY 

In spite of many efforts to stifle the German diamond cutting 
‘adustry, it continues as the second largest diamond cutting center. 
According to reports as many as 6,000 workers are employed in 
the industry. The principal centers are Idar-Oberstein with more 
than 2,000 cutters, Bricken with about 1,000 and Hanau with 700. 
Other smaller centers are Krefeld, Erbach and Odenwald. About 
one-half of the workers are organized in the Industrie-Gewerkss- 
chaftmetal with a 48 hour work week. A piece work tariff prevails. 


ISRAEL 

The industry in Israel complains of lack of rough for cutting, 
and excessive governmental controls. Imports of raw material and 
export of polished diamonds are under very close government 
supervision. 

Where previously cutting of quality goods was undertaken, now 
the bulk is melee and chip cutting. The United States continues 
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to absorb about 90 per cent of the cut production, with Canada 
accepting 4 per cent. Regardless of the efforts of the industry to 
maintain itself at high levels, it is likely that it will continue to 
decline. 


ENGLAND 


The English diamond cutting industry was established in 1940 
by cutters from the Netherlands and Belgium. About five or six 
hundred cutters are employed in about ten factories. Due to a 
shortage of rough many of these were reduced to part time em- 
ployment. The specialty of the British industry is the production 
of quarter-carat and larger, and the standard is high. 

There is some dissatisfaction with wage rates but little change 
can be anticipated under present economic circumstances in 
Britain. 


SOUTH AFRICA 


The diamond cutting industry in South Africa experienced a 
good year, hampered only by a shortage of rough. There were 82 
licensed cutters working in 53 factories, and employing 615 jour- 
neymen, 200 apprentices, 113 other Europeans, and 120 non- 
Europeans. In November, 1950, the Minister of Labor decreed 
standard wages and working condition; for the industry. This 
included a 40 hour week and a minimum wage of £15 per week. 
During 1951 the average wage was £24 for workers in Johannes- 
burg, and £20 in Cape Town. The Master Diamond Cutters’ Asso- 
ciation would like to increase the number of apprentices by about 
200, or to permit immigration of skilled cutters from abroad. The 
South African Diamond Workers Union is strongly opposed to any 
expansion of the industry, but wishes to maintain the number of 
workers at the present level, to keep a ratio of one apprentice to 
three journeymen, and to have the manufacturer include th to 1 
carat stones in their buying. 

Rough supply was rationed in Kimberley and cutters received 
only 60 per cent of their requirements. Sales by the Diamond 
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Trading Company to South African cutters amounted to £8,704,- 
968. 

Polished prices on the local market were firm. At the close of 
the year quarters of good color were sold for £50 per carat, halves 
£90, three grainers £120, and white caraters £190 per carat. 


OTHER DIAMOND CUTTING CENTERS 


The diamond cutting industry in France centers in St. Cloud. 
Cutting is largely melee. The industry during 1951 was some- 
what depressed. 

In India from 300 to 500 workers are engaged in the diamond 
cutting industry, mostly in Bombay. Since diamond importation 
is prohibited the industry depends on locally mined stones and 
the recutting of “old miners.” Most of the diamond factories in 
India are family groups, but a few factories are partly modern. 
In addition to Bombay, cutting and polishing are carried out in 
Surat, Navsari, Panna, Jaipur, Trichinopoly and Madras. 

In Brazil the Federal District had 64 cutting establishments 
registered in 1951. Twenty-three of these were inactive and the 
remainder only partly active. In Bello Horizonte, there were 26 
establishments, 12 in Petropolis and 12 in the interior of the states 
of Minas Geraes and Sao Paulo. These factories depend upon local 
supply for their rough. The Presidente Eurico Gaspar Dutra dia- 
mond, a brown stone with a pink tone weighing 408 carats, was 
cut in Rio de Janeiro, yielding 36 stones, with a total weight of 
136 carats. The largest stone recovered weighed 9.60 carats. 

A few cutters are engaged in British Guiana and Venezuela and 
depend on local stones. 





Unique Installation Solves Space 
And Air Conditioning Problem 


The problem of how to air condition the jewelry store 
with package units without sacrificing needed space has 
been cleverly solved at Ray’s Jewelers, Temple, Texas. 


Ray Levy, owner of this modern central Texas Jewelry 
store, considered air conditioning an absolute “mug” in 
a climate where a record of 105 degrees for thirty days 
in a row was established. However, the cost of a remote 
system was prohibitive and no basement space was ayail. 
able. Package units, he decided, was the answer, because 
of their compactness and “on-the-spot” cooling capacity. 

However, there was no space available for setting them 
up on the floor in the already overcrowded jewelry store 
and Levy knew that it would be impractical to remove 
a wall case, a counter case, or to make significant archj. 
tectural changes, in order to permit air conditioning jp. 
stallation. 

After a thorough study of the situation, the Texas 
jeweler hit upon the ideal solution in the form of a broad 
wall section, between rows of windows on the north side 
of the store. This blank wall space had been thought to 
conceal a heavy post supporting the ceiling and upper 
floors of the building. Levy had an artisan tap into the 
wall, and it was found that only a single metal post was 
actually in use for support, and that by cutting out a 
large enough niche to accommodate a 5-ton package cool- 
ing unit, the entire problem could be solved. 

The result was a “hollowing out” of the blank wall be. 
tween the windows and insertion of a 5-ton Chrysler Air. 
Temp package air conditioning unit, only 20 inches thick, 
which fitted neatly into the space, flush with the wall, 
and with the back of the unit pressed hard against the 
supporting pillar. Done over in the same color scheme 
as the jewelry-store walls, and neatly furred into the wall 
itself, the air conditioning unit is inconspicuous. A re. 
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ane! at the bottom provides access for equip- 
r at the front, instead of the rear, and thus 
1 comfort is assured customers without a 


movable Ps 
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Jenty of coo ' ne 

‘cabinet getting in the way. | | 
Or asi 5-ton Chrysler Air-Temp unit was installed 


., the office. The combination of the two, with 10 tons 
r cooling capacity, keeps the store at a comfortable 80 
degrees through the worst of summer temperatures. 


Promotion Pioneering 


(From page 81) 

incorporated all the tricks of effective lighting and pleas- 
ing surroundings. There are no dead spots in Shaw’s. 
Every display, every item from the smallest ring to the 
luggage and giftware is filled with sparkle, and yet there 
is no glare in the eyes and no visible bright light. This 
was made possible by careful planning of strategic light- 
ing. A dropped, symmetrically-shaped ceiling panel allows 
for indirect neon cove lighting for general illumination, 
and groups of spotlghts in the ceiling highlight every dis- 
play in the store without allowing stray light to bother 
the customers. All woodwork is imported Philippine 
mahogany in a soft, grey finish and ceilings are of neu- 
tral blue acoustical cork. Soft music is piped in at inter- 
vals throughout the day. The atmosphere is quiet and 
at the same time exciting in the way only a jewelry 
store can be, and every item gets its chance to sell itself 
as the customer looks into the showcases, waiting to ask 
a clerk about the “special”? which brought him to the store 
after seeing it in the four-color ad. 

In the silverware department, where presumably the 
customer wants to meditate over the various patterns, 
long tables are provided where styles can be compared 
while the customers are seated in comfortable chairs. 
A blond dining room table is fully set with dishes and 
silverware so the customer can see how a pattern looks 
in its proper place. This table also is handy for buyers 
of dinnerware or other silver sets. Sales ladies encourage 
customers to take their time in making selections, and 
there is one important point to their salesmanship: They 
do not take the attitude of trying to sell the customer 
silverware; their attitude is one of helping the customer 
select which pattern she wants. That slight change of 
direction is effective for customers who like to keep put- 
ting it off. 

There are other examples of Shaw’s pioneer-type sales- 
manship. For instance, how many jewelry stores serve 
coffee to their customers? That, of course, is not a 
regular practice, but it went over big in promoting a 
gleaming electric coffee maker among in-store customers 
with no outside advertising. And how many jewelry 
stores have a telephone operator on duty Sunday to take 
orders on items advertised in the Sunday papers? And 
how many offer free delivery anywhere in the state? In 
Texas that’s quite an offer. 

Shaw’s, once part of a chain, is the only store retained 
by Joseph Shaw, Dallas, after selling the rest. 

Serota thinks the Shaw success is partially due to the 
policy of free credit with neither interest nor carrying 
charge, and he considers that a natural policy for the 
company that established the first credit jewelry store 
in the southwest, 37 years ago. The spirit of staying 
ahead started then. 


FOR JULY, 1952 










Res g ) 


F. WH 


50 ALEPPO 
<~ 





¥ oreves Fidelis Rosaries, There 
Are No Finer Beads! To pro- 
duce the Finest rosaries, it takes 
the touch of the Artisan, and 
Fidelis has accepted this respon- 
sibility. To present the upmost 
in excellent quality rosaries to 
your customer ... Stock 





ROSARIES ™ 
W hen you carry the Fidelis line 


you can sell with the assurance 
that you’re selling the best. 
Fidelis Rosaries possess a per- 
manent appeal, speaking the 
language, and answering the 
demands of the most discrimi- 
nating buyer. 


Fidelis offers you absoluiely 
the finest rosary ever presented 
to the Jewelry field. F. Whitaker 
Co. also produces DEVO ROS. 
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popular price. Write to have one 
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in paper... 
it’s SAFER! 


Absurd? No, there is a piece of paper that 
gives you more protection than a‘‘burglar- 
proof’ safe—the St. Paul Companies’ 
JEWELERS’ BLOCK POLIC Y—the 
most inclusive jewelers’ insurance protec- 
tion available. 


The St. Paul Companies have pioneered this 
broader coverage which gives you more 
protection. Your St. Paul Companies’ 
JEWELERS’ BLOCK POLICY is indi- 
vidually written and tailor-made for your 
particular operation. 


Why worry about several policies for lim- 
ited amounts? Get the most inclusive 
protection all in ONE—the St. Paul Com- 
panies’ JEWELERS’ BLOCK POLICY. 


SEE YOUR ST. PAUL AGENT OR BROKER 


St. Paul Fire and fw 
Marine Insurance s 4 
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EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
96 John St. 111 W. Fifth St. Mil!s Building 


New York 38, W. Y. St. Paul 2, Minn. San Francisco 6 
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Merchandising 


(From page 77) 


I believe, first, that volume depends upon reputation— 
upon the prestige and confidence you enjoy among the 
people of your community. 

And how do you rate in your community? What have 
you done to build a good reputation? The people know 
that you sell jewelry, but do they know you also gl 
certain intangibles—a guarantee of quality, a thorough 
knowledge of your products, efficient service, excellen 
repair facilities? 

Do they know that a cut-rate bargain is actually not g 
bargain because these intangibles aren’t included jn q 
cut-rate sale? Do they realize that a fine watch, pur: 
chased from a store that does not specialize in watches, 
can never give its owner the same satisfaction as one pur- 
chased from a jeweler? 


REPUTATION IS FOUNDATION OF BUSINESS 


A good reputation does not accrue by merely wishing 
for it. Prestige and confidence grow from the little things 
that make a big impression—things like a neat and attrac. 
tive store, courteous and helpful service, a strong and 
highly evident sense of fairness in dealing with customers, 
advertising that bespeaks quality and helpfulness and an 
understanding of what motivates people to buy. 

Nor does a good reputation develop overnight. It 
grows slowly, often painfully, as do all things that are 
worthwhile. But once it is built, it is strong and enduring, 
and it will be the foundation for your business. 

Now—what goes on top of that foundation? What is 
the next requisite for volume business? 

I can answer that question in one word—salesmanship! 

Perhaps you think that aggressive, hard-hitting sales- 
manship is outmoded (a lot of people seem to think so, 
nowadays). Perhaps you associate salesmanship with 
the flashy and fast-talking pitchman of fifty years ago— 
the man who wore a bowler hat and a waxed moustache, 
and who high-pressured his hapless victims into buying 
his product whether they needed it or not. 





Store Promotion Ties-In with Life 


— 








Henry Stohlton, enterprising San Francisco jeweler, recently keyed 

his entire store to a promotion of nationally known merchandise os 

advertised in Life magazine. This unique window display attracted 
a good deal of attention. 
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Perhaps you think that today, now that salesmanship 
has become a ‘profession,’ that there’s an unwritten law 
that prevents you from indulging in selling methods that 
make a lot of noise and arouse excitement. 

| think a lot of us are inclined that way, and if so, 
we are dead wrong. Salesmanship today has become 
more intelligent in its appeal to the consumer’s pocket- 
hook, and it has become more subtle in its methods. 
“But let's never forget that selling still involves salesman- 
ship and that we aren't going to sell any diamonds or 
fatware or watches unless we arouse the customer’s 
interest, unless we create the desire, unless we know how 
to close the sale! 

| would like to tell you about one instance of modern 
salesmanship in the jewelry field—a case that is particu- 
larly interesting to me because Elgin played an important 
part in it. 

This is the story of Green Bay, a city of 50,000 located 
in the east-central section of Wisconsin. It is the story 
of a phenomenal promotion campaign to sell watches— 
Elgin “Banner Buy” watches, specifically, during the 
normal dull selling months of February and March, 1951. 

These Green Bay Jewelers, men who had operated 
previously on the principle of competitive selling, found 
themselves joining hands to help each other, and each 
thereby helped himself. With Elgin “Banner Buys” 
as their rallying point, these jewelers met in a group 
to plan a campaign to make Green Bay conscious of its 
jewelers. Each of them advertised heavily in the Green 
Bay newspaper and over the Green Bay radio station. 


They sent out thousands of pieces of direct mail mate- 
rial. They arranged elaborate window displays in their 
individual stores and they cooperated to place additional 
displays in banks and other public buildings. 

This campaign lasted six weeks, and when it was over 
these jewelers reported an average of more than 100 per 
cent more sales on Elgin watches than during the corre- 
sponding period a year earlier. 

Even more impressive, in practically all the partici- 
pating stores there were accompanying gains in sales of 
other items—diamonds, silverware, costume jewelry, etc. 

Nor was this cooperation confined to stores in the 
jewelry business. One jeweler provided watches to be 
worn by the ladies who modeled clothes in a fashion 
show sponsored by his neighboring apparel shop. Each 
time a model paraded in front of the audience her gown 
was described, and so was her watch—a’ diamond num- 
ber for an evening dress, or a sports watch for a day- 
time ensemble. The very next day, one of the ladies who 
had attended the fashion show dropped in and bought 
a particular watch that had taken her fancy! 

That, gentlemen, is modern, realistic salesmanship and 
it is being repeated by the Green Bay jewelers right now. 

It is ingenious salesmanship, and I cannot stress too 
much that this is a time when we must be ingenious, 
when we must reexamine our traditional selling methods 
in the light of our new competition and in the light of 
new buying habits. 

Take, for example, the case of the house-to-house 
canvasser who comes into your community selling flat- 
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SOMETHING (new) FOR THE GIRLS.. 


Church presents a refreshingly styled new 10 Kt. yellow gold ring designed 


especially for young ladies. 


This ring is available in a complete birthstone assortment tray set with genuine and 


synthetic stones and cultured pearls. 


Remember, Church jewelry offers the extra sales potential and bonus appeal 


of quality craftsmanship. 
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ware. | was told recentiy of one community—a city 
with four good jeweiry stores—where a canvassing crew 
spent a week in the town and during that period sold 
more flatware than all four jewelry stores had sold during 
the past two years. Furthermore, all that flatware was 
sold at the manufacturer’s suggested retail prices! 


Do you feel that business was taken away from the 
retail jeweler—or did that canvassing crew create busi- 
ness and leave behind many more presold prospects for 
the jewelers to work on? Did these strangers without 
the benefit of established local confidence do anything 
the local jewelers couldn't have done if they worked 
with similar aggressiveness ? 


BUYING HABITS ARE CHANGING 


It means, simply, that an outside organization has 
placed its finger on the pulse of the community more 
accurately than we, who have lived in the community 
all our lives. It means we haven’t awakened to the fact 
that buying habits are changing—that the modern house- 
wife, busy with her children and her housework and 
her social and charitable affairs, actually appreciates an 
opportunity to do her buying in her own home and at 
a time of her own choice. 


The mail order houses aren’t complaining about their 
business. And they don’t depend on trade-ins! 


Are the established retail merchants of America going 
to continue waiting for customers to come to them, or 
are they going to take a tip from the door-to-door can- 
vasser and start going to the customers? 


Still another challenge is presented in the changing 
hours of retail shopping. Survey after survey points to 
the fact that modern Americans want to shop in the 
evening instead of during the daytime—in the evenino 
when they can look at merchandise leisurely, and when 
Mother and Dad can go together and make their de. 
cisions. 

The mere fact that your local stores have traditionally 
served the community one evening a week doesn’t neces. 
sarily mean one evening is enough. Today’s policy may 
be wrong, and I suggest that you are in as good a posi- 
tion as anyone else in town to urge that your busines 
men’s association survey this problem. 

The point I want to stress, gentlemen, is that We, as 
business men, cannot afford to follow our traditional 
merchandising practices in an era of drastic change! 
America is undergoing a revolution in merchandising 
methods—new outlets, new hours, new approaches to 
the consumer. This revolution demands that we change, 
also because we have no alternative if we are to remain 
in business. 

Not the least of these changes must be in our attitude 
toward the customer, in our understanding and applica. 
tion of sound techniques of selling. As seasoned store 
administrators, as men who have devoted your lives to 
courteous and helpful treatment of the customer who 
walks into your store, it may come as a shock to you to 
hear that the efficiency of retail sales people is today 
rated about 30 per cent under the acceptable level. You 
have a hole in your cash register through which 30 per 
cent of your prospective sales are leaking. 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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The plan for building an outstanding store 
reputation is a simple one. It calls for the featur- 
ing of outstanding, out-of-the-ordinary merchandise. 
i You meet these specifications perfectly with Herschede 
im Chiming Floor Clocks. Impressive in aristocratic 
/ beauty and elegance; true to the finest 
traditions in chimes and styling; always associated 

with fine homes; never found in “run-of-mine” 
stores; these masterpieces of craftsmanship strongly 

emphasize the superior character of the store 

in which they are displayed and sold. 
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No. 276 
(illustrated) 
presents the elegance 
of Georgian styling. 


Honduras Mahogany 
case with satinwood 
trimming is 78” high. 


Either Westminster or 
Westminster, 
Canterbury and 
Whittington Chimes. 


Write for catalog 
showing all 
distinguished 
models. 





= 





_ 
7 


—_ 





Ss =: 
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on Tubular Bells 
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It may surprise you to learn that millions of dollars 
are being lost at the point of sale each year by mis- 
handling of customers. Sometimes it is lack of interest 
on the part of the clerk, sometimes lack of product 
knowledge, sometimes a failure to trade up. But whatever 
ihe cause, it boils down to a matter of training personnel, 
and I question whether any more important job faces us 
right nOWe 
- Here, we believe, is where the manufacturer should 
step in. And that is why, last year, with the help of 
representative jewelers like yourself, my own company 
developed a simple and effective Retail Sales Training 
Program, available without charge to all our customers. 

It has produced phenomenal results for those who have 
ysed it. In store after store we have sampled clerk 
eficiency before and after they take the training pro- 
gram, and we have found beyond question that it suc- 
ceeds. Invariably there is a marked pickup in clerk 
eficiency in handling customers, and a resultant pickup 
in sales volume. 

Yes, we must be salesmen, and we should be proud 
to be salesmen. We are in this business to earn a living, 
that is true, but also because we have chosen salesman- 
ship for the sheer enjoyment of it. We are‘not content 
just to do a routine. run-of-the-mill job, because a great 
part of our enjoyment comes from the sense of accom- 
plishment we achieve in doing that which is new and 
unique—that which makes people sit up and take notice 
-_that which makes people want to buy. 





Matching Diamond Ensemble Featured 
In Newspaper Ad 








A striking newspaper ad emphasizing fashion coordina- | 


tion in diamond jewelry was used recently by Granat 
Bros., San Francisco. 
Copy read, “For the first time one single design theme 





GRANAT BROS are proud to introduce an 
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harmonizes your diamond engagement ring, diamond 
wedding ring and diamond watch into a vision of un- 
excelled elegance. Completely new and different, this 
lahion original is destined to capture the hearts of 
modern women who seek the ultimate in their wardrobe 
-.. and in their jewelry.” 

_ Featured was a “Lily of the Valley” ensemble which 
included engagement and wedding rings and a 19-jewel 
watch priced at $350. | 
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LEADERS 


in the World of Sport, 


Science and Industry 


Rely on RACINE for 
the Best in TIMERS 


Write for the Latest 


RACINE CATALOG 


Featuring Timers and 


Chronographs for Every 


Sport and Technical Use 


- 


x 


* GUINAND TIMERS 
A GALLET TIMERS 
x GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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Tableware Displays 


(From page 84) 


ments for each of these lines of merchandise, coordinated 
displays should be featured in each department. In the 
smaller store, if space is at a premium, the three kinds of 
merchandise may be shown together rather than in sepa- 
rate cases. If there are any spaces for feature spot dis- 
plays in the store—(and there should be!) these should 
show coordinated groupings. 

The accompanying sketches illustrate a number of ways 
that such merchandise groupings can be made inside the 
store. Sketch A indicates a wall case arrangement with a 
projecting shelf beneath for the arrangement of place 
settings. China plates in graduated sizes are shown on 
the shelves of the case with appropriate stemware while 
silver flatware patterns are displayed on upright plaques. 
Place settings may be arranged on display on linen doilies 
on the projecting shelf or this shelf may be reserved for 
use as a spot where the customer herself may arrange 
groupings to suit her own fancy, helping her in making 
her selection of patterns. 

This idea of customer-participation, like radio and TV 
audience participation is sound selling technique. Once 
the customer herself selects and arranges a harmonizing 
grouping of patterns to suit herself, she is going to find 
it hard not to purchase the whole set-up in whatever quan- 
tity she needs for her entertaining. A clever sales person 
can, of course, help matters along with tactful sugges- 
tions and comments. 








Glass-top counter display cases are an excellent loca- 
tion for place setting arrangements. Sketch B shows such 
a set-up. The case should be deep enough for showing 
stemware upright, but if not, the giasses can be shown 
slightly tipped. A small wooden stand with a semi-i. 
cular cut-out (sketched next to the case) will support 
the bowl of the goblet or wine glass and allow it to }, 
shown at a slight angle. The floor of the case may be 
covered with fabric stretched smooth or place settings 
may be placed on doilies. If fabric is used, a dull linen. 
like texture or a ribbed bengaline or a taffeta js sug. 
gested. Color should be selected to pick up tones in the 
china patterns or serve as a contrasting background fo, 
them. Different colored linen doilies might be used with 
different patterns. 

Sketch C shows what may be done in a large showcase. 
Circular plaques against the background wall of the case 
display three pieces each of nine flatware patterns. Silyer 
may be wired on the plaques or clips may be used to hold 
them. China with harmonizing crystal patterns are shown 
on semi-circular elevations and on the floor of the case. 
One place setting is shown center front. Ribbon streamers 
connecting each of the three vertical sets of plaques and 
extending té one of the china and crystal groupings may 
be used to indicate harmonious pattern groupings. Small 
cards might be lettered to indicate three different design 
periods or motifs—Colonial, Traditional and Modern or 
whatever periods your patterns suggest. The ribbons or 
tapes could be extended to the ceiling and used as hangers 
to hold the plaques in place if the background does not 
permit tacking each one individually. All the flatware 




















IF YOU HAVE THE ABILITY TO EARN 
$25,000.00 A YEAR AS A JEWELRY 
SALESMAN, HERE IS YOUR OPPORTUNITY 





We have our own following in the Southern Territory. However, you 
must have your own following as well to represent one of the most out- 


standing Nationally Advertised Diamond Ring Lines in the United States. 
You may start to travel August 1, 1952. 
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may be covered in the same fabric—which 
should be repeated for the flooring of the case—or dif- 
i rent colors might be used for a gayer effect. If silver 
a china patterns are predominantly classic and simple, 
"soe color would probably be preferable. For earthen- 
ware and pottery shown with plated flatware, the more 
colorful effect would be appropriate. | | 
Showing tableware in groupings according to period 
- designs is a sound display method since many people 
think of their dining room furnishings as being of some 
articular period and want table accessories to harmon- 
“e. Sketch D suggests an arrangement for a conventional 
three shelf case. If you have several such cases, different 
period groupings can be shown in each. If only one case 
can be spared for such a showing—change it frequently 
from one period to another. Two china and crystal pat- 
terns are shown with an assortment of flatware pieces on 
a plaque. A scroll-shaped card identifies the designs. 
Colonial, Provincial, Jacobean, Renaissance, Queen Anne, 
Informal Modern and Formal Modern are some of the 
periods which might be used. Since many modern silver- 
ware patterns, especially in plated ware, are not authentic 
period designs, it may not be possible to be exact in your 
pattern selection, but choose those which will be in clos- 
est harmony with such furniture. 

Sketches E and F indicate arrangements for small cases 
or shadow boxes which might be spot displays in another 
part of the store. One pattern each of china, crystal and 
flatware is shown in Sketch E with a fabric drapery which 
should repeat the colors and somewhat the motif of the 
china pattern. A small card gives pattern names. Flow- 


laques 


ered chintz with a flowered china pattern, drapery damask 
with a formal pattern, striped satin with a modern pat- 
tern are a few suggestions. 

In Sketch F, the lower section of the case is used for a 
slanting plaque on which a place setting is shown. The 
shelf above holds odd pieces in matching patterns. The 
slanting plaque permits the place setting to be seen more 
readily in the wall case than if it were flat. It may be 
necessary to anchor some of the pieces in place, espe- 
cially the stemware. but this can easily be done with 
loops of fine wire. 





Stainless Steel Has Limitations! 


Even the finest of stainless steel has its limitations, 
one manufacturer is informing its dealers. In fact, the 
firm states that “stainless” is not the proper name for this 
steel for it conveys too strong a claim. It would be more 
accurate to refer to it as “stain resisting.” After all, 
there is no steel made today that is absolutely stainless. 

“Like china, glass, fine linens or oriental rugs,” the 
manufacturer states, “steel knife blades should be kept 
clean. . . . Common table salt, moist or in combination 
with vinegar, mustard, or mayonnaise, if allowed to re- 
main on a stainless steel blade for a period of time 
will stain or corrode this steel.” 

Every customer should know the truth about stain- 
less steel: it is a fine metal but it is not foolproof; it 
resists stain better than any other steel made; and “stain- 
less steel,” for all its fine qualities, will stain, pit, or 
corrode if not given proper care. 








——-_ 








1S A FACT! 


More Masons have Birthdays 


in August! 


Are YOU Prepared For This 
Profitable Birthday Business? 


Yes, it’s true . More Masons celebrate birth- 
day: in August than in any other month of the 
year. And if you’re wise, you'll check your 
stock of Wefferling Berry Masonic Jewelry 
right now to be sure you get your share of this 
bonus birthday business. 


Buttons illustrated are available in white or 
yellow gold set with fine diamonds. 
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Gemology 


(From page 102) 


shortly before the Japanese pearls came on the market. 
At first the natural pearls dropped enormously, to climb 
back later to a fraction of their old selling price. but 
still far from their peak. Today, with a relative aby. 
dance of cultivated pearls on the market, it seems yp. 
likely that oriental pearls will ever climb back to thei; 
highest figure. On the other hand, the jeweler shoul] 
examine his culture pearl merchandise carefully. Dy. 
ing the war few oysters were raised and stocks were re. 
duced because there were no customers. With ideally 
a three-year delay before the oysters are old enough to 
accept the nuclei without dying, and at least three year: 
of growth required for an adequate layer of nacre, many 
of the cultivated pearls that have been on the market 
since the war have either been raised in over-young 
oysters, or were in for an inadequate time. As time 
goes on we are sure to see more of the better strands 
returning to the market. Some recent “culture pearls” 
seem to have been in for six months and look more like 
| mother-of-pearl beads. 

In Japan the oyster that is used for pearls is rather 
. small and incapable of producing very large pearls, either 
| | naturally or under stimulation. A few years before the 
: war the industry was extended to other Pacific Islands 
populated by larger species of Margaritifera. As a result 
some larger culture pearls were produced which were 
characterized by the appearance of a Pacific Island pearl 
in place of the usual Japanese type. There are probably 
rn, a pers l no new postwar culture pearls of this type on the market 

eho tecuings: «CL i. now. Many of the Japanese culture pearls are lightly 

: — } : | tinted pink or blue, apparently by simply dipping them 
in an appropriate coloring matter. Dr. Alexander re- 
ported on these pearls that the dye seems to follow around 
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BENNINGTON, with : Calendars and Watches—A Timely 


Westminster Chimes 


retails for $525 ? Window Display Idea 











plus tax. | 
| ~~ Dodd Jewelers, Cincinnati, Ohio, recently devoted an 
| | entire window display to Benrus Calendar watches. The 
“Write for catalog 
oe oe é showing all i - : . ; | 
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The R-913, beautifully styled and 
with Westminster Chimes, retails gh 
ior $47 plus tax. an the’ West Coa _ 
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_ eye-arresting display, designed by Francis Romaine, 


——a cleverly combined calendars and watches. The display 
Yao Yelechron CHotored | resulted in an immediate increase in Benrus Calendar 


| watch sales. 








126 THE JEWELERS’ CIRCULAR-KEYSTONE 








Myers 





the pearl along the contact with the nucleus. The slight 
int, usually pink, adds a little color to the otherwise 
rather white pearls. 

Pearls are rather standardized in price and follow a 
regular formula. Round pearls are the average pearls, 
and the formula is calculated for them. The price of 
buttons and pear shapes is less than the price of the 
round ones. Pearls are sold by the grain, four grains 
equal one carat. The price is calculated by a mathe- 
matical formula depending upon the weight of the string 
and the number of pearls, multiplied by a base price. 
The base price varies according to the shape and quality 
of the pearls. Since fine pearls can be fairly well stand- 
ardized, it is easier to arrive at a definite price. 

There are many fancy shapes, known as baroque pearls 
which find a use in special pieces of jewelry. The long 
ones which form near the hinge are known as “hinge” 
pearls. Baroque pearls were particularly abundant during 
the days of important fresh-water fishing but seem to be 
less common in the wild pearls of the salt water. Small 
pearls are known as seed pearls, still smaller and useless 
ones are known as dust pearls. 

In conclusion, mention should be made of the common 
and widely sold imitation pearls made by coating some 
sort of a bead base, beads of glass or alabaster, with a 
layer of a material made from fish scales called “essence 
d’orient.” Processes vary and claims are made that beads 
that have been repeatedly dipped in thinner solution are 
more realistic than those resulting from a simple dipping. 
Space does not permit us to go into the entire imitation 
pearl industry. so it will not be attempted here. All look 





like pearls from a distance. but none would fool an. 
expert for long. The luster is, of course, very different, 
and at the drill hole one can see an upturned collar of the 
soft essence which reveals the character of the bead. 

The distinction between culture pearls and wild pearls 
is much more difficult and can be achieved with certainty 
only with X-rays. An old instrument, called an “endo- 
scope” developed from suggestions by Prof. Michel of 
Vienna, reflected a beam of light around each of the 
concentric rings of the real pearl as it went in and out 
giving a flash of light as it crossed both ends of a 
single layer on the drill hole, under constant scrutiny of 
a microscope. Culture pearls, with their core of straight 
parallel strata, naturally curved no beam of light around 
concentric layers near the center. The failure to observe 
a light flash as the same layer was intercepted was a 
satisfactory test of culture pearl. 

The fluorescence of culture pearls, a phenomenon that 
we noted as characteristic of Premier diamonds, is 
marked, and separates them from wild pearls. Its explana- 
tion lies in the fact that the nuclei of culture pearls are 
cut from fluorescent shells of fresh water mussels (which 
have thicker shells). It can be observed when pearls are 
placed in the beam of an X-ray machine. The bright 
yellowish fluorescence of the central nucleus shows 
through the cultured coating, in contrast to the negligible 
fluorescence of whole salt water pearls. However, this 
test is not considered entirely safe, since. in time, the 
nucleus may lose its fluorescence. An actual X-ray photo- 
graph which shows the arrangement of the micro-crystals 
on film is the only practical test. 
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by ROBERT LATIMER 


The ‘House Beautiful Shop’ satisfies the merchandise needs of all customers and not brides alone. 


Home Fashion Slant 
Appeals to Wider Market for Table Top Ware: 


Tue development of some unusual twists 
on traditional “merchandising to brides” has resulted in 
increased sales for the past three years to Golding’s, 
jewelers of Temple, Texas. 

A substantial jewelry store in a conservative central 
Texas community of 25,000, Golding’s has discovered 
that it can register the pattern selections of more brides 
and attract many more wedding gift purchasers by 
merely taking emphasis off of the word “bride.” Thus, 
customers entering this smart downtown store do not find 
find the usual “Bride’s Room” or “Bridal Shop.”  In- 
stead, at the right-rear of the store, where it gets full at- 
tention from both the sidewalk and from the store en- 
trance, is an eye-appealing “House Beautiful Shop.” 

‘The theory which we acted upon was that labeling a 
display as being for brides only automatically excludes 
other types of customers,” A. S. Golding, son of the 
founder, pointed out. “Likewise, confining a display 
room entirely to the bridal market certainly limits the 
inventory whch can be displayed in it. We felt that 
every square foot of our store space is valuable to us and 
that if we narrowed down a sizeable portion of the store 
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to prospective brides only, we were defeating a large part 
of our merchandising purpose. 
“Therefore, we were determined to change what had 
(Please turn to page 141) 





Pattern selections of brides-to-be are displayed regularly 
on the above table, which is located near the store entrance. 
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pariod oly. ! 
New White Orchid Chest 


Complete with 52-pc. Service for 8 
Consumer Price $77.50 — 









wa This glamourous new chest is an ex. 
traordinary value—that’s why wecan_ | 
© offer it to you and to your customers | 


for a limited time only! Its flowing | 





lining which combines sapphire blue 












treasure to own! The chest is — 


Pee ree 
Sse 





“i 7 >d on molded scratchproof 





syolden bronze color. 








eames 


52 PIECES INCLUDE: 


16 teaspoons 8 forks 1 butter knife 
8 soup spoons 8 salad forks 1 sugar spoon 
8 knives 2 serving spoons cee ae iar 
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LD pful 
§ pestle ff White Orchid’ 


COFFEE SPOONS 


$1.49 
Reg. price $3.10 



















- | To introduce the new Community 
| | pattern to your customers, offer them F 
; | this attractively boxed gift set. The : 
. spoons are useful in many ways—for 


| nuts, relishes, jelly, as well as coffee! 





FREE! This colorful display card, which 
holds a boxed set of spoons, is included ( 


with each assortment of 12 boxes (4 
dozen spoons). 





Assortment Nc. 9004—4 dozen White Or- 
chid Coffee Spoons and Display. Dealer's 
Net Cost $10.73. 




















Carefully designed tomatch the beau- every time you sell a set of White 


tiful new Community* pattern, these Orchid and as thank-you and house- 

handsome shakers are an item every warming gifts as well as for weddings, Assortment No. 706—4 pairs White 
. : - ae : . Orchid Salt and Pepper Shakers with 

woman will want! Suggest them anniversaries, and other occasions. Display. 
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WINDOW DISPLAY 


Perfect centerpiece fora trafhie-stopping 









window featuring the new White Orchid* pattern! 





A beautiful, permanent orchid flower and fabric- — This display, including the 3 pieces of White Or- 


covered plaques holding 3 pieces of the. new chid, is yours without charge when you send yout — 
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by 
J. F. HAPGOOD 


More than 80 silver patterns are continuously shown in this impressive 30 foot wall case display. 


Silver on Parade for Every Customer 


Moone silver sales was the object of E. J. 
Beaulieu when he moved his silver department to the first 
floor of Springer’s Jewelers, at 580 Congress Street, 
Portland, Maine. 

Figures have proved he had the right idea, for although 
his books showed an increase steadily on silver in his 
31 years at this location, eye appeal, customer availa- 
bility and attractive display add up to 100 per cent of his 
customers being potential silver buyers. This contrasts 
very favorably with his previous potential, because 
through observation Beaulieu and his staff noted that 
not more than 75 per cent of his customers took the 
trouble or time to take the elevator to the third floor. 
The jewelry and watch repair department, formerly 
located at the rear of the store. now occupy the third 
floor, which is also used for surplus stock and Beaulieu’s 
private office. 

He feels the power of suggestion is good, and has 
arranged his displays accordingly. Regardless of what 
article the customer enters the store for, he finds silver 
projected into his thought subconsciously. Immediately 
upon entering the store, the customer’s eye is drawn io 
the 30-foot wall case for hollowware. More than 80 pat- 
terns of silver, including practically all the nationally- 
advertised lines in sterling as well as a comprehensive 
assortment of hollowware, sparkle against a background 
of soft blue fabric. 

At the rear of the store. drawing the customers the 
entire length of the floor, is a most attractive set-down 
display table, perfectly appointed with china and silver. 
In the background, attractively displayed against a dusty 
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‘Hostess Corner’ might well serve as a name for this attractive 
corner of Springer's Jewelers’ silverware and chinaware section. 


rose fabric, flatware sparkles, and to the right, beautiful 
china adds a touch of color. This attractive 18 foot by 
18 foot corner cannot fail to attract the home maker, 
the hostess, or the woman looking for gifts. A comfort- 
able lounge offers comiort to the customer in viewing the 
large variety of silverware on display. 

Beaulieu has also re-styled his windows. Always attrac- 
tive, he has made them more advantageous by installing 
seven removable partitions. These seven partitions, hung 
with velvet, allow him to have seven completely separate 
displays at one time, or to make two large displays, 
depending on the type and size of article. 
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ADMIRATION PRODUCTS CORP. 
23 West 23rd Street, New York 10, N. Y. 


Telephone: ORegon 5-3232 


Wholesale Distributors of Oneida Silver 
Clocks—Giftwares—Appliances 





*Trade-marks of Oneida Ltd. 


: 
EBe among the first to 


ODE 








- rn éx Gordon s.. 


Wholesale Distributors 


of 
Fifty Famous Lines 


712-714 Sansom Street, Philadelphia 6, Pa. 


6. Beckon be. 


P. O. BOX I 


CHICAGO 90, ILL. 


Telephone State 2-0664 





I. ALBERTS’ SONS INC. 


373 Washington Street 
BOSTON 8, MASS. 


Wholesale Jewelers Since 1898 


1.6. Beckon b0 


RAILWAY EXCHANGE BLDG. 


DENVER 2, COLO. 


Telephone Keystone 5264 





BENJ. ALLEN & CO., Inc. 


10 South Wabash Avenue, Chicago 3, III. 


IV holesale Jewelers and 


Importers of Diamonds 


—— 








WHITE ORCHID is tops! 


and so is our 


COMMUNITY SERVICE 
Tie In For Profit With 


BALDWIN-MILLER CO. 


INDIANAPOLIS, INDIANA 


——‘( sD 
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feature the new pattern 





BIGGARD & COMPANY 


800 Penn Avenue, Pittsburgh 22, Penna. 
Established 1883 


D':TRIBUTORS OF NATIONALLY ADVERTISED JEWELRY 
-— DIAMONDS — WATCHES — SILVERWARE — CLOCKS 
—ELECTRICAL APPLIANCES 





tt. Becken bo 


MICHIGAN BLDG. 
DETROIT 26, MICH. 


Telephone Woodward 1-5566 


The BLUSTEIN Co. 


Eugene Sobel Harold Sobel 


318 9th St., N. W. Washington, D. C. 


From an oyster fork to a set—We have 
"White Orchid" for immediate delivery 








4.6. Becken G0 


STAHLMAN BLDG. 
NASHVILLE, TENN. 


Telephone Nashville 5-098] 


Woas Ses Ltd 


Formerly Boas Hatowski & Sons 


WHOLESALE JEWELERS - + WATCH IMPORTERS 
55 East Washington Street, Chicago 2, Ill. 


Specialized Distributors of Silverware for over 50 years 





Jos.B. Bechtel & Co. Inc. 


729 Sansom Street, Philadelphia 6, Pa. 


WHOLESALE JEWELERS 


ADOLPH BRAUDE COMPANY 


Wholesale Distributors @ Established 1919 


29 EAST MADISON STREET e@ HEYWORTH BUILDING 
CHICAGO 2, ILLINOIS 
DEarborn 2-6900 





CO —— 
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EMIL BRAUDE & SONS 


2938 SOUTH WABASH AVENUE 
CHICAGO 5, ILL. 


Wholesale Distributors for 58 Years 


*Trade-marks of Oneida Ltd. 


EBe among the first to 


ORDER 








J.P. BYRNE & SONS COMPANY 


1441 Welton St. 
DENVER 2, COLO. 


14th & Farnam Sts. 
OMAHA 2. NEB. 





THE A. H. FICKEN COMPANY 


850 Euclid Avenue, Cleveland 14, Ohio 


Call Ficken for Community 





S.H. CLAUSIN & COMPANY, Inc. 


Spokane - Minneapolis - Salt Lake City 


The Northwest’s Leading Distributor 


The Gerwe Brown Company 
Southland Life Bldg. 


Dallas |, Texas 


817 Main Street 
Cincinnati 2, Ohio 


WHOLESALERS FOR SIXTY YEARS 





Edwards & Company, Inc. 


1115 Walnut Street, Kansas City, Mo. 


Wholesale Distributors 





The Gorenflo Company 


1940 EAST JEFFERSON AVENUE 
DETROIT 7, MICH. 


THE HOUSE OF SERVICE 


a 
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feature the new pattern 





B.M. HAMMOND COMPANY Inc. 


lV | 111 West Commerce Street, San Antonio 5, Texas 
1 ¥ JEWELRY - DIAMONDS - SILVERWARE 
Watch Materials and Tools 


GRAFNER BROS. HEYNE & GROVES Inc. 
408 Madison Avenue, Toledo 4, Ohio 


818 LIBERTY AVENUE, PITTSBURGH 22, PENNA. 
WHOLESALE DISTRIBUTORS 








Prompt Service Assured 
Telephone: MAin 4129 


from our complete stock of Community's 


New Pattern White Orchid 
H. O. HURLBURT & SONS 
WHOLESALE JEWELERS 


817 CHESTNUT STREET PHILADELPHIA 7, PA. 


Established 1814 





400 METROPOLITAN BUILDING 
315 WEST FIFTH STREET LOS ANGELES 13, CALIF. 

AUTHORIZED DISTRIBUTORS OF 
ONEIDA LTD. PRODUCTS 


WHOLESALE JEWELRY AND APPLIANCES 











Established 1873 
Haare Beoretms Co H.. JOHNSON COMPANY INC 
Formerly sis : 
J. L. TEETERS & CO. ; , 
121 No. 9th Street, Lincoln 1, Nebraske 213 West Wisconsin Ave., Milwaukee 3, Wis. 
OUR SIXTIETH YEAR WHOLESALE DISTRIBUTORS 
We carry complete stocks of all Community & 
Tudor Plate. Try us for quick service. SILVERWARE AND CLOCKS 
137 
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J. W. JOHNSON, Inc. 


ESTABLISHED 1869 
JEWELRY * SILVERWARE * GIFTWARE 
15-17-19 MAIDEN LANE, NEW YORK 38 
Serving the Trade Over 80 Years 


*Trade-marks of Oneida Ltd. 


Ee among the first to 


ORDER 





B. KLEITZ & BROS. COMPANY 


SIXTH & MARKET STREETS 
WILMINGTON 99, DELA. 


WHOLESALE JEWELERS SINCE 1891 


LIEBERMAN BROS. 


64 Nassau Street. New York 7, N. Y. 


Any Article in all Designs 


Available at any Time 





MAX KOHNER 


Serving the Retail Jeweler Since 1885 


2! West Baltimore Street 
BALTIMORE 1, MD. 


Kohner adds ‘‘plus values’’ to your Silver order. Kohner gives you 
the superb SERVICE and valuable ASSISTANCE which help you do 
a better selling job. 


THE M. A. LUMBARD COMPANY 


504 Shops Bldg., Des Moines 9, Iowa 


WHOLESALE DISTRIBUTORS 








A. C. KUESEL & SON 


213 West Wisconsin Ave., Milwaukee 3, Wis. 


WHOLESALE DISTRIBUTORS 
SILVERWARE AND CLOCKS 


Telephone: BRoadway 2-7196 





LYLES-VAN-DE GRAZIER COMPANY 


INCORPORATED 


LIFE OF AMERICA BUILDING 
DALLAS 1, TEX. 


a 
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feature the new pattern 





New Jersey Jewelers 


260 Washington Street, Newark 2, N. J. 


New Jersey's Leading Wholesale Dis- 
tributor to the Jewelry Trade 





WM. P. MAHNE SILVER COMPANY 


313 ARCADE BLDG. 
ST. LOUIS I, MO. 


Wholesale Distributors 


I. W. Reynolds Company 


Los Angeles 
Honolulu 


San Francisco 
Phoenix 





Maschmeyer-Richards Silver Co. Inc. 


ith & Locust Streets, St. Louis 1, Mo. 


Wholesale Distributors for 46 Years 
In the South and Southwest 


ALEX. SABIN & SONS, INC. 


Wholesale Jewelers 


20 West 47th St. New York 36, N. Y. 
LUxemburg 2-2560 





BulLLODING WttH ser @«\)vice SINCE 1892 














K.A.Murphy Company 


373 WASHINGTON STREET 
BOSTON, MASS. 


Complete stocks in 
COMMUNITY TUDOR PLATE 


EEE 


FLATWARE AND HOLLOWWARE. 


E.H. Saxton Company 


387 WASHINGTON STREET 
BOSTON 8, MASS. 


Wholesale Distributors Since 1885 
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EBe among the first to 





feature the 
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J.J. SCHMUKLER & SON, Inc. 


Wholesale Distributors 
International Bldg., Rockefeller Cen. 
630 Fifth Ave., New York 20, N. Y. 


Complete stock of sets and open 
stock of all Community Patterns 





ORDER VOW! 








M. SICKLES & SONS INC. 


904 Chestnut Street, Philadelphia 7, Penna. 


Wholesale Jewelers 


Established 1857 





ALBERT WALKER COMPANY 


37 Chestnut Street, Providence 3, R. |. 


Seventy-five years of service 


to New England retailers 








3TH 


wv our @G™ year 
STEIN & ELLBOGEN 
COMPANY 


55 EAST WASHINGTON STREET 
CHICAGO 2 


220 BAGLEY AVENUE, DETROIT 26' 


ON AND AFTER AUGUST 25, WE WILL 
HAVE A COMPLETE. STOCK OF 
“WHITE ORCHID” FOR IMMEDIATE 
DELIVERY. PLACE YOUR ORDER 
WITH US NOW. 


THE WALLENSTEIN-MAYER COMPANY 


31 East Fourth Street, Cincinnati 2, Ohio 





JEWELRY C0... 


U.S. 
HOWARD A. SUGAR, Pres. 


BALTIMORE -1, MD. 
WHOLESALERS 














Nat Zuckerman & Co. Ine. 
Wholesale Distributors 


135 FIFTH AVE., NEW YORK 10, N. Y. 
TELEPHONE ALGONQUIN 4-9047 
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Home Fashion Slant 


(From page 128) 


been a typical Bride’s Room into the "House Beautiful 
Shop’ and to include as well as the usual sterling, crystal 
and china, a lot of decorative accessories for the home, 
which would appeal to almost every type of customer. 
Now. at least 90 per cent of all new customers entering 
the store make it a point to enter the ‘House Beautiful 
Shop’ and to look over its offerings, whereas in the past, 
this section of the store was more or less limited to pros- 
pective brides and wedding gift buyers.” 

Because of the “House Beautiful” theme and continu- 
ing the de-emphasization of the “bride” title, Golding’s 
does not carry its sterling flatware in this department. 
Instead. brides make their sterling flatware selection at a 
counter on the left side of the store, while china and crys- 
tal are selected in the “House Beautiful Shop.” This 
change permitted addition of another table in the rear 
shop, and a lot of gift ideas which otherwise could not 


be included. 

The nature of the merchandise naturally appeals to 
prospective brides, but the “big difference” is in the 
amount of traffic actually attracted by the room. “About 
four times as many people go through the shop as could 
be expected if it were labeled a bridal room,” Golding, 
who operates the shop in conjunction with his wife, em- 
phasized. “We are proud of that result.” 


As illustrated, the “House Beautiful Shop” is smartly 
designed, with a cubistic entrance framed in wooden rods, 
and the name spelled out in dark green letters on a pastel 
sreen background. Three walls of the room, which is 
12 feet long by & feet wide, are made up of a “cabinet 
wall” with more than 100 compartments, all neatly sepa- 
rated, for displaying patterns, gift suggestions, pottery 
and decorative accessories. The remaining wall is a huge 
window, extending from knee-height to 8 feet above the 
sidewalk, and giving a clear view of displayed merchan- 
dise to passersby on the sidewalk outside. There is ample 
space for two table settings, on a decorative iron wrought 
table and a hardwood model. In addition, a more cere- 
monial table is set just inside the entrance to the store. 


NAME BRANDS FEATURED IN MAILINGS 


Golding’s follows the time-honered fundamentals in 
attracting brides to the shop. Mrs. Golding carefully 
skims through local newspapers daily to select the names 
of girls whose engagements have been announced; to 
each goes an invitation to visit the store and select pat- 
terns. However, instead of the usual letter, the Texas 
jewelry store has developed a “stuffer” which, because of 
its versatile interest, has proven the most valuable single 
sales-building “twist” of all. This is a simple slip, 7 
inches long by 4 inches wide, which points out “All of 
the finest names in tableware are at Golding’s.” Here are 
listed all of the fine brands in sterling, crystal, china and 
pottery which are carried in the “House Beautiful Shop.” 
A copy of this is simply included with a congratulatory 
note to the bride. On the right side of the “stuffer” is the 
invitation which Golding has found most consistently 
valuable in bride-to-be response. This is simply the nota- 
lion: “Bride-to-be! Let Miss Higginbotham be your 
bridal consultant.” It requires no more explanation than 

(Please turn to page 144) , 
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Announced to your trade 
in eight leading maga- 
zines starting August 
20. Be ready to serve 
your customers, 





An exclusive new 
chest with the 
popular 52-Piece serv- 
ice for 8 at $77.50,—a 
set that you know will 


sell—will feature the 

















introduction of White 


Orchid. Order yours to- \ 


*. 
% 
S 
‘ 





day from 





A. FRISCH & CO.., Inc. 


373 Washington Street 











Boston, Mass. 
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‘Five Year Plan’ 





by MILDRED SULLIVAN 


Ties combined silver, china and stemware 
lines constitute almost 50 per cent of Beaudet’s Jewelers 
total annual dollar volume. This is a highly radical 
change from the firm’s past business pattern, for only 
five years ago this Woonsocket, Rhode Island, store had 
only a mail account with three silverware manufacturers. 
As for china and stemware sales, well, they were practi- 
cally non-existent in the store. 

The overall change in business operations began when 
Louis G. Beaudet, manager of. Beaudet’s, returned from 
World War II and began to review company activities 
and trends. His father, Arthur Beaudet, owner, who 
founded the business in 1904, had built up a good busi- 
ness in diamond rings, watches, baby jewelry, costume 
and accessory jewelry. He had also developed novelty 
gifts to the extent that they occupied one entire side of 
the store and produced a fairly important part of the 
company’s business. 

On the negative side, young Beaudet found that silver- 
ware, good china, hollowware and stemware sales were 
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Makes Tableware Lines 


Top Volume Producers 


In the front display case, left, 33 place 
settings are featured, each clearly marked 
with the name of pattern and manufacturer. 
Below, a typical Beaudet newspaper ad em. 
phasizes tabelwares as gifts for the bride. 











very low and ranked as one of the poorest business pro- 
ducers for the firm. Yet he knew that these merchandise 
lines were legitimate jewelry store business. 

Making plans for the silver department, Mr. Beaudel 
started from scratch. Silverware had been so neglected 
that the store was only a mail account with three manu: 
facturers; even on a mailing basis, sales were extremely 
limited. Beaudet was therefore without any contacts 
that would have helped him to establish this department. 

Reversing the usual pattern of affairs, Beaudet went 
after the manufacturers, told them of his plans, and asked 
for advice. With their encouragement. he started the 
sterling department five years ago, added _hollowware 
shortly after, and put in a complete chinaware depatt 
ment three years ago. 

Silverware became at once more popular than antic 
pated and the first year’s volume of business was ahead 
of the considered potential. Annual dollar volume ™ 


(Please turn to page 171) 
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rare =L. LURIA & SON, ww. 


The Silver House 






for that new pattern 
of rare beauty..... 


White Orchid 


SS 





Berens 


THE FINEST SILVERPLATE 


*Trade-marks of Oneida Ltd. 
Be ready when White Orchid is announced in eight 
leading national magazines starting August 20. Be 
ready with the new exclusive White Orchid* Chest 
in striking blonde wood, lined with sapphire blue 
velvet and featuring Community’s most popular set 
— the 52-piece service for 8 at $77.50. Order now 
and be ready to serve your customers with a set that 
you know will sell. In Community’s supreme design 
achievement, White Orchid. 


L. LURIA & SON, INC. 


214 Pryor St., S.W. 160 Fifth Ave. 980 Southwest Ist St. 
Atlanta 3, Georgia New York 10, N. Y. Miami 36, Fla. 





See our display at National Jewelry Fair, Exhibition Hall—Booth 78, Third Floor—South Ballroom, Conrad Hilton Hotel, Chicago, July 27-31. 
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that single terse invitation to bring worried prospective 
brides in to ask for help in caring for the many details 
of the wedding. 

Step No. 2 in the use of the stuffer is equally important 
and is covered by another paragraph included on the 
slip. This paragraph asks, “Wedding gift problem? Let 
Miss Higginbotham, our bridal consultant, help you solve 
it. She has registered the chosen patterns of your favorite 
bride—and her other gift preferences as well.” 

‘“‘We send these slips out to all of the friends and rela- 
tives of each prospective bride,” Golding pointed out, 
‘and we find that they are every bit as valuable to the 
prospective gift purchaser as to the bride herself.” 

Listing as it does scores of famous names in sterling, 
crystal, china and pottery, the slip is a simple and effec- 
tive means by which the wedding guest may select a 
gift, and the “consultation” paragraph provides enough 
extra appeal that the store has enjoyed an extremely high 
response on every mailing, according to Golding. The 
“stuffers” of course, are not mailed out indiscriminately, 
but are sent carefully to each person named by the pros- 
pective bride. All cheerfully collaborate with the store 
in making up the mailing lists, and inasmuch as it in- 
sures properly matched patterns in wedding gfts, at least 
one major worry is lifted off the shoulders of the bride-to- 
be. 

Other methods in attracting and selling to brides and 
their friends are standard at the Texas jewelry store; 
but the new twists have proved sufficient to bring about 
a steady increase in the number of brides attracted every 
season. 


Small Ads on Small Watch Service 
Pay Off 


Consistently run small advertisements pay off bigger 
dividends than an occasional splurge, is the opinion oj 
Charles Leutwyler, Leutwylers Jewelers, 106 East 7th §. 
Austin Texas. | 

“We spend $140 per month for advertising space” 
he said, “in addition to the mat service to which we 
subscribe.” 

And all this goes specifically to advertise small watch 
movement repairing. A typical newspaper advertisement 
reads as follows: “The smaller they come the better we 
like them—‘or we are specialists in repairing small watch 
movements.” 

Charles Leutwyler and one repairman do all the repair 
work and they are scheduled far in advance. Two repair 
benches are in full view of customers. “This is to impress 
them with the fact that we do all the work here and don’t 
farm it out,” Leutwyler noted. 

In addition to expert repair work, Leutwyler often 
takes the opportunity to offer his advice to customers, 

“We never fail to suggest to a repair customer the type 
of watch he should own. It is a surprising thing to learn 
that the majority of men own and wear the wrong watch, 
Invariably, men engaged in heavy and dirty work will 
be wearing a ‘dress watch.’ When they are shown and 
told why they should own a good stainless steel case 
watch, one that is both shock and water resistant, they 
become interested. Sooner or later they will buy one 
and reserve their dress watches for dress occasions.” 
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il 21 West 46th Street 





PLATINUM ° 
IRIDIUM - RUTHENIUM - RHODIUM ° OSMIUM 


W. solscit your Sweeps ws 


Filings — Scrap Gold and 


Platinum — Metals 


Your OH Gold Shipmen bs 


Metals of Guaranteed Purity 
| 
| cerictly Refiners 


Kastenhuber & Lehrfeld, Inc. | 


Tel. LUxemburg 2-2320 


PALLADIUM 


WILL RECEIVE 
Special Attention 


—_—- 


New York 19, N. Y. 
+ 
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JEWELERS ACCEPTA 


608 FIFTH AVENUE 





NCE CORPORATION 


* NEw YORK 20, N. y. 
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-. AT CHICAGO. 
Vite 2300-01, Conrad Hilton Hotel 
July 26 - 31, 1952 
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Modern Design 


(From page 795) 


cluded a red Roman brick wall on the West side of the 
store which began at the sidewalk, ran through the plate 
glass front and 16 feet into the store. Two hanging all- 
glass showcases were attached at eye level on the interior 
wall and one on the exterior wall. 

“I had never seen anything like that and I was pretty 
opposed to the whole thing,” Snyder said. “Once | al- 
most tossed it out but the more I studied the scale model 
the more I| liked the idea. So I left it as presented by 
Mr. Mann and I’m mighty glad I did. This one exterior- 
interior wall treatment has brought more comment from 
customers and visitors than any other single decorative 
assembly in the store.” 

The scale model, after its minor changes, finally met 
with the approval of Mr. Snyder and construction was 
started at 111 Madison Avenue, one block West of the 
first Snyder store. 

Sunday, April 1, 1951, a full page advertisement in 
The Memphis Commercial Appeal announced the formal 
opening of the new Snyder’s the following day. 

‘*Passersby had watched with growing interest the con- 
struction of our new store but I never expected such a 
wave of visitors as we had on opening day,” Snyder said. 
“More than 3000 people, mostly women, came in on that 
first day of open house.” 

Word of mouth advertising about the handsome and 
warm appearance of the new Snyder’s has resulted in 





people coming in almost every day since the official opeg. 
ing “just to look around.” 

The all-glass angled front of the 29 ft. by 75 ft. store 
is a a to window shopping and practically leads 
passersby into the store. The Pittsburgh Plate Glass Com. 
pany considered the front so novel, it took pictures of j 
in mid-August for use in its nation-wide advertising 
program. 

“It was necessary to have a showcase at the front of 
the store but it was also imperative to permit people op 
the street to see into the store proper,” Snyder pointed 
out. ‘We solved this problem—and this is another situa. 
tion where the scale model proved especially helpful—by 
a four-foot high, 12-foot long portable showcase.” 

The showcase, placed immediately back of the glasg 
front, permits examination of its stock from the outside 
and at the same time allows passersby to obtain a ful] 
view of the store’s interior. 

Customers entering through the all-glass door walk on 
terrazzo flooring for about three feet before stepping onto 
the soft carpet which runs, wall to wall, to the end of the 
store. The area covered by carpeting was sunk the thick. 
ness of the carpeting material so that after the carpet was 
laid it was flush with the terrazzo entrance surface and 
customers could not trip over the rug material. 

The ceiling and walls are covered with a misty blue 
acoustical plaster and all furniture and showcases are 
of natural walnut. 

Great attention to lighting was paid in design of the 
new Snyder’s and the result is one of the most unusual 
accomplishments of good lighting in a modern store, 
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f P always fair weather 
with Bosca Byzly leather 








Mera ane 


When you feature Bosca, there’s smooth sailing in your _—.. . 


leather goods department... 


values .. 
range. Never before, so much value .. 


the store! You'll need Bosca’s catalog. Send for it today! 


Especially this year! There’s a bigger 

line with a lavish array of fine leathers. Lots of new features. And the 

. Terrific! You’d expect to pay dollars more in every 

. at so much profit for P 









Pee Bosca Ce., Inc. 
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no part of the entire store which is not ade- 
quately lighted either by neon or direct spot lights. 

The Bride’s Circle, at the rear of the store, features a 
dropped circular ceiling around which is hidden neon 
bing which thrusts its glow upward with the resulting 
coft illumination of the entire upper ceiling of this area. 
In addition, 12 lights, flush with the dropped ceiling, 
irect their glow downwards for a light but not brilliant 
‘JJumination of the room proper. 

The nine showcases which circle The Bride’s Room are 
lighted by neon and the waist-level showcases are simi- 
larly lighted. 

The remainder of the store’s interior is lighted by four 
gush ceiling lights with egg-crate louvers plus 23 directive 
spotlights. 

“The careful attention to interior detail has been well 
worth the time, effort and expense,” Snyder said. ‘While 
fxtures are ultra-modern, the wall-to-wall carpeting, 
decorative lighting and walnut woodwork add a dignity 
and warmth that actually arouses comment by the cus- 
tomers. Many of them have told me that we have the 
first ultra-modern store they have been in where they 
actually feel a warmth and feeling of friendliness.” 

Snyder is quick to point out, however, that he doesn’t 
permit the design of the store alone to sell Snyder’s 
Jewelers. 

“Personalized service plus quality stock is a must at 
Snyder's,” he said. “An active public relations program 
probably best sums up the Snyder operating policy. 
Public relations for a jewelry store can best be defined 


There is 


by saying that it is good manners to win friends. We 
feel that the good manners of all of us at Snyder’s will 
win not only the loyalty of our old customers and friends 
but many new customers whom, we feel, will soon be 
our friends.” 


——- 





‘One Good Deed Deserves Another’ 
The Schubach Jewelry Co., Salt Lake City, recently 


gained the city’s good will—and an expert watchmaker— 
by hiring a displaced person from Europe. 

The employment of Pinches Suchowolski as a watch- 
maker at the Schubach store was publicized in a special 
ad by the firm featuring a picture of the displaced watch- 
maker and his wife who recently arrived in Salt Lake 
City from Europe. 

In addition to the picture of the displaced watch- 
maker and his wife. the ad also contained a short bio- 
graphical sketch of the couple telling how they spent 
years in the displaced persons’ camp in Europe before 
reaching their goal of freedom in Salt Lake City. The 
ad also pointed out that Suchowolski acquired his skill 
as a watchmaker before the war by serving a 10-year 
apprenticeship. 

Officials of the Schubach firm said that customers made 
many favorable comments about the ad and the good 
will produced by the displaced watchmaker was “tre- 
mendous.” In addition, many Salt Lakers made a special 
point of bringing their watches into the store and di- 
rected that they be fixed by the displaced watchmaker. 
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Pacific Silver Cloth was rated the best 
antitarnish wrapping by an impartial 
research laboratory selected by the 
Reader’s Digest. This patented, chestnut 
brown, feltlike fabric is impregnated 
with a chemical compound of silver. The 
millions of tiny particles of the silver 
salt trap any sulphur gas before it gets 
through to the wrapped silver. Pacific 
Silver Cloth comes in ready-made bags 
for hollow-ware, in rolls for flatware or 
by the piece (31 inches wide). With 
proper use, it will protect silverware 
from tarnish for 15 or 20 years. 

See “To Keep Silver Bright,” 

December Reader's Digest 


PACIFIC MILLS... ; 
Weavers of fine Cottons, Rayons, Worsteds and Woolens 
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Millions read these facts in the 
December Reader’s Digest 
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PACIFIC MILLS, Dept. 7R, 1407 Broadway, New York 18, N. Y. 


Gentlemen: I am interested in wraps , chests , 
hollow-ware bags , place-setting rolls , packets 
made with Pacific Silver Cloth. Send me names of sources. 
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Flatware Market 


(From page 79) 








You jewelers are to be congratulated on the marveloys 

job you have done to help develop this market. If the 

3 ; manufacturer and the retailer continue to be as ageres. 

: sive as they have been during the past decade, | fe¢| 

confident that the sterling flatware market will continye 
lo grow. 

But, let’s look at this same market in terms of people. 


1951 FLATWARE RETAIL SALES VERSUS | 
TABLES EQUIPPED 






























































|99%°535,000 
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J 115% 675,000 
STERLING | 494% , ig 14.9% | 
FLATWARE |$125,000000} 7 |, 1,350,000 
” é a / bs ; 
Trade Mark has / i! $ 
become a Hall Mark on a 
in the Cultured , wes 33.1% 
Pearl Field. Par 3000000 
Integrity and Dependability for IstQUALITY 19.0% : My ’ 
over a Quarter of a Century. | PLATED FW. $48000 OOO ’ hy / 
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MEDIUMPRICED | 7.9% |r; , 
PLATED FW. |$20000000/' / ’ 
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NO. OF 
SRETAIL SALES TABLES EQUIPPED 
Here we have a double bar chart which shows in the 
bar on the left, the dollar breakdown of the flatware 
market—by qualities. By the simple device of dividing 


LIGHTER 





IN | the dollars in each quality by the retail price of the most 
popular size set purchased, we can arrive at a rough 
COLOR approximation of the number of tables equipped by all 
THAN this flatware; the number of people involved in each seg: 
ment of the market. It’s only an approximation, but ii 

FVER anything, it errs on the conservative side. 
BEFORE We see that sterling silver accounts for only 5c of 


_ the number of people who bought flatware last year. 
| You, as a jeweler, are interested in people as well as 
_ dollars. Business is people. People are the power tha! 
moves merchandise—all kinds of people—all ages of 
people—and people with all sizes of pocketbooks—but 
you will not be able to do business with these people 
unless you have in your store the merchandise that fits 
their taste and the size of pocketbook. 


There is no good reason that we can think of why 
$49.00 with Case— Free Mat for Advertising | the jeweler should not participate in all parts of this 


In a Beautiful Display Case with 6 stones from !/5 
carat to 3 carat... Total weight 9 carat. 





HENRY | great flatware market and enlarge his appeal from the 
5% of the people who can buy sterling silver to at least 
50, 60 or 70% of the market. And parenthetically I add 


y SLAPIDARY, INC. -—by all means, let’s expand that 54 just as much as 
Sal DEN ae possible. By thus having the merchandise that appeals 


73 WEST 47™ ST. PHONES:PLAZA 7-4815 _ to more people, he will increase his traffic and enlarge 
NEW YORK 19, N. Y. PLAZA 7-4816 | ; 9 
| his opportunities. 
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| emphasize this because what the jeweler has actually 
been doing in the last two or three years, and to an in- 
_ degree, is to concentrate all his effort on the 

50° of the dollars in the flatware market and the 
= 5% of the people, and the finer the jewelry store, 
the greater his prestige in his community, the smaller the 
segment of the business he confines himself to. I can 
only think of a few reasons why this is so. Either the 
jeweler doesn’t understand the full opportunity—or he 
doesn't want this extra business—or he thinks that the 
people who buy sterling from him will be offended. or 
will not patronize him if he also does business with the 
kind of people who can only afford knives, forks and 
spoons that cost less than sterling because they are lower 
quality than sterling. 

On the other hand, your competitor, the department 
store. has no such prejudices. The department store 
started in the silverware business down here in the lower 
end of the scale, but today you know as well as I do 
that many department stores are selling sterling silver 
too with success—so that the department store covers the 
whole range of the market with all grades and prices. 
If there is one thing that the department store knows, it 
is that traffic is essential to them. Business is peop!'e— 
lots of people—and they make everv effort to pack 
people into their store. So they know that when it comes 
to selling silverware, they cannot afford to neglect any 
phase of the market. They sell sterling silver. They 
sell top quality plate—medium price plate—-popular 
price plate—cheap p!ate—and in the housewares departt- 


ment, stainless steel. 

I think what has been happening recently is that the 
sterling flatware business has grown so fast and so big 
that the jeweler (and many department stores) have be- 
come so prepossessed with sterling silver that they have 
overlooked and neglected what is in dollars the largest 
part of the market, and in people, by far the biggest 
business. For example, let’s take a look at how the re- 
tailer is spending his advertising money—what they are 
trying most to sell and see how it compares with what 


MANUFACTURER VS. RETAILER SILVERWARE 
ADVERTISING EXPENDITURES IN 1951 





























PLATE 
2,289,000 
LINES 
PLATE 
$2,170,000 
STERLING 
12,555,000 
STERLING LINES 
$2971,000 
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AIR-CONDITIONED 


conceivable service at reasonable rates. 


On Hotel Morrison's 7 floors of 
Modern Sample Rooms are concen- 
trated a most complete selection 
of exhibitors’ space. For special 
rates and full information contact 
our Sales Department. 


HOME OF THE 
STYLE EXHIBITORS, INC. 





FOR “THE JEWELERS FAIR” 
Make row Chicago Reservations Now at 


The «| HOTEL MORRISON 


WORLD’S TALLEST HOTEL 


Recently remodeled and designed by 
LIPPINCOTT & MARGULIES— noted New York Designers. 


Towering 46 floors above the“Heart of the Loop”, the 
Morrison is one of the most comfortable, hospitable and 
conveniently located hotels in Chicago. Thoroughly mod- 
ern, attractively furnished throughout, it provides every 


Home of the Famous 
BOSTON OYSTER HOUSE 


Where Fine Foods are a Tradition 


For Reservations, Teletype CG1685 


WILLIAM HENNING RUBIN, Vice-President—WILLARD M. RUTZEN, General Manager 
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KEY CHARMS 


In Sterling, gold plate, or 14K. 
Available in wide variety to 
match any customer’s hobby, 
craft, sport, or fraternal in- 
terest. Fisher charms have 
moveable elements wherever 
possible. Order these big 
profit items through your 
wholesaler. 


J. M. FISHER COMPANY 


Fisher 


ATTLEBORO, MASSACHUSETTS 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 


9Oo000 O00 00 0000 000 000 00 00 000 € 000000 0000000006 


eoooo0oooeoeoeooocoooooooooooooo0o0o$o 


150 


o 


oogoogoogoogooogo oo oooooooooooooooocgcaoododcodceoaqo0a0adeag7dg oO 


is being sold. This shows that advertising space devoted 
to sterling flatware is six times that devoted to quality 
plate, or stated another way—84% of dealers’ advertising 
goes to sterling against 16% to plate (whereas as in re. 
spect to these two qualities, the business is 70% in stey). 
ing and 30% in plate). 

Now, let’s look at what manufacturers do and hoy 
they spend their advertising money. 

They spend 58% for sterling, 42% for plate, and | 
suggest that opportunity for the jeweler lies in more 
closely coordinating the weight of his effort with what the 
manufacturers are doing on the national scale. 

The month to month comparison of retailer advertising 
of sterling versus plate shows the disparity between the 
two efforts and brings out the erratic nature of their 
sterling advertising—a tremendous peak in April, Je; 
advertising in June than in February, and the lowest point 
in August which, surprisingly, is the second largest month 
in the year for weddings. 

This is the whole point that I want to make. I’m not 
advocating you let up on your sterling effort—far from it, 
Increase that effort as much as you possibly can. BUT— 
everybody, literally everybody, must have a knife, fork 
and spoon. The market is all the people. There is no 
limit to how far you can go in this business. It is just 
a matter of the direction of your selling policy. If you 
are content to skim the cream off the top, and that is 
your store policy, it is certainly a decision which you are 
fully entitled to make. But I submit that there is a great 
opportunity here for those who have the ambition to 
enlarge their sales, build traffic, and attract new business, 

This is not so glamorous a business. It is not com. 
parable in pride of accomplishment to selling a fine 
diamond, or an expensive watch, or a beautiful set of 
sterling. It is a business of selling the essential to people 
who must have tools to eat with and who cannot rise to 
a $240 set of sterling—or even a $70 set of plate—but 
who must be satisfied with a complete set of eight for 
$30 or less. 








‘Precious’ Potato Displayed in Jeweler’s 


Window 





G. Norman Medinger, 206 W. Saratoga St., Baltimore, recently 

gained national prominence because of a unique display in Mis 

show window. During the height of the potato shortage, he dis- 

played a diamond studded potato surrounded by several other 
pieces of diamond jewelry. 
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But isn't it true that too much of your business today 
depends upon the non-essentials, the marginal purchases 
that require a special occasion such as a wedding, an 
anniversary, OF a birthday, or an extra slice of disposable 
‘ncome to motivate their purchase? If this is so, isn’t it 
desirable for the jeweler to embrace as much of that part 
of his business which constitutes essential and necessary 
products and to seek, in every way that he can, to 
“expand it? . 

As long as this country continues to grow, and as long 
as people continue to marry and make homes—this great 
market will be there. It is permanent because flatware 
‘; a basic essential of home equipment, and yet it’s not 
static—it’s growing! That’s why the long term outlook 
for silverware is bright! 


WANING APPRECIATION OF FINE HOLLOWWARE 


There is one other aspect of the silverware market 
which I would like to talk about because it is a situation 
which we are concerned about and which deserves con- 
sideration, although it may be looked upon somewhat in 
the nature of a digression from the main theme. 

] have been in the silverware business 32 years and 
the first 15 of those years were devoted entirely to the 
sterling silver end of the business. Although my respon- 
sibilities since then have had to do with the general over- 
all sales of our company, sterling silver is still my first 
love, and I am dismayed to observe what I consider to 
he a steady deterioration in the appreciation of the best 
jewelers for fine sterling hollowware. In the early days 
of my experience, everyone of the fine jewelry stores in 
the big cities could show their customers a selection of 
several of the finest services made by leading manufac- 
turers in a variety of design and complete from tea ser- 
vices to tidbit sets. In addition, they offered really 
beautiful and artistic creations of the silversmiths art in 
individual pieces such as centerpieces, candelabra, flower 
baskets, center bowls and such. It was easy for a cus- 
tomer with $500 or more to spend on a major gift to 
find an important piece to fit his taste. 

Today, the impression seems to be prevalent that 
sterling hollowware business can only be done in miser- 
able loaded and iron reinforced sterling hollowware of 
paper thin gauge, retailing from $4.95 to not more than 
$10.95. A piece that retails as high as $50 is regarded 
as something very much out of the ordinary. 

In the face of this decline in the quality and artistic 
standards of sterling hollowware, the standard of living 
in the U.S. is at its highest in history. People definitely 
have the money to spend for fine things. Not only that, 
but the standard of taste among our people is the highest 
in history. There is greater appreciation of the best in 
art and design and craftsmanship than ever before—and 
this extends into the jewelry industry. 

One thousand dollars in these days, is not an excep- 
tionally large amount to spend on a fine gift. I suggest 
that jewelry retailers and silverware manufacturers alike 
have lacked the vision and the courage to even try to 
tempt any of the big money that is spent for rugs, paint- 
ings, furniture and other choice items of interior furnish- 
ings into our fold, not to mention such items of exterior 
furnishing such as silver mink coats. I do not exempt any 
major manufacturer and mighty few retailers from the 
responsibility of neglecting almost completely a potential 
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florentine lace 
sterling silver jewelry 
by Danecraft 


Limited ‘til now to dealers handling Reed & 
Barton silverware, Florentine Lace 

is now available for general distribution 

to stores everywhere. 

Danecraft participated in an all-out national 
promotion sparked by Reed & Barton 

which catapulted this delicately beautiful 
pattern into an all-time moneymaker. 

Here’s your chance to get in on the momentum 
of this powerful national promotion at the 
apex of the campaign. Place your order today 
and ride the volume sales crest! 


SGI Sb vcccewccx) $30.00 per doz. 
Earrings No. F9E ...... 24.00 per doz. 
Bracelet No. F9B....... 48.00 per doz. 
Necklace No. FIN ..... 60.00 per doz. 






Milton Ledner, Herman Sands, 366 Fifth Ave., N.Y.C. 
Sam Freed, 36 South State St., Chicago 
Arthur Weingarten, 704 Market St., San Francisco 


ANECRAFT 


Preferred by the stores women prefer. 
FELCH & CO., Inc., Craftsmen in Sterling, Providence 7, R. |. 
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Stainless Steel Blades 


by ~Moetham pl on 


For New Goods or Repairs 











} Bottle Opener (Ring Type) 


Cap Lifter (Hook Type } 
Knife Blade (Medium) 


Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 











NORTHAMPTON CUTLERY COMPANY e 
NORTHAMPTON 2, MASS:  @ ESTABLISHED 1871 
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You Get Incomparable Values! 


* Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


° Loose Pearls 
From 3 to 10 MM., all qualities. 


* Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 


Orders accepted from wholesalers, 
manufacturers and importers. 


jobbers, 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 


550 Fifth Ave., N. Y. 11 PLaza 7-0769 


























that is inherent in the very nature of the product we 
make and the kind of stores we represent to keep. 

Here is a place where we, who consider ourselves major 
factors in manufacturing. and you, who consider youy,. 
selves major factors in the retail jewelry trade of the 
larger cities. have fallen down on the job. We all need 
to raise the level of our thinking with respect to sterlino 
hollowware. We can and should do better. ° 


BIGGEST SHOW FOR THE LEAST COST 


The same criticism can be directed toward plated hol. 
lowware, perhaps to a lesser degree, and | will not dwell 
on it at length, but there is too prevalent a disposition 
to offer the biggest show in size of piece with the thip. 
nest plate at the lowest price obtainable in the market. 
with no recognized trademark. Lamentably, this plunder 
merchandise is too often advertised as “the finest quality 
plated hollowware heavily plated,” or even at times it js 
still misrepresented as “Sheffield Plate.” 

As a result of Jong continued major investment in ad- 
vertising and publicity and aggressive merchandising, 
the size of the sterling business has increased seven times 
in the past 10 years, and the size of the plated business 
three times. 

Nevertheless. we believe that we are far from having 
developed the full potential for the sale of silverware and 
we feel that you. too. as silverware merchants, have a 
much larger opportunity in silverware than you are realiz- 
ing and I can only hope that in pointing out some of the 
facts of the silverware market to you today, I have sug- 
sested some fruitful areas for you to explore. 
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The Cullinan I, cut with 74 facets, is from the largest 
diamond ever discovered. The rough stone weighed 3106 
carats or about 11/3 pounds. It was named for Sit 
Thomas Cullinan, who opened up the Premier Mine 10 
South Africa where the big diamond was unearthed in 
1905. 


As a truly splendid gift. the government of the Trans 


THE JEWELERS’ CIRCULAR-KEYSTONE 








vaal bought the Cullinan and presented it to King Edward 
VII on his 66th birthday in 1907. The message with the 
gilt said, “May South Africa become one of the brightest 
jewels in the British Crown. 

The King sent the Cullinan to Amsterdam to be cut 
by the famous firm of I. J. Asscher & Co., which had cut 
the Excelsior and other renowned diamonds. 

The huge crystal was too large to facet as one gem. 
The Cullinan was studied for months. It showed three 
natural faces and one large cleavage face, as though 
sliced off with a knife (which has led to the speculation 
that the diamond was even larger originally and that the 
other part still exists somewhere to be found). There 
was also one small flaw in the body of the stone which 
must be eliminated in the cutting. Wax models were 
made and oversized tools developed. Then a V-shaped 
notch about one-quarter inch deep was ground into the 
surface at the spot where Mr. Asscher proposed to place 
his cleaving knife. A special holder for the gem and a 
wooden box into which any fragments would fall, also 
were prepared. On February 10, 1908, at 2:45 in the 
afternoon, Mr. Asscher placed the cleaving blade in the 
groove and gave one tap with a heavy rod. The steel 
blade split in two but the gem was unchanged. At the 
second try, however, the Cullinan fell apart exactly as 
planned. Later a second cleavage was made in the same 
general direction. 

These sections were then divided into nine principal 
gems. The cutting began in March, 1908, and three men 
worked from 7 A.M. to 9 P.M., daily, for eight months, 
to produce a total of 105 gems. 

Cullinan I, a 530-carat pear-shaped gem of outstand- 
ing quality and color, is the* largest cut diamond in the 
world. It was placed in the Royal Scepter by King 
Edward VII and appears among the British crown jewels, 
which are viewed in the Tower of London by upwards of 
390,000 persons of all nations annually. 

During World War II, the display case of two-inch- 
thick glass was crashed to fragments by a “doodle-bug.” 
But the jewels were in hiding—some say in a deep secret 
passage between Windsor Castle and Sherwood Forest. 
It was returned to the vaults of the royal jewelers in 
1945 and placed on exhibit again in the Tower in 1947. 





Silver Design and Architecture 


Misconceptions about coordinating architecture and 
silver patterns was recently brought to light by Reed & 
Barton in their latest booklet. A great many women in 
America, it seems, hold to a strange belief. They think 
their silver design must conform to the style or type of 
home they have, or plan to have. 
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“We're going to have a small Cape Cod so I want quite | 


a plain pattern” is a typical remark made by many a 
prospective bride. Or, “We’ve just built a modern house. 
Do you have any modern silver designs?” 

Rather than choose a pattern which expresses her own 
laste and personality, the customer is actually trying to 
conform her taste to what she believes will be correct 
for her home. 

Reed & Barton points out that she is ignoring a funda- 
mental principle. “Anything of basic good design,, be it 
elaborate or plain, is always in good taste in any setting.” 
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If you use ear wires, 


bar pins, clasps and 


other staples in your 
manufacture of jewel- 
ry, then by all means 
write for samples and 
new low prices. They 
have been substantial- 
ly cut on the items 
shown here and a 


great many others. 


NATIONAL products, which include a complete 
line of findings, ear wires and metal stamp- 
ings, are offered to MANUFACTURERS ONLY. 
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N. Y. REPRESENTATIVE: Seale-Gold Co., 10 W. 33rd St. 
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Expansion- Clasp* 





14 Karat Gold 
Ladies’ Watch 


POT 0’ GOLD 
for you! 


A rainbow of exquisite hand made bracelets, a 
featuring the fabulous expansion clasp 
that completely eliminates size adjustments. 
Designed with fork, tube and ring ends, a a 
bracelets are adaptable to all ladies’ e ee 4 
watches. You can always depend on 
the SUPERIOR line to satisfy the y---* 4 


most discriminating tastes. \ . =e 
i % 


*Patent Pending 
WRITE FOR CATALOG 





Diamond Customers 


(From page 94) 


while a great deal more escapes from the stone YOU see 
here in Figure 4. 

















Figure 3. 


“Now look at this diamond in Figure 5. Because it js 
cut to the correct proportions above the gridle, the flat 
top-surface is smaller than that of the stone shown here 
in Figure 6. The stone in Figure 5 reflects the maximum 
amount of light, and has far more brilliance. 

“Brilliance is one of the first factors that determine the 
beauty and price of a diamond. The color, and whether 




















SALESMEN 
WANTED 


by well rated, nationally known manu- 
facturer of a complete line of rings 
and mountings 
& 
LUCRATIVE 


MIDWEST TERRITORY 
* 
Commission and drawing account 
® 


Only experienced jewelry men will 
be considered 
@ 


REPLY IN CARE OF 
DEPARTMENT "'X" 


SIMONS-MICHELSON CO. 
ADVERTISING 
LAFAYETTE BLDG., DETROIT 





























154 














Figure 4. 


it has flaws or other imperfections, either inside the stone 
or on its surface, are also highly important. 

“Of course, choosing a diamond is a job, really, for 
an expert. That is why it is wise to buy only from a 
reputable jeweler where you have the protection of his 
knowledge and experience. 

“I’m sure the jeweler who sold you that diamond is 
reputable, and I am sure he would allow you full value 
on another stone if you explained your misunder- 
standing.” 

The customer instantly realized that diamonds, like 
investments, should be understood. “I’ve learned a great 
deal about diamonds, just from what you have said,’ 
he grinned. “Tell you what I’m going to do.” he went 
on. “I’m going to keep this diamond. It will remind 
me from time to time to seek the confidence of the man 
with whom I do business—and ask questions.” 

“Yes,” he said, “I’m going to do that. And I’m going 
to buy from you the best two-carat diamond you have. 
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Since then, the customer has purchased several addi- 
tonal diamonds. He has personally directed his friends 


‘nto the store to urge them to buy diamonds from the 

















Figure 5. 


dealer who so thoughtfully explained to him the genuine 
reason why diamonds of the same carat weight vary in 
price. 

To assume that a diamond customer knows the reason 
for difference in value of gems can be dangerous. If you 
sell him an inferior diamond, without explaining that 

















Figure 6. 


the price of the stone is based on certan fundamental 
quality factors, he is apt to later discover its desultory 
value and hold you responsible. Not financially respon- 
sible, but morally responsible. And it is the confidence 
customers place and maintain in a gem dealer that makes 
him successful. 





Jeweler and Florist Help Stage 
Fashion Show 


A florist and a jeweler recently joined forces to help 
University of Omaha alumnae stage a “Petals and 
Pearls” fashion show for the women of the graduating 
class. T. L. Combs and Sons, Omaha jewelers, and an 
Omaha florist supplied all the jewelry and flowers. 

The result was a novel and interesting show that demon- 
strated most effectively what flowers and gems could do 
for a woman’s costume. The alumnae provided models 
to highlight coordinated jewelry and flowers. 
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EXPERIENCED 
WATCH SALESMEN 


DISTRIBUTORS OF INTERNATIONALLY FAMOUS SANDOZ 
WATCHES—CONSISTENTLY ADVERTISED IN LIFE MAGAZINE 
—WISH TO CONTACT ABLE, AGGRESSIVE EXPERIENCED SALES 
REPRESENTATIVES FOR THE FOLLOWING AREAS: 





CALIFORNIA AND NEVADA 

MONTANA AND THE DAKOTAS 
WISCONSIN, MINNESOTA AND IOWA 
KANSAS, MISSOURI, OKLAHOMA 
TEXAS 

LOUISIANA, MISSISSIPPI, ARKANSAS 
KENTUCKY, WEST VIRGINIA 


DRAWING AGAINST COMMISSION. NON-COMPETITIVE SIDE- 
LINES ACCEPTABLE. 


SHRIRO WATCH INC. 


11 WEST 42ND ST. NEW YORK 36, N. Y. PHONE: LO 4-3530 
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WaTcH BAND SHEARS 


Quick Easy Way 
to Shorten Bracelet Ends 


NO SAWING, FILING OR GRINDING 





One cutting action and bracelet end is shortened 
to a perfect fit and the end is left in a condition of 
perfect roundness and smoothness. 

This tool will save time and patience, improve 


service and appearance of work. An investment 
that pays off well. 


JOSEPH B. BECHTEL & CO., INC. 


Wholesale Distributor 


729 Sansom Street Philadelphia 6, Pa. 














_Announcing 


the ee 


of 


IRIS FLOATING OPALS, INC. 
22 West 48th St., 
New York 36, N. Y. 

JUdson 6-3790 


Selling the IRIS FLOATING OPAL 
in 14K gold, gold-filled, sterling 
TO WHOLESALERS ONLY 

















DIAMONDS for EXPORT 
BARBER «xo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, en OR 
SLUBAR - LONDON 


CABLES: 


—_—_—___—______—--_ ® 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
, FROM: 


LONDON, ANTWERP ann AMSTERDAM 
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Fall Fashions 


(From page 20) 


There’s an authoritative magic to Paris influences fo, 
many women, and since it is well known that Parisian 
women and the European smart-set wear far more jewelry 
color and more lavishly styled pieces than women ‘. 
America, this can be used as another selling point, 

Now, an opportunity is only what we make it, and [’y, 
going to steal an editorial line that impressed me jp the 
May issue of JCK: “Any jeweler worthy of the name of 
‘merchant’ doesn’t wait for lightning to strike, he builds 
a power plant.” This is especially true in the present 


effort to promote colored stones. This must be an effort 


on the part of everyone in the industry, and its eventual 
success will lie in its application by retail jewelers at the 
point of sale, and, the impact with which it is presented 
to the consumer. From the fashion-point-of-view we have 
a good selling story, and a timely one, to use as a handle. 
All houses which use national magazine advertising 
should stress the fashion importance of color jewels, 
retail jewelers should keep up a steady program in their 
newspaper ads, direct mail pieces, and in window displays, 
and every possible use should be made of radio and tele. 
vision. We are not promoting one single jewel, nor one 
single color, but all colored stones, and by stressing their 
fashion importance every phase of jewel retailing should 


benefit. 


MERCHANDISING TIPS BY INDUSTRY LEADERS 


Among those men in the industry who deal exclusively 
in precious colored jewels, or handle them in conjunction 
with fine diamonds, I found a great deal of enthusiasm 
for the prospect of bigger and better sales during the next 
few seasons. It was inspiring to see their many beautiful 
creations and listen to their sound ideas for increasing 
sales. I wish it were possible to tell you about all of the 
conversations at all of the outstanding houses | visited, 
but some of them will be covered in a later issue. Follow- 
ing are merchandising tips which are especially pertinent 
lo our suggested fashion program for promoting fine 
colored stones. The quotes are brief, but I think you'll 
find them helpful. 

Louis Heyman, Oscar Heyman & Bros., Inc.: “Top 
fashion designs are the most important consideration in 
selling fine colored jewels . . . we believe in creating 
jewelry keyed to the highest concept of fashion!” 

Harold Cohen: “There’s powerful emotional response 
to beautiful colored jewels which should be capitalized 
upon ... women must be shown how a greater use of 
color will enhance their own beauty . . . multi-jewel blends 
are flattering to almost everyone.” 

Jacob Mehrlust: “The beauty of fine colored jewels 
should be stressed, and the complete perfection and artis- 
try which go into each individual creation.” 

Jerome Richheimer: “We should emphasize the beauty 
of colored jewels in combination with diamond radiance 

. sell emerald, ruby and sapphire bracelets to be worn 
with diamond bracelets . . . create more fashion interest. 

Miss Tuch, Avvocato & Tuch: “Colored jewels have 
beauty beyond compare, and each jewelry design should 
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be created to reveal the full expression of this beauty... 
more colored jewels should be shown to the public .. . 
their own beauty excites a desire for them. 

Frederick Bieber, Robinson & Sverdlik, Inc.: “The rich 
colors of genuine jewels give a special kind of flattery, 
especially when they are sparkled with diamonds .. . this 
should be played up when selling fine rings . . . the im- 
ortance of colored jewels to the beauty of hands.” 

Sql Weintraub, Wm. V. Schmidt Co., Inc.: “The 
romance of colored stones should always be part of their 
selling siory, and styling is important to consider, both 
1 design, and in selling.” 

Daniel Frey, Harry Winston, Inc.: “Fine colored stone 
jewelry should be designed with the same fashion feeling 
as top flight creations in diamond and platinum pieces! 
The present trend favors light flexible settings so that all 
of the attention is focused upon the beauty of the jewels.” 





Merchandising Showmanship 


(From page 98) 


event and saw to it that plenty of worthwhile prizes were 
given away with stunt contests. 

Sales volume was still climbing when Porter began 
planning for his second major promotion of the year. 
This was aimed specifically at creating flashbulb users 
from the thousands of “daylight” camera fans in the 
Birmingham trading area and thus doubling the poten- 
tial of the film market. Again the “carnival” format 
was used, but this time the entire promotion was built 
around flashbulbs, flashguns, stroboscopic lamps, and 
similar equipment for night photography. 

Used for this promotion was a quarter-page newspaper 
ad inviting photo hobbyists to photograph models and 
to compete for a long list of prizes. A feature of one 
window display was a flashgun reflector whose bulb was 
wired to the store’s electrical circuit through a flasher 
button. The bulb, which flashed intermittently through 
the day and evening, attracted considerable attention, 
according to Porter, and was directly responsible for 
many of the store’s visitors. 





‘Shop at Home’ Book Offered Free 
To Jewelers 


To open a wide field of sterling sales new to the 
jeweler, International Sterling offers a book outlining 
a unique “Shop at Home” pian. In many communities, 
door-to-door selling of sterling flatware has met with 
tremendous success. Many jewelers have felt the com- 
petition keenly. However. with the local jeweler’s pres- 
lige, pattern selection, local trust, complete stock, and 
many services, he can beat the house-to-house canvasser 
at his own business. 

International Sterling’s “Shop at Home” plan sug: 
gests that the jeweler offer to bring a sterling selection 
to the home of anyone requesting the service by phone or 
ad coupon. There, amid her own furnishings, the lady 
may choose her pattern without a trip downtown. To 
the consumer this is a welcome service, to the jeweler 
an opportunity for effective selling to people he frequently 
could not contact in any other way. International Sterling 
will send the free plan book of suggested ads and pro- 
cedure to any jeweler requesting it. 
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EMER ’S 


Cain's logs 





Here's a hard 

hitting, outstanding 

catalog that will bring 
you more business. 


®@ You feature the brands 
you select. 

® Your store name and 
address appears in four 
places. 

@ You gef your own, indi- 
vidual store policy. 

®@ Low syndicate prices. 


Write for 
free samples. 





















FORMS 


Contracts Collection Letters 
Receipt Books Paid Up Letters 


Write for free samples. 


CREDIT 














S.J. SURNAMER CO. Inc. 


) ee a 


CvAeme Al me. \a-+ 
Tel: LOngacre 4-6650 











$4500.00 REWARD 


Black Leather Wallet con- 
taining paper of 27 round 
oxidized rough diamonds, 
total weight 271.30 carats. 
Lost June 9, 1952 vicinity 
Fifth Ave. and 47th Street, 


if returned to 


WILLIAM M. MORTIMER CO. 


111 John Street New York 38, N. Y. 


This offer expires July 31, 1952. 
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/ JEWELERS 


ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


a MADISON AVE. 











MEMPHIS |, TENN. PA 








THE JEWELERS 
DICTIONARY 


COMPLETELY REVISED 
* SECOND EDITION x 


$600 POSTPAID 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order 
DO NOT SEND CASH 











NOW, AVAILABLE AGAIN 


Unusual Imports 
of 
STERLING SILVER 


with ENAMEL 
and other gifts. 


Write for descriptive 
leaflet and prices 


RUDSON-WOOD, INC. 
15 West 44th Street 
New York 18, N. Y. 




















Anniversary Celebration 
(From page 104) 


In one window, for instance, was a large photograph 
of a meeting of the New York chapter of the Daughter; 
of the American Revolution taken in 1877. Directly 
below this photograph was a selection of silverware pat. 
terns stocked by Lambert’s at that time. Off to the side 
of this old time silverware was a new pattern by 1847 
Rogers Bros., a display set-up which formed a vivid ¢op. 
trast. 

In the center of this window display was a large, eye- 
catching reproduction of a well-known skyscraper. The 
purpose of this particular reproduction was to symbolize 
the growth of New York City, as well as Lambert’s dy. 
ing the past 75 years. To the right of the skyscraper 
unit was a blown-up reproduction of a Life cover along 
with an ad reprint and merchandise of Community Plate. 

Other windows, too, combined the old with the new 
and showed past and present achievements. The human 
interest appeal was supplied in each case by photographs 
of scenes of New York City life in 1877 and current pic. 
tures. In one window display there was featured a strik. 
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Civil War Threatens Zircon Supply 


Zircons are mined in French Indo-China, then sent to 
Bangkok, Siam, where all zircons are cut. Here dealers 
irom all over the world congregate to make their pur. 
chases after the stones have been cut and polished. 





Some zircon mines can only be reached by a 20-day trip, first on 
foot, later by elephant. 


Under the best conditions, transportation of zircons 
from the interior mines is difficult. During the rainy 
monsoon season, transportation, even by ox-cart, becomes 
almost impossible. Some mines can be reached only by 
20-day travel, first on foot, then by elephant. The damp, 
unwholesome heat makes dysentery, cholera, and malaria 
prevalent. Today the situation is aggravated by the Com- 
munist-inspired civil war. 

James Martell, president of the Kimberly Gem (Co. 
Inc., 62 W. 47th St., New York, who recently returned 
from a visit to Siam and French Indo-China, reported 
that the war there might cut off the supply of zircons. 
Because of the situation, his trip was to buy up large 
quantities of these stones to offset the possibility of com- 
plete severance of the supply. “Already,” he said, “large 
size zircons, over four carats, are practically unobtain- 


able.” 
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advertisement used by the Elgin Watch Co. back in 
Along side of the ad were Elgin timepieces—of 
iety—with the accompanying sign: “Sold at 


ing 
1877. 
the 1877 var 


hert’s 1877.” 
— poset sharply with the out-dated models, new 


watches from the Elgin and Hamilton lines were dis- 
played. Recent watch advertisements in Life magazine 
by these manufacturers further heightened the contrast, 
‘, an advertising perspective, between 1877 and 1952. 
Also, additional pictures of old New York scenes, like 
the one of a bachelor party, were shown just because of 
their general human interest. A card in each window 
advised the public that “Additional photographs of the 
famous Byron collection are on view on Lambert's second 
floor.” 

The second floor exhibition of paintings and pictures 
complemented the dramatic window displays. Actual 
scenes of New York City life in the nineteenth century 
were borrowed from the Museum of the City of New 
York. 

The general idea that Victor and Henry Lambert, 
president and vice president, desired to achieve was this: 
New York City has grown and progressed during the past 
75 years; Lambert’s, too, has been keeping up with the 
times. After all, a jewelry firm, like a city, must keep 
up with the times; it must progress to meet the ever- 
increasing needs of the public. Furthermore, it was also 
desired to inform the public that reliable brand-name, 
nationally advertised merchandise has always been car- 
ried by Lambert Brothers. 





American Watch Movements Manual 


After many months of research and compilation, 
E. & J. Swigart Co., Cincinnati, Ohio, has just published 
their new “Illustrated Manual of American Watch Move- 
ments. The manual is 844 by 11 inches in size, 214 
pages in length and durably bound with a heavy Cord- 
wain cover stock. 

This book is an invaluable reference for every watch- 
maker, listing and illustrating movements made by pres- 
ent and past American watch factories, from the earliest 
to the latest models. Double pages are devoted to indi- 
vidual movements with actual size illustrations of the 
individual parts in each movement on one page and, on 
the facing page, a full listing of all parts with factory 
numbers. 

The Swigart manual also includes hand charts for all 
Elgin, Waltham, Hamilton and South Bend models and 
complete mainspring information for all these factories 
plus Illinois, Rockford, Seth Thomas, Columbus, Century, 
Hampden, Crown, Ingersoll, Trenton and U. S. Waltham. 

An additional Bulova section contains, for the first 
time, complete factory interchangeability of parts, in- 
cluding mainsprings, with listings and pictures of all 
styles and colors of Bulova hands. A separate section is 
devoted to Bulova self-winding models. 

In nine pages devoted: to mainsprings, the charts show 
width, length and strength in both Dennison and metric 
for every model and make with pictures of the end-piece 
for each individual size. 

The book is not for sale but is available without cost 
to any watchmaker purchasing one or more of a choice of 
useful material assortments from E. & J. Swigart Co., 


34 West Sixth St., Cincinnati, Ohio. 
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SINCE 1907... 


A half-century of skilled craftsmanship 
stands behind their e eye-catching design 

@ superior materials @ lasting durability 

@ provei. sales-appeal. Send for catalog. 
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INTRODUCING AMERICA’S FINEST 
MOST COMPLETE BRIDAL SERVICE 


Weddings are big business . . . and 
NBS can place you in a dominant 
position in the wedding field. NBS 
is a proven merchandising plan, 
created by a nationally known jeweler 
for jewelers. NBS can make your 
store Bridal Headquarters! 


HERE IS WHAT NBS DOES FOR YOU... 


® Thoroughly trains your Bridal Secretary 


@ Gets more brides to select their com- 
plete needs at your store 


@ Assures voluntary cooperation of the 
bride, her family and friends 


® Creates good will and good publicity for 
you 


© Provides complete advertising, ad clip- 
ping and personal help service 


© Supplies all necessary forms fer effi- 
cient system 


© Locates sources of supply 

®@ Solves gift wrapping problems 

© Pays immediate dividends through in- 
creased volume. 

© An NBS franchise is a valuable connec- 

tion with America’s leading jewelers 


fd.ty ARCH CROWN TAGS, INC. 277 Halsey St. Newark 2, WJ. 
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An exclusive NBS franchise is avail- 
able in your city. Write or wire 
today for cemplete defails. 


NATIONAL BRIDAL SERVICE, INC. 


JERRY CONNOR, Pres. 
410 Cleaveland Bidg., Rock Island, Ill. 
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You don’t have to display a diamond-and- 
ruby necklace to stop a customer in his tracks—just 
feature Barbara Dates MANICURE GIFT SETS 
—they’ll sell—every day in the year with, 


@ their brilliant sparkle of fashion colors, 
finest fabrics, leathers, gold and silver 
mesh 


@ their glittering gold-plated implements 
@ their utterly feminine designs 


@ their decorative im pact! 


And, they’re priced to fit every budget purse. 


More SPARKLE.. More COLOR.. 





THATS WHY Warbara Mates |s p 
GIFT HUNTER'S BEST FRIEND—AND 
A JEWELER'S BEST FRIEND, TOo) 


ALERT JEWELERS DISPLAY 
Barbara Dates MANICURE GIFT 
SETS because—" the more you 


show ‘em, the more you sell 





“LUXURIA," No. 232. NEW! An enchanting fashion- 


style kit with a crushed velvet exterior in green, wine and 
lilac and a golden bronze frame. The interior is lined in 
beige moire. This case is richly fitted with gold-plated mani- 
cure essentials. Retails at $10.00.* 


"MODERNE," No. 230. NEW! For the lover of “town- 


and-country” taste. This sophisticated case comes in tich 
plastic-coated simulated leather of light tan. A complete 
unit for good grooming—equipped with fine quality gold- 
plated essentials, 2 cut glass perfume bottles and comb. Retail 
price, only $7.50*. 





"VELVET VOGUE," No. 231. NEW! Gift-perfect in 


luxurious crushed velvet in green, wine and lilac. Golden 
bronze frame. Beige moire interior lining. The gold-plated 
implements plus other accessories lend this lovely case an 
air of high-fashion. Yet, only $10.00* retail. 
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“MIDAS MESH," No. 221. The Ultimate in golden 


glitter. Fashioned in glorious gold mesh, it is fitted with 4 
handsome array of gold-plated implements of finest quality 


. the frame in golden bronze . . . the interior lining i 
beige moire. Retail price, $20.00.* 


Also available “MIDAS MESH” model No. 222 in silver 
mesh, with nickel-plated implements. Retails at $27.50*. 
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Mor € VALUE in these ew Gift els 





“CARRY-ALL," No. 204. com- “NAIL VANITY," No. 218. Mag- 


"“GROOMETTE,' No. 203. This plete in attractiveness and detail—fine nificently covered in peach or blue 
darling manicure gift kit is fashioned gold-plated implements, comb, brush, damask and lined in beige moire. The 
in a rayon fabric covering of bright fingernail boards and cut glass perfume ¢ Iden b Thi : 
red, green or royal blue, enhanced by bottles. The exterrior is covered in ame 5 Gee ees iS Case 4S 
a golden bronze frame and lined in lovely red, green or brown bengaline, fitted with a gleaming assortment of 
beige moire. The gold-plated manicure with an unique enamel frame. The in- gold-plated manicure implements. Re- 


terior lining is of beige moire. Retail 


‘als are of finest quality. All this 
—— . , price, $7.00.* 


for only $5.00* retail. 


FLASH! Bates DIS-PLA-O-BLOC 


solves your display problems—lowers your display costs 


tail price. $15.00*. 













































































666 o 
Inexpensive but customer-catching display BLOCS you can The multi-shaped BLOCS are made of light-weight Styrofoam, 
easily set up yourself, without professional display help. covered with rich crystelle velvet—available in many colors and 
color combinations. 
One DIS-PLA-O-BLOC set makes hundreds of professional- 
looking display combinations—for your windows—counters— WRITE TODAY, Dept. C-7, for our FREE, descriptive 
showcases. Suitable for every display need—every gift season— DIS-PLA-O-BLOC brochure. 


throughout the year! * Subj. Fed. Tax 


CONVINCE YOURSELF see us at the 
A.N.R.J.A. Convention at the Waldorf-Astoria ate, 
Hotel in New York, August 10-14, bre 





C.J. BATES & SON 
CHESTER, CONN. 
New York Showrooms: 366 Fifth Avenue 


We cordially invite you to inspect the com- 
plete Barbara Bates line at our booth, No. 205 











FOR JULY, 1952 161 











1. New England Wood-Cut 


2. "Thousand Eye" Glass 





3. Condiment Set 





4. New China Pattern 


_] 1. New—one from series of 12 Claire Leighton wood-cuts of 
New England industries appecring in black and white on es- 
pecially designed plates. They will retail for $36 a dozen. 
From Josiah Wedgwood & Sons, Inc., 24 East 54th St., N. Y. 


|_| 2. Black and white enamel baked on crystal and cut through 
in "Thousand Eye" design—seen in hollow-stemmed cocktail 
glass, $30 a doz. retail; double old-fashioned, $27; high- 
ball, $30. Distributed by Mary Rodney, 225 5th Ave., N. Y. 


3. Six-piece condiment set whose elements may serve mul- 
tiple purposes, done in gray, jade or persimmon with Mayan 
leaf or conch shell design; items, $2 to $7 retail. Handmade 
by Saar Ceramics, 15232 Hawthorne Blvd., Lawndale, Cal. 


LI 


(] 


4. "Countess Cynthia" pattern has abstract leaf center in 
brown, green, amethyst with rim in jade green, teal green, 
gunmetal, gray, with gold trim; 5-pc. setting, $10.95 retail. 
New from Jackson Vitrified China Co., 225 5th Ave., N. Y. C. 





5. Silverplated Pieces 


[] 5. Reproduced from Early American originals, these silver 
plated candlesticks retail for $7.50 a pair, tax included; 
chased cocktail tray bordered with cocktail recipes, $15 
retail. From Andover Silver Co., Inc., of Andover, Mass. 
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* Registered Trademark 





Haviland China 


ESTABLISHED 18 4 2 


carries these 
authentic 
trademarks 





Cheodore Haviland 


Rew Pork 


MADE IN AMERICA 


when made in America 





We ure y meat } 
he lhe  felewsiure of Yvev ilan . 


France 


yrocling You al _ 
when made in France 
New York, New York — July 13 to 18 


Our New Showroom — 270 Park Avenue 


Atlanta, Georgia — July 20 to 23 
Parlor A — Piedmont Hotel 


Los Angeles, Calif. — July 20 to 25 
302 Brack Shops 


Chicago, Ill. — July 28 to Aug. 8 
1550 Merchandise Mart 


New York, New York — Aug. 18 to 22 


Our New Showroom — 270 Park Avenue 


Dallas, Texas — Aug. 31 to Sept. 4 
Parlor C — Adolphus Hotel 


Haviland & C 


A T ECE D 


270 PARK AVENUE 
NEW YORK 17, N. Y. 


CHICAGO LOS ANGELES 
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2. Cut Accessories 


7 


_] 


_] 





4. Brown Rose Pattern 


|. "Green Basket'’ design in Spode earthenware dinnerware 
is printed in brown and hand-painted in tones of green, on 
the Gadroon shape. It will be available from stock early 
in fall from Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


2. Recently added to the “Moonglo" cut line is this group 
of hand-cast accessories, including floral bowl, $5.85 re- 
tail; footed cheese, $4.25; 3-pc. mayonnaise, $6.50; gardenia 
bowl, $5.85. Made by A. H. Heisey & Co., Newark, Ohio. 


3. New is this ''Patio'’ design made in complete stemware to 
go with the ''Patio" series of serving and decorative acces- 
sories; available in crystal only, it may be retailed for $1.50 
each. From Duncan & Miller Glass Co., Washington, Pa. 


4. In line with the trend toward brown, the "Brown Rose’ 
design in china dinnerware has stylized rose in shades of 
brown touched with gold and enamels; §-piece setting re- 
tails for $14.75. Made by Pickard, Inc., of Antioch, Ill. 


5. Made in heavy pressed crystal glass is this 4-part serv- 
ing accessory, with handles, for the buffet table; it has 
two square compartments, two semi-circular, and retails for 


about $4. From Fostoria Glass Co., of Moundsville, W. Va. 
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1. Design in Green 





3. "Patio" Stemware 





5. Glass Server 
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sahbfourCboual 


be sure fo visit Heisey! 







“> Listed below are the addresses of the 
Heisey display rooms at the coming shows. 
Don’t fail to see the Williamsburg Starter Set 
Promotion scheduled for 
September and October! 


: yy / 44/ 
4 
a 
= f 
St 
* 





CHICAGO 


Heisey Display Room 


1561 Merchandise Mart AT, 


















The finest in glassware made in America by hand and 


nationally advertised for more than fifty years 
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1. Rose Bouquet Pattern 


Acinaibans nina un 


2. TV Snack Plate 





3. Crab Platter 





4. Bijou Pepper Mill 


LJ 1. Old-fashioned bouquet with a rose center encircled on 
rim by tiny flower clusters features this "Lenox Rose" de- 
sign in china dinnerware; five-piece place setting may be 
retailed for $16.25. Made by Lenox, Inc., of Trenton, N. J. 


[-] 2. New 3-in-! TV Snacker is combination coaster, ash tray 
and snack plate, done in forest green, chartreuse, yellow 
or cocoa brown; set of two in 3-color display box, retail 


$2.95. From Pryor & Co., 527 West 7th St., Los Angeles. 


. LJ 3. Realistically modeled crab platter by Brad Keeler Art- 
wares has green platter, red crab; 12" in diameter, it may 
be retailed for $7.50. Sold by Paul A. Straub & Co., New 
York and the China Dry Goods Co., San Francisco, Calif. 


CL] 4. Fashioned in sterling silver is this Bijou pepper mill 
equipped with Sheffield steel grinder which has a lifetime 
guarantee. The mill is 2" in height, retails for $9.95. 
From Verity Southall, 2251 Lincoln Avenue, Altadena, Cal. 





LC) 5. "Turnabout" is new plaid pattern in pink, aqua, yellow 
or white with brown; cups and serving pieces are solid 
color or lined with pastel. Starter set, $12.95, retail. From 
Santa Anita Potteries, 3117 San Fernando Rd., Los Angeles. 


5. Plaid Decoration 
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this fall tap a watch market of 
29,750,000 customers! 


with U. S. TIME’S GIFTIME 


BACK-TO-SCHOOL 


PROGRAM 













All over America, students go back to grade 
schools, high schools and colleges every September! 
It's your greatest opportunity to sell watches to children, to 
young adults. Now, U. S. Time backs you in selling 
more to this huge market with a powerful 
“back-to-school” promotion! 








——- 


-- 


~--* — 
- - 


RETAIL FRONT! 


An Exciting Collegiate Window Poster—5 colorful 
Pennant Displays—Ad Mats—Radio Spots... Help 
You Promote and Sell! Yours without charge! 











ON THE 
NATIONAL FRONT! 


ell GIFTIA TCHES . : | Dramatic Full-Page Ads In America’s Top 
: : Magazines Give You Top-Flight Support! 







MERCHANDISE FRONT! 


Today's Biggest Watch-Value—U. S. Time—Gives 
You Your Biggest Backing! 


U. S. Time Corp., 500 Fifth Ave., N. Y. 36, N. Y. 
Your Back-To-School Program can really help me sell more watches. 


["] Please send me the window poster, the pennant displays— all the 
Back-to-School promotional Material | need. 


in time with tomorrow 
to sell today 








[] Please have your representative show me the full U.S. Time Giftime 
U. S& TIME CORPORATION Program—including the most promotable low price watches made. 
World's Largest Manufacturer of Wrist Watcnes || TIME NAME 
500 Fifth Avenue, New York 36, N. Y. — ADDRESS 
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by MADELINE LOVE 


Oink than 300 firms will show their newest wares at 

the National China, Glass and Pottery Show to be 

held this month—July 13 to 18—at the New Yorker 

Hoiel. And, of course, New York is the headquarters of 

many other china and glass houses which will not be 
actively participating in the show. 

So, whether you are already carrying table-top mer- 
chandise or are planning to, New York will be a profit- 
able place for you to visit during taat week. Be ready 
for the good business which nexi season will bring you. 

% % * 
KRAMIC decals which make dinnerware decorations 
resistant to the effects of household acids and the 
detergents used in dishwashing machines, were introduced 
at a press party given June 10 by Commercial Decal, 
Inc., of New York and East Liverpool, O. The result of 
more than two years’ research, the new “Permacal”’ 
palette already includes the majority of the colors used 
most often by potteries, and more are being developed. 

This new development was shown at the new “House 
of Ceramic Design,” in Irving Place, New York, just 
opened by Commercial Decal. Under the direct super- 
vision of Alfred Duhrssen. president of the company, this 


studio will make available to American potters the origi- 
nal works of many contemporary artists, who will func. 
tion either as members of the permanent full-time staff of 
the studio or as free-lance designers on a retainer basis. 
These patterns will be offered to the potters at no Cost, 
and virtually all of them will be produced in the Permacal 
colors. 
x % % 

LJ ERE is a view of the handsomely redecorated show. 

rooms of Doulton & Co., inc., American distributors 
of Royal Doulton bone china, earthenware, and figurines, 
at 11 East 26th Street, New York. Traditional and mod. 





ern design are combined in the showrooms, which are 
divided into three areas for the three groups of ware. 
The display fixtures are in South American white oak, 














No. 7619 





19 East 26th Street (Near 5th Avenue) 
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PASCO 


OPEN STOCK 
DINNERWARE 


Pattern No. 7619 
THE MAYFAIR 








LORENZ 
HUTSCHENREUTHER 


Available in 
94 and 64 
piece Sets 


Immediate Shipment 


Complete Displays at the 
Principal Shows 


PAUL A. STRAUB & CO., INC. 


New York 10, N. Y. 
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This Zippo sells for 
$210 0%" 










eee ttt ees 


DELUXE 14 KARAT GOLD ZIPPO 
with finely detailed engine-turned case. 











ae ‘Ee 
|} | 
SS 

This Zigne salle for Ss his Ta 
«so i 


$ 850" 


TOWN AND COUNTRY ZIPPO. 6 designs, 


engraved and inlaid in brilliant ceramic colors. 


Both Mean Priceless Customer Satisfaction! 


| 
Of course there’s generous profit for you in selling 


Zippo Lighters. But there’s more... much more ! 
When you sell a Zippo, you make a friend— 
for life. For Zippo is the lighter that always 

lights with a zip—even in wind or rain... 
the lighter that offers free mechanical repair 
service regardless of age or condition. 

See your distributor about selling Zippo—the 
lighter that never stops selling for you! 


ZIPP 


*Prices include Federal Excise Tax, = ZIPPO MANUFACTURING COMPANY, BRADFORD, PA 

















(e y. 








THE ONE-ZIP 
WINDPROOF LIGHTER 
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Nationally Advertised 
FRANCONIA CHINA 


One of Europe’s Finest Dinnerware Lines 


MANDARIN—Floral beauty perfection is achieved in dinnerware 
by the adaptation of ancient Chinese artistry. A rose chain encir- 
clement is enhanced by gold tracings on a modern classic shape, 
in the purest of white translucent china. 


Sc 


Contemporary in spirit — Sets a charming table 
S-pe Place Setting with 103,” dinner plate $7.95 
Retail* 

*Slightly higher South and West 


NOTE: The above is a reproduction of an advertisement ap- 
pearing in the Summer Edition of the Bride's Reference Book. 


HERMAN C. KUPPER, INc. 


39-41 West 23rd St. 
New York 10, N.Y. 














ode since 1770 


THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 
REZ 


. 7 
al 


SPODI 
[ee i 


ENGLAND 








Fine English Earthenware 
. . SPOUVE 
COPELANCS 

English Bone China CoPetancs CHina 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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with gray carpeting and draperies dominated with soft 
blues and greens. Especially designed indirect fluor. 
escent lighting fixtures effectively bring out the colors 
and detail of the china patterns and the figures. 
William J. Carey, president of the company, recently 


returned from a visit to the Doulton factory in England, 
% % & 


ISS LOUISE STECKEL, who has been associated 
with Castleton China, Inc., since its inception and 
currently is sales manager, has been appointed assistant to 
the president, G. Brown Zahniser. A. W. Sage, who 
joined Castleton 17 months ago as advertising manager, 
after wide experience in the retail field, has been ap- 
pointed sales manager. He will continue to direct the 
promotion and advertising for the company. 
¥% *% % 
EW officers of Registered California, Inc., are: Left 
to right, Max Schonfeld, secretary-treasurer: Dale 
Kennedy, president, and William D. Bennett. vice presi- 
dent. 





Added to the board of directors are: William D. Bailey, 
Thomas F. Hamilton, Brad Keeler, Ruth Sloan, Max 
Schonfeld, and Walter Wilson. 


* *% % 


4 PER CENT increase in ceiling prices has been 
granted to manufacturers of handmade glassware 
for the home by the Office of Price Stabilization, effec- 
tive June 3. The action has been described by OPS as 
an interim measure, designed to give the industry the 
“minimum relief” pending a formal industry-wide survey 


of its earnings. 
% * % 


_— PHARO, of Denver, and Lee Kennedy and 

Associates, of Atlanta, have been named by the 
Dunbar Glass Corp., as representatives for the Dunbar 
giftware line in their respective territories. 

x * * 

N July 23, during the week of the California Gift 

Show at Los Angeles, the Gift and Art Club will 
hold its semi-annual market party, with Victor McNutt 
chairman of the entertainment committee. The party will 
be held at the Deauville Beach Club at Santa Monica 
and part of the entertainment will be the Janet Dee 
Aquacade. 


* * # 


QR the first time, the gift show at 225 Fifth Avenue, 
New York, will open on a Sunday—August 17—con- 
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tinuing through August 22. Plans are under way for 
showing samples of the various types of giftware sold 
x the building on large tables to be placed in the lobbies 


of the different floors. 


HE “1952 American Glassware Jubilee” will be 
staged October 6 to 11 by the Glassware Institute of 
America, made up of eight leading manufacturers of mod- 
erate and low-priced glassware. Manufacturers will tie 
‘n their own advertising campaigns to create interest in 
the jubilee and will have sales aids available to retail 


stores. 





‘Five Year Plan’ 


(From page 142) 


“When I set up these lines,” Beaudet remarked, “I 
decided to offer such a complete stock that I would make 
people buy in their home city. While we had not been 
selling any of these lines to speak of, I knew that people 
were buying them. However, they were not buying them 
from us; in many instances they were going to nearby 
larger cities to buy these things. Incidentally, I found 
that one prominent sterling manufacturer had no retail 
representation in this city at all. Yet this manufacturer 
has spent hundreds of thousands of dollars annually on 
consumer advertising. 


“In Woonsocket we have a city of about 50,000 popu- 
lation, surrounded by a fairly large area of small towns 
and villages, giving a good metropolitan shopping area. 
However, we are only 14 miles from Providence, 28 from 
Worcester, Mass., and 38 from Boston. A great many of 
our people shop regularly in Providence and there is a 
surprising number who shop the other cities occasionally. 


“As I talked with people and studied the situation, I 
realized that the chief attraction in a large city is the 
very large merchandise stocks from which to chose. I 
found out that people buy where they can see the largest 
stocks from which to make selections. Therein lies the 
reason why so many people drive right by the home city 
store to spend their money in the larger city. 

“I decided to concentrate on sterling and to carry the 
complete lines of four big name companies plus repre- 
sentative lines of six additional sterling companies, giv- 
ing the customer the choice of patterns from ten out- 
standing silversmiths. In the china line, I have complete 
stocks from five big name companies. 

“Without any specific promotion, the sterling lines 
became at once popular. Girls began to ask about various 
patterns, and start their sets. Many who had already 
started sets began to buy additional settings and pieces 
here, and all this was noted in our record book. Inci- 
dentally, this record book is a wonderful business pro- 
ducer because relatives and friends can buy additional 
pieces with the assurance that the girl does not have 
them. It produces a good volume of gift business and 
brings in many new customers. 

“One thing I learned is that all girls buy sterling, 


(Please turn to page 176) 
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SATIN LINED 
COTTON FILLED 
HINGED LID 


Buy everything you need from one 
reliable pp a —— most com- 
lete line of jewelers’ boxes, fancy wrap- 
oe ee tat seals and labels. Supplied from 
FOLDING BOXES stock, designed or imprinted on special 
for order Buy now, save money, avoid 
JEWELRY seasonable shortages. 


FLAT WARE WRITE FOR CATALOG 


' HOLLOW WARE Every jeweler should have this book for 
RINGS reference when buying boxes and 
GLASS WARE wrappings. Contains illustrations, 
CHINA and prices, details on hundreds of items you 
GIFT ITEMS mh a4 Request your copy now. 


PICTORIAL PAPER PACKAGE CORPORAL 


15116 MERCHANDISE MART @ 232 SOUTH LAKE STREET 
CHICAGO. ILLINOIS AURORA. ILLINOIS 



























Stamp NAMES 
or MONOGRAMS 


ON 

FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 


Make your own 
Price Cards 
Price Tags 








Pes Sy ; 








NOW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 


Write for full details. 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 


Kingsle. 
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alifornia 


GIFT AND JEWELRY Items 











Made of solid jeweler's bronze, the "Golden Line" of 
Saxton, Inc., 11727 Mississippi Ave., West Los Angeles, blend 
with any table service. Sets of sugar and creamer, salt 
and pepper, retail at $20 and $8, respectively, for a pair. 





Perfume duette, "Seventh Heaven" and 
"Seduction, come in individaul gold- 
finish purse size containers. $3 Key- 
stone, by Bergel of Hollywood, 7420 
Melrose Avenue, Hollywood 46, Calif. 
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Newly introduced are these two cheerful cher. 
ubs on 5" bud vases, trimmed with roses and 
gold. From Heirlooms of Tomorrow, Inc., 360! 
Aviation Boulevard, Manhattan Beach, Calif. 





"Pussy Willow'’ by Winfield falls in the $14.95 
bracket for |6-pc. starter set. By American Cer- 
amic Products, 1825 Stanford St., Santa Monica. 














Election year gift: a double cigaret box 
mounted with party mascots. Retails for 
$5.95 with matching ashtray. From Modern 
Sales Co., 527 W. 7th St., Los Angeles. 
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LOVE THOSE REGISTERED CALIFORNIANS! 


and the 


REGISTERED CALIFORNIA GIFT and DINNERWARE SHOWS... 


...where $10,000 worth of gifts will be given away! 
A drawing every day for buyers visiting the shows: 


>® 





IN CHICAGO Hotel Morrison 
Monday, July 28 —Friday, August 8 


Another buyers’ service ... for the 
first time in Chicago—open on the 
mid-show Sunday, August 3! 


Hours: 9 a.m. to 6 p.m., exce aturday, . 
st 2, and Friday, August 8-9 om, IN NEW YORK « Hotel McAlpin 


August 2, and Friday, August 8—9 a.m. 
Sunday, August 17 —Friday, August 22 


to 1 p.m. 
Hours: 9 a.m. to 6 p.m., except Friday, 
9 a.m. to 1 p.m. 


y 


CALIFORNIA 
\) 





and always, 805-806 Brack Shops Building, Los Angeles 











P youn For Profit and Prestige ... 


7 R: RO ( kK CRYST 1 Feature HEIRLOOMS of TOMORROW! 


JEWELRY 


These lustrous, semi-precious No. 2239. 
stones from the mountains of Brazil 
have been superbly cut and polished ° ° 
and fashioned into smartly Bride with 
styled, all-purpose jewelry. sh ort Vv eil, 


e 
This is not ordinary, cheap costume 
jewelry — but a line that will 
boost your sales... more profitable 
sales, now and during 
the coming season. 
@ 


order to-day 


PRICES Keystone 


L19A Pear shaped pendant 5.00 ea. 
E12/32 Star shaped earrings 4.00 pr. 
E1412 Pear shaped earrings 4.00 pr. 
E1532 Crescent & star earrings 6.00 pr. 


holding white 
prayer book 
with streamers. 


734" high 


B-5s Smoky crystal bracelet 16.00 ea. 
R7/ Square cut crystal ring 4.50 ea. $ | 8.75 
L17 Cross shape cluster 12.00 ea. 
pendant . wholesale 
HAND MADE 
MOUNTINGS, CHAINS 
AND FINDINGS, Write for 





SKILLFULLY CRAFTED 
OF STERLING SILVER. 


MINAMOTO 2: scx” * HEIRLOOMS of TOMORROW 


TRAD CALIFORNIA 
ING COM PANY 3601 AVIATION BLVD. — MANHATTAN BEACH, CALIF. 
Many other styles available - Send for complete catalogue 


new catalog 
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California 


GIFT AND JEWELRY Items 








"May Flower," available in open stock, retails at 
$13.95 for 16-pc. starter set; coffee pot, $5.95. 
It has a 25 year guarantee against crackling or 


crazing. By Vernon Kilns, 2310 E. 52 St., L. A, 





This ruby diamond ring, 
at top, retails at $2,500. 
Bottom, a twin emerald 
diamond ring set with 2 
tapered baguettes which 
retuils at $3,500. From 
Widess & Sons, 220 West 
Fifth St., Los Angeles. This two quart casserole from Ace Wire Prod- 
ucts is distributed by Sun Sales Co., 527 W. 
7th St., Los Angeles. $4.50 FOB, Los Angeles. 











Scroll pattern in gold, red, or green is the 
latest addition to the Cal-Dak line of tray tables. 
Detachable stand is 24" high. Retails at $2.95. 
From Cal-Dak, Inc., 225 Acacia St., Colton, Cal. 





European in mood, Californian in 
source is this porcelain bisque 
madonna by Carol Price, 2224 
Federal Ave., Los Angeles, Calif. 
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A Los Angeles Trade Fair Show Sponsored by the Los Angeles Chamber of Commerce and the California Retail Jewelers Association 


speaking of diamonds e ee yOu, too, can get a two-bagger 














with just one trip to the plate! 


Make Los Angeles home base on 
AUGUST 17-20 for the 4th Western 





Jewelry & Silverware 


Show (INCLUDING CHINA & GLASS) 


and the 19th Annual California 


Retail Jewelers 


Convention at the Biltmore Hotel 











BE CAUGHT 
NAPPING 


DONT 








TRADE-MARKS 
| the Jewelry 
and Kindred Trades 








When a sales opportunity knocks... 

in the form of a query about a brand 
or a trade mark or who-made-this-and- 
how-can-l-match-it ... do you have 
the answers—fast? 


You can, if you have the newest edi- 
tion of the handy book that leading 
jewelers have used for half a century 
». + TRADE MARKS OF THE 
JEWELRY AND KINDRED TRADES. 
The new sixth edition has many new 
trademarks and trade names... 
sterling and silver plate pattern names 
and thousands of watch names, in 
388 pages—carefully indexed and 
cross-indexed so that you cen find 
them quickly. 








~ ORDER YOUR 
COPY NOW 


TRADE-MARKS OF THE JEWELRY 
AND KINDRED TRADES, 


new sixth edition $7.50 


postage prepaid 


Order your copy today and have 
all the resources of the jewelry field 
at your fingertips. 


ll ee ee 


THE JEWELERS’ CIRCULAR-KEYSTONE 

100 East 42nd Street, New York 17, N. Y. 

Enclosed find check money order for my copy. '¢t Is under- 
stood that if | am not completely satisfied, | may return It after 
10 days’ trial, and receive my full money back. 


ET: dnuteseecenestenssanveibeehhahieestiiaadtkeniaiiadl enki 
TRIAL OFFER...Money back if you do not believe this book is essential to your business. 
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When TIME is MONEY... 
When your CUSTOMERS are IMPORTANT... 


it REDUCES . 


it ENLARGES 
QUICKLY * -*% & 
EASILY © 





t- DIAMOND RINGS. 
~ STONE RINGS 






“< 
——— — = — $45, 











’ \Y % 4 
> re , 
e , Sh€ 
“PERFECT” 


ROLLER 








The Kagan “Perfect” Ring 
Roller will size diamond 
and stone-set rings — per- 
fectly, accurately. No 
warped or twisted shanks. 
Little physical pressure 
needed. One setting ad- 
justs, one turn sizes. Wide 
range of dies provided. 





The Kagan Streamlined 
Ring Sizer will size any 
weight wedding rings 
smaller or larger in less 
than a minute, without 
marring or scratching. Re- 
duces inventories, moves 
old stock, makes sales, 
pays for itself quickly. 


ALWAYS look for the KAGAN LABEL. See both tools at 
Booth 305, NACJ Jewelry Fair, Chicago, July 27-31 
Booth 115, ANRJA Show, New York City, August 10-14 

or write today for more information, to 


J. J. KAGAN & CO. 


424 SoutH BrRoapWAY 


Los ANGELEs 13, CALIFORNIA 
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Ruff & Tutt Watches! 
Electric Barber Sets! 
Electric — 

ee See y, many ot er 

0 8 o na th at brou i 
gave you a PROFIT: | 








The ORIGINATORS of these 
now have the most sensational 
DIAMOND merchandise promo- 
tions in America and they will be 
Tahameke [0 iot-Yo man 


| Tin Od LL OF -NCTOMNIV Wa aie 
The Conrad Hillow — Booth 275 


In NEW YORK August | 0th 
The Waldorf-Astoria — Space 111 


In DALLAS August 31st 


The Adolahus — Room 966 
VISIT US FIRST! 


to get the EXCLUSIVE 
franchise in your city! 


ROBBIN PRODUCTS 


ES Originates ! 
The most copied and imitated jinm in the 


707 S. Broadway — Los Angeles 14 
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regardless of their income. I found that girls who work 
in the mills, cierks in the 10-cent stores and oiice girls 
who earn relatively small salaries are buying sterlins 
sets. If anyone tells you that you can’t sell sterling aR 
small city, don’t believe them. The majority of oy, 
people work in the textile mills, where incomes are very 
uncertain due to seasonal slack periods. But | learned 
that girls will go without many other things, but they 
must have their sterling sets. It may take them some 
time to build them up, but they have them. 

“Another thing I learned is that you don’t have to offer 
credit in order to sell sterling. We have charge accounts 
which are settled monthly, but no credit. In fact, | 
believe we are the only truly ‘cash’ jewelry store in the 
city. 

“I also found that manufacturers are very helpful, 
Sometimes a small business operator is afraid that the 
big companies will try to burden them with large orders 
and costly inventories, but that is not so. I found the 
manufacturers were willing from the very beginning to 
book small unit orders, and to back me up with immedi. 
ate shipment of fill-in orders. Also, manufacturers have 
plenty of good advice to give the retailer. 


“It was in cooperation with manufacturers’ representa- 
tives that I decided to locate the sterling department at 
the rear section of the store. It stretches entirely across the 
store and attracts the attention of everyone who enters 
the store. It is located in such a prominent position that 
it gets a lot of comment. I find that men are much more 
intrested in this display than I had imagined; while thev 
do not select patterns, it proves that men have a definite 
interest. In addition to being a good daytime location, 
it is fully lighted throughout the evening and provides a 
beautiful display for evening shoppers along the street. 


“In the front display case we show 33 place settings, 
each clearly marked with the name of the pattern and the 
manufacturer. We chose place settings for this display 
for a definite reason, although we knew that we could 
show a much larger number of patterns, if we were to 


show individual pieces. 


“We show only complete place settings because the 
customer sees every place setting complete and makes 
her initial choice on that basis. Complete silver sets in 
chests are shown at the wall case in back of the counter 
case, and this enables the girl to see what her set will 
look like when completed.” 

Chinaware and silver hollowware occupy a 32-foot 
wail space extending the entire length of the store, while 
stemware and sterling-decorated glass ware are shown in 
the wall cases on the opposite side. 


These lines have been backed with year-round window 
displays, showing sterling and china place settings to- 
gether. Beaudet finds it much better to show both to- 
gether, because they are so closely associated in actual 
use. A sign in the window reads “Thank you for looking 
in our window. Come in and see our complete selection.” 


The lines are featured in newspaper copy of two or 
three columns by 12 in. at least once a month. Copy 
stresses the very wide selection of patterns, emphasizes 
place settings and suggests addition of settings or extra 
serving pieces. Most copy emphasizes two different 
sterling patterns, urging people to visit the store to see 
many others. 
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TIME RUNNING OUT FOR ACTION ON FAIR TRADE. With less than a month remaining before 
the House and Senate adjourn for the national conventions, it seems likely that 
any action on the restoration of fair trade legislation would have to be pcost- 
poned until next year and the convening of a new Congress. The case for fair 
trade was never better than at this time as retailing spokesmen have succeeded 
in making congressmen acutely aware of the hardships suffered by many retailers 
Since the price-—maintenance laws were overruled by the Supreme Court last year. 


ENDING OF PRICE CONTROL ON COPPER IMPORTS MAY EASE SUPPLY. The recent remcval of 
price control on imports of copper is expected to ease the supply situation on 
this metal as the way is now open to foreign scurces to ship an estimated 50,000 
tons monthly to this country -—— at higher prices. 


TIGHTER CONTROLS ON NICKEL FORECAST. Reports that nickel supplies would be eased 
are unfounded say control officials, at the same time forecasting that if any- 
thing, there would be even tighter controls on the use of this metal for con- 
sumer use than at present. A slim hope was held out, however, that the govern— 
ment might later on permit manufacture of more non—nickel stainless steel for 


consumer goods. 


WATCH TARIFF REPORT IN PRESIDENT'S HANDS. After more than a year cf hearings, in- 
vestigations and study, the Tariff Commission sent its long-awaited report on 
the import of Swiss watches and movements to the White House on June 16. Con- 
tents of the report are still secret but it was admitted by a Commission spokes— 
man that the fact that the report had been sent to the President was evidence 
that changes in the tariff setup were being recommended. The President has 60 
days from June 16th in which to take action on the report. 


WALTHAM STOCK OVERSUBSCRIBED. The recent offering to stockholders of 400,000 shares 
of Waltham Watch Co. stock was oversubscribed by 545,494 shares. Proceeds from 
the sale will be added to working capital. Teviah Sachs, Waltham president, says 
backlog of present orders is equal to plant's expected production for the entire 


year. 


JEWELRY FINDINGS MFRS. GET RELIEF ON MATERIALS. The National Production Authority 
last month issued supplemental allotments of controlled materials from the small 
business "hardship" reserve to more than two dozen manufacturers of jewelry 
findings. In addition, these manufacturers were also permitted to accept ship- 
ments of brass from jewelry makers for fabrication to order. 


DMIAA PROPOSES STIFFER PENALTIES FOR SMUGGLERS. Senator Herbert R. O'Conor of the 
Senate Judiciary Committee has lined up with the Diamond Manufacturers and 
Importers Association of America in its fight to amend present legislation and 
fix a maximum penalty of five years imprisonment for smugglers. Senator 
Herbert H. Lehman (N. Y.), U. S. Attorney Frank J. Parker as well as numerous 
Congressmen have already promised their support for the proposal. 
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R. R. KRONFELD OF KRONFELD WATCH REPAIR. 
SHREVEPORT, LOUISIANA 
SAYS: 








623 TEXAS STREET 
SHREVEPORT 1, LOUISIANA 


October 29, 1951 


C. & E. Marshall Company 
1601 Main Street 


Dallas 1, Texas 
Gentlemen: 
It has come to our attention that once in a while some verbal appreciation 


should be given to your company for not only the excellence of your service, 
but also for the practically flawless system you have installed with your 
many customers. 





Our business is set up on the idea of one master shop supplying several out- 
lets with their material. To accomplish this we have had to maintain a 
perpetual inventory of all material in each of the shops, establishing a 
stock level according to amounts used in each individual shop and replacing 
all material as used. Under the Marshall System, this was relatively easy 
to do - each piece or type of material is listed on an index card and 


Our organization is relatively new but, fortunately, we were put in contact 
with your firm and its system first-off. Sold on its merit, we established 
our business on the Marshall System principles. Thus far, we have had no 
occasion to regret what might have been the hasty action of the inexperienced, 
identified with your numbers. Since our business is mainly with army camps, 
all types and styles of watches are constantly before us for repair. There- 


Our background at the time might have been termed "limited." 
fore, all material needed must be at our fingertips or reasonably easy to 
a7 obtain. In addition to this simple identification we have discovered that 

this eliminates all dead stock and allows us to order only what material as 

is necessary. J, 

Unlike most watch repair establishments, we must maintain general office 
help. Here, too, your system is invaluable. It facilitates the training 
of such employees to identify watch parts, care for the inventory and keep 
records of such reports as are received from the other shops. We believe 
that no other company would enable us to do this since they would, almost 
without exception, require the knowledge of a trained watchmaker te catalogue 
and order the material. By eliminating this necessity we free the skilled 


employee for the work he was trained to do - repairing watches with as few 
interruptions as possible - and let the "paper work" for the office assistant. 








We cannot sing the praises of Marshall loud enough. The Marshall System is 
without equal. To have it supplemented with courteous, friendly salesmen 
and prompt service only enhances what already is the best of service rendered 


to us, the consumer. 


Kindly accept this as an expression of our appreciation for the work of your 
fine company. 


Very sincerely yours, 


Letter at right tells how use ace ein ati 
of Marshall Add-A-Unit Sys- KR 
tems, pictured below, have ) 

RRK: vs R. R. Kronfeld 





helped this company. 








KRONFELD WATCH REPAIR 








No more "dead stock" because of Stock 
Control. Just one of the many extras offered 
by Add-A-Unit Systems. Profit the way 
Kronfeld's and thousands of other watch- 
makers and jewelers do. . . with Add-A-Unit 
Systems. The best way to help put your watch 
repair department on a profitable basis. For 
complete details without obligation, write to 


C. & E. MARSHALL CO. 


DEPT. J7, BOX 7737, CHICAGO 80, ILL. 
Branches and Distributors in Principal Cities 
Throughout the USA 
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Effective Fair Trade Bill May Wait 


Until New Congress Convenes 


Proposals to bring back fair trade Jaws 
are succeeding in at least one important 
front: the case for fair trade, as presented 
by retailing spokesmen to the Senate and 
House committees has made a large num- 
ber of Congressmen acutely aware of the 
hardships suffered by many retailers since 
the price-maintenance laws were thrown 
out by the Supreme Court last year. 

As a result the opportunities for passage 
of new fair trade legislation were better 
this month than at any time during the 
past year. 

As these pages went to press, there were 
no definite indications in the Senate that 
hardware, appliances, and other fair-traded 
items might again be sold at fair-trade 
prices at any early date. 

Congressional leaders, in their efforts 
to whip “must” legislation through the 
Senate and House before adjourning for 
the Democratic and Republican national 
conventions, hinted that many important 
bills (including those restoring fair trade) 
would necessarily have to be postponed 
until next year and the convening of the 
new Congress. 


HOUSE SUPPORTS BILL 


The House vote on fair trade (196-10) 
clearly indicates overwhelming support for 
restoration of fair trade laws. But on the 
Senate side of the Capitol the bill (spon- 
sored by Rep. John A. McGuire, Connecticut 
Democrat) faces a rocky path. This is true 
because the Senate rules permitting un- 
limited debate may be called into play by 
the opponents of fair trade. Strategy of 
the opponents includes definite plans to 
“talk the bill to death”—if they can. 

As far as the immediate outlook is con- 
cerned, it’s still possible that a last-minute 
compromise on this important bill will 
permit its endorsement. Whether or not a 
suficient majority can be mustered to over- 
ride the White House veto that President 
Truman has threatened remains to be seen. 

The jewelry industry’s all-out fight for 
restoration of an effective fair trade law, 
meanwhile, continued without letup. 

Congress was urged on June 2nd to pass 
legislation which will again legalize the 
so-called “non-signer” clauses in the fair 
trade laws of the various states. Leo F. 
Henebry of Roanoke. Va.. president of the 
American National Retail Jewelers Associa- 
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tion, told the Senate Committee on Inter- 
state and Foreign Commerce that the retail 
jewelers of America are in favor of the 
basic principles which outline the fair 
trade laws. 

Mr. Henebry stated that the members 
of his association adopted a statement in 
support of this position at their 46th an- 
nual convention in 1951. 


MATTER OF SURVIVAL 


“Small business needs fair trade in order 
to survive,’ Mr. Henebry declared. “The 
restoration by Congress of effective fair 
trade is essential to the well-being of 
American small business. The absence of 
effective fair trade is subjecting the small 
businessmen of the country to a process 
of erosion. Undercover price wars con- 
tinue. The nature of competition today 
requires fair trade more than it did at the 
time fair trade was conceived.” 

As hearings continued before the Senate 
committee, Gordon L. Uhl, who for the 
past 18 years has owned and operated a 
jewelry store in Dormont, a suburb of 
Pittsburgh, depicted his plight as a small 
retailer who sees his larger competitors 
operate loss-leader sales. 

He told committee members that his 
business has been very greatly hurt during 
the past year since the Supreme Court 
upset the effects of fair trade. In March 
alone of this year, Mr. Uhl pointed out, 
his volume fell approximately 50 per cent 
below March, 1950. 

In concluding his testimony, he urged 
the restoration of fair trade protection for 
himself and thousands of other small 
jewelers all over the country. 


Merchandising Club Operators 
Must Pay $50 Gambling Tax 


Operators of merchandising clubs will 
soon be subiected to additional tax col- 
lections by the federal government. Long 
objected to by many retail store operators, 
the Internal Revenue Bureau has ruled 
that such clubs are, in effect, lotteries for 
gain—and as such, are subject to the new 
$50 gambling tax plus 10 ner cent of the 
gross receipts. Althouch validity of the law 
is being contested, the tax collectors ex- 
pect to start collections as of July 1, start 
of the new fiscal year. 





Report on Watch Tariff 
Sent to White House 


More than a year of hearings, investiga- 
tions, and study of the effect on domestic 
industry of imports of Swiss watches and 
movements was climaxed June 16th when 
the Tariff Commission submitted its long- 
awaited report to the White House. 

Neither the White House nor the Tariff 
Commission would comment on the con- 
tents of the report, either in a general 
way or as to what recommendations the 
Commission made. It was admitted by a 
Commission spokesman, however, that the 
fact that a report had gone to the White 
House was evidence that the Commission 
was recommending changes in the tariff 
setup. 

Under present laws governing trade 
agreements, the President has 60 days 
(from June 16th) in which to take action 
on the Commission’s recommendations. If 
White House approval is given, the report 
and recommendations are forwarded to 
the State Department to be put in effect. 

How long it would be until changes 
would become effective is anybody’s guess 
since, presumably, the State Department 
would get together with Swiss officials to 
work out mutually satisfactory ways and 
means of putting changes into effect with 
least impact on their economy. 


Control Officials Consider 
Change in Platinum Order 


Washington control officials are consider- 
ing making a change in the platinum or- 
der (M-54), which would permit jewelers 
to send their platinum scrap and sweep- 
ings to refineries for refining and return 
to them for their own use. 

Such action has been strongly urged by 
the trade on the basis that it would bene- 
fit small jewelers who do not have their 
own refining facilities. Under the original 
order, they must have specific NPA author- 
ization before sending their scrap and 
sweepings to others for refining. 

Another change sought by the industry 
is relaxation of the order so as to permit 
purchase and use of a small percentage 
of the quantity of platinum used during 
the 1947-50 base period. While it was re- 
ported that most of the trade still has 
platinum rings and mountings in_ stock 
(retention of April 1. 1951, inventories 
were permitted), small purchases would 
offset any chance of running out of sup- 
plies to size and adapt rings in stock. 
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Ways To Meet Industry-Changes 
Major NWJA Convention Subject 





Leading Figures From the Manufacturing and 
Wholesaling Fields Discuss Problems Facing the 
Entire Industry; J. M. Montgomery Elected President 


The annual convention of the National 
Wholesale Jewelers Association began on 
a note of sadness due to the recent death 
of its president, A. C. Wallenstein. Tribute 
was paid to his active interest in the asso- 
ciation by J. M. Montgomery, who as Act- 
ing President steered the convention 
through the action-packed days of June 
5 and 6. 

Held this year at The Drake Hotel in 
Chicago the facilities were ideal. Due, no 
doubt, to the many important current de- 
velopments in the enconomic world in gen- 
eral and the jewelry wholesaling business 
in particular, registration at the convention 
ran high. 

If any one thing might be said to have 
characterized the meetings, it was the 
searching desire of those in attendance to 
seek ways to better improve their  oper- 
ation, add to their flexibility, during the 
rapidly changing conditions with which 
wholesalers, and all businesses, are con- 
stantly being confronted today. 

The meetings opened on June 5 at 10 
A.M. with the report of the Secretary 
Thomas A. Fernley, Jr., to whom President 
Montgomery paid particular tribute in his 
speech which followed the report. 

The basis of Jack Montgomery’s talk 
was, fittingly, material which had been 
roughly prepared by A. C. Wallenstein be- 
foe his death. Typical of the serious con- 
sideration given to his responsibilities as 
president, Mr. Wallenstein had used as the 
theme of his talk, an expression of Theo- 
dore Roosevelt’s that “Each man owed 
something of his time to his profession.” 
The theme was supported by the writer’s 
expression that he had gained more person- 
ally than the association from his efforts 


in its behalf. 


CLOOS OFFERS 
OPTIMISTIC PICTURE 


The next speaker was George W. Cloos, 
of the Research Department of the Federal 
Reserve Bank of Chicago, Illinois, who 
gave his views on “Business Conditions— 
an Optimistic Survey.” 

He said, “The ever-changing state of 
international relations hardly needs elabo- 
ration. In the case of consumer buving, 
however, the vital role played by millions 
of individual decisions in determining the 
level of business activity is only gradually 
being recognized. At present personal in- 
come and liquid asset holdings are suf- 
ficient to permit a level of spending which 
would result in broad upward pressure on 
prices. Accumulations of many tvnes of 
goods, on the other hand, are so large that 
a further lessening of the desire to spend 
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could bring seriuos trouble to affected in- 
dustries. 

“The reason for the diversity of views on 
the current outlook is that the economy 
has been divided into two sectors during 
the past 15 months. During this period 
defense and defense-connected activities 
have expanded fairly steadily. The ‘non-es- 
sential’ civilian sector meanwhile has 
undergone an_ inventory’ readjustment. 
Industries such as aircraft and machine 
tools have boomed. Television and auto 
makers have been able to buttress lower 
civilian goods production with a substantial 
volume of Government orders. Textile and 
some appliance manufacturers have had 
quite a hard time of it. 

“Part of the recent pessimism springs 
from a general uneasiness that prosperity 
cannot go on forever. 


“Tt is difficult to apply these arguments 
to the period of the next six to nine 
months. Extensive price and inventory ad- 
justments have already occurred without 
bringing broad repercussions. Reordering 
is occurring in some lines and certain 
commodity prices have moved upward 
slightly after hitting bottom. 

“Consumers may svon begin to increase 
spending as a proportion of current income 
to a more normal rate. About 15 months 
have elapsed since the last run on durables, 
and buying is currently being stimulated 
by the suspension of instalment credit 
curbs. 

“Should a mild recession develop in 1953 
it is unlikely to snowball as in the past. 
A review of most of the nation’s previous 
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panics and depressions shows that they 
are almost invariably associated with Woes 
credit extensions. The boom of the past 
seven years has been remarkable for the 
degree of caution exercised by busines. 
firms, farmers, and even consumers, 

“Earlier, | made reference to the incon. 
sistency of consumer decisions to spend or 
to save over short period of time. In the 
long-run we may take heart from the text 
book dictum that human wants are ‘p. 
satiable, the buying public can gorge itself 
temporarily on TV sets and automatic 
waffle irons, but sooner or later a need js 
felt for a barbecue pit, a dishwasher or q 
set of encyclopedias.” 


James O. du Pont of E. I. du Pont de 
Nemours & Company, Inc., was the cop. 
cluding speaker on the morning program, 
He delivered an inspiring and extremely 
timely message on the fundamentals neces. 
sary for a successful business, within which 
message was woven another one, on the 
opportunities for our system and the efforts 
necessary for its maintenance. (JC-K cop, 
siders this talk so valuable for the retaj} 
jeweler that it will be published as a feg. 
ture article in the next, August 1952, 
issue. ) 


NIEMEYER PRESENTS ECONOMIC 
CONSIDERATIONS WITHIN INDUSTRY 


The opening address of the first after. 
noon session was delivered by G. H. Nie. 
meyer, chairman of the Jewelers’ Vigilance 
Committee and president of Handy & Har. 
man. “What Do We Need?” was the title 
of the talk which served as a springboard 
for his explaining what is apparently called 
for by businessmen today. The first part 
of the Niemeyer talk was devoted to a 
review of the economic situation today and 
the probable situation which will exist 
during the next two years. Carefully docu. 
mented with facts and figures Mr. Nie- 
meyer’s presentation pointed up _ that 
volume in many big industries is at present 
adequate to meet current demands and 
that many of them have sold their products 
to such an extent that their markets are 
nearing the saturation point. As this point 
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‘; reached there will be available to the 
jeweler more spendable cash. 

Taking a look at the productive capacity 
of the next two years it was pointed out 
that a 20% increase in sales volume will 
he necessary to absorb the country’s pro- 
duction, which of course means that more 
intense selling will be required on the part 
of everyone in the business of manufactur- 
jng and distribution. 

Before reporting om the successes of the 
Vigilance Committee during the past year 
and paying tribute to the activities of P. 
Irving Grinberg, its executive secretary, 
Mr. Niemeyer expressed the opinion that 
research was vital to the progress of the 
industry and that the various branches of 
the industry had recognized this fact and 
that they had indicated their preference 
for conducting such research within the 
separate branches rather than on an indus- 
trywide basis. 


HAASE PRESENTS REPORT 
ON GREAT PROGRESS OF JIC 


A. E. Haase, president of the JIC, made 
it clear what the Council is and what it is 
not. Said he, “It is the nationwide public 
relations and promotional organization— 
operating at the retail level—of the entire 
jewelry industry. It must deliver on that job 
—and only on that job. It can have no 
alibi that it was too busy with other re- 
sponsibilities. Its membership is drawn 
from all segments of the industry.” 

Getting down to cases of JIC perform- 
ance, Haase said, “Let’s turn now to specific 
—to factual examples—of the Council’s 
work, such as the Council’s recently an- 
nounced year-round sales program for 
rings. 

“As a first step in this program, more 
than a hundred individual interviews on 
the problem took place with stone dealers, 
with ring maufacturers, with wholesalers 
and with retailers. 

“Within recent weeks many of you have 
become familiar with some of the visible 
results of the efforts of this joint commit- 
tee of ring manufacturers and stone deal- 
ers. 

“First among these visible results is a 
year-round promotional plan book on rings 
for the retailer. I would like to emphasize 
that the contents of this plan book comes 
from ideas and suggestions advanced to the 
Council by retailers, wholesalers and sup- 
pliers. 

“In addition to the planning book, the 
Council is also making available to the 
retailer for public distribution, “Romance 
of Rings and Birthstones.” 

“This booklet would ordinarly be avail- 
able to retailers only at a prohibitive price 
of eleven cents a copy. It is now being 
offered to retailers at only 3%4 cents be- 
Cause ring manufacturers and stone deal- 
ers were convinced that such a_ booklet 
would help increase retail sales. Therefore, 
they underwrote the printing costs to make 
the price low. 

“Another and third visible result in this 
ring campaign is the creation of a special 
window display card.” 

Haase then explained that these are only 
the first steps in a year round continuing 
ting program. He then said, “In closing my 
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The panel on clocks, watches, silverware and appliances was composed of F. Clarke Bechtel 
Sol Cogan, Donald S. Gautherat and Theodore Gorenflo, Jr., as sao of the lb 
subjects. Others on the panel were John Shaw (International Silver), H. E. Blackburn (Seth 
Thomas Clock Co.), Teviah Sachs (Waltham Watch Co.) and E. K. Ploner (Sunbeam Corp.); 


Jack Montgomery presided over the panel discussion. 


comments on rings | take the opportunity 
on behalf of the Council to thank the 
Chairman and the members of your Com- 
mittee on Rings for the helpful advice and 
counsel given me in visits and by mail on 
this program.” 

At this point Haase departed from his 
prepared speech to acknowledge the efforts 
made by trade publications in support of 
the Council’s ring promotion. 

Haase devoted the second half of his talk 
to the other phases of Council’s work 
particularly the spectacular success of its 
program of publicity. 

The afternoon session ended on a lighter 
note, in the presentation of a program en- 
titled “What Makes a Star Salesman a 
Star.” conducted by H. B. Sharer, Sales 
Training Specialist for U. S. Rubber Com- 
pany. 


WOLFGANG MAKES PLEA FOR 
ASSOCIATION COOPERATION 


The Friday morning session was opened 
by President Montgomery’s introduction of 
Irving J. Wolfgang, President of the Na- 
tional Association of Credi} Jewelers, whose 
talk was devoted to “Retail Jewelers’ 
Trade Associations—Your Best Allies.” 

Pointing out the essentiality of various 
groups cooperating for the benefit of the 
industry at large, Wolfgang expressed him- 
self particularly on the importance of the 
wholesale division to the retail trade. He 
said that from his years of experience he 
had always considered the wholesaler as 
his “Father Protector”; as the mainstay of 
the jeweler particularly the jeweler just 
starting in business or a small jeweler. 
Wolfgang told of his own personal experi- 
ence when he started in business and how 
he credits his proper beginning to one man 
in particular, a wholesaler. 


HENEBRY REVIEWS COMMON 
PROBLEMS OF ENTIRE INDUSTRY 


Leo F. Henebry, President, American 
National Retail Jewelers Association, was 
the next speaker. Talking on “The Joint 
Problems Confronting Retailers and Whole- 
salers,” he said, “The retail jeweler, par- 
ticularly the smaller store of which there 
are so many more, depends on you—the 
Wholesaler—not only for his merchandise, 
but for your financial support in the nature 
of credit for the goods which you sell him: 
he also depends upon you often for 
merchandising assistance as well as advice 
in the selection of some of his merchan- 
dise. 

“These changing times present a chal- 
lenge to the best talent in our business— 
whether it be wholesale or retail. I cannot 








help but feel that we must in the future do 
a better job of selling—that is the problem 
in the retail field and I am sure that it is a 
serious one with wholesalers. Business has 
come so easily for us the past ten years 
that many of us have forgfotten how to 
work for it. 

“We still overlook the necessity for culti- 
vating our trade more closely—furnishing 
them with new ideas—with new merchan- 
dise—with new display methods—with new 
advertising schemes—and with all those 
things which go to keep the selling ma- 
chinery well oiled. In my mind, those 
things are fundamental to successful busi- 
ness—whether it be retail or wholesale. As 
I have stated, our business has received 
great stimulation in the last few years as & 
result of World War II and the present 
Korean Conflict. These things have brought 
with them many trade problems.” 

Henebry then discussed in detail the 
actions taken by the A.N.R.J.A. on such 
problems as OPS Regulations, the Cus- 
toms Simplification Bill, Fair Trade Laws, 
the Herlong Amendment, the Armed Forces 
Exchanges, and many of the Unethical 
Merchandising Practices currently plaguing 
the legitimate jeweler. 

Following Henebry was Robert M. Bab- 
bitt who spoke on “Product Liability” and 
the need for the wholesaler having suf- 
ficient insurance to cover the high present- 
day judgments being handed down by 
juries in favor of persons injured by faulty 
performance of products. 


ANDERSON REPORTS ON 
PRESENTS STATUS OF FAIR TRADE 


The last speaker of the second morning’s 
session was John W. Anderson, President 
of American Fair Trade Council, Inc., who: 
went into complete detail on the recent 
efforts in connection with legislative moves 
on laws proposed to reactivate Fair Trade. 

The afternoon session of the second day 
of the convention began with a report of 
the treasurer, F. Clarke Bechtel, of Jos. B. 
Bechtel & Company, Inc. The Resolutio 
Committee then presented its report. High 
on the list was the resolution outlining the 
consequences of the Supreme Court’s re- 
cent decision affecting Fair Trade and the 
association’s vigorous endorsement of a 
Federal law which will permit resale price 
maintenance agreements as permitted by 
45 states and among the Senators to sup- 
port HR 5767 at this session of Congress. 


OFFICERS ELECTED 

Following this the new officers were 
elected: President, J. M. Montgomery, of 
M. A. Mead & Company, Chicago; Vice 
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Presidents, Milton B. Freudenheim, Freu- 
denheim Bros., Inc., New York; Frank J. 
Heyne, Heyne & Groves, Inc., Toledo, and 
Theodore Gorenflo, Jr., The Gorenflo Co., 
Detroit. F. Clarke Bechtel, Joseph B. Bech- 
tel & Co., Inc., Philadelphia, was reelected 
Treasurer. 

The Executive Committee elected with 
terms expiring 1954 were: Webb C. Ball, IT, 
The Ball Company, Chicago; Charles F. 
Byrne, J. P. Byrne & Sons Co., Omaha; 
William H. Ficken, A. H. Ficken Co.. 
Cleveland; Charles G. Brown, Stein & Ell- 
bogen Co., Chicago; M. A. Callaway, 
Ewing Bros., Atlanta; James H. Hetzel, 
Eisenstadt Mfg. Co., St. Louis, and Law- 
rence Percival, Jr., D. C. Percival & Co., 
Inc., Boston. 

In addition, the vacancy for the term ex- 
piring 1953 created by the election of 
Frank J. Heyne of Heyne & Groves, Inc., 
Toledo, Ohio, as a Vice President was filled 
by the election of Charles K. Stern, The 
Wallenstein-Mayer Company, Cincinnati. 


The last fifty minutes of the business 
session of the convention were devoted to 
a series of panels on various classifications 
of products. The panels were composed of 
a chairman and representatives of leading 
manufacturers. Questions were presented 
from the floor and read by the chairmen, 
answered by him or referred to other mem- 
bers of the panel. The following were the 
chairmen of the panels and fields discussed 
during their respective periods: Jewelry 
—Charles G. Brown of Stein & Ellbogan, 
Chicago; Diamonds—Richard Shoninger, 
Bauman-Massa, St. Louis; Rings—Na- 
thaniel I. Goodman, Nathaniel I. Goodman, 
Inc., Boston; Clocks—F. Clarke Bechtel, 
Jos. B. Bechtel, Philadelphia; Silverware— 
Donald S. Gautherat, E. H. Pudrith, De- 
troit; Watches—Sol Cogan, Manheimer 
Watch, Chicago; Appliances—Theo. Goren- 
flo, Jr., The Gorenflo Co., Detroit. 


SOCIAL EVENTS HIGHLIGHT 
CONVENTION 


The banquet on the evening of the sixth 
was preceded by a cocktail party. Con- 
spicuous, however, were several social 
events where manufacturers served as 
hosts for the wholesalers attending the 
convention. 

The first of these was held on the even: 
ing preceding the opening of business 
sessions, by the Gemex Co., watch attach- 
ment manufacturers of Union, New Jersey. 
It took the form of an elaborate buffet 
supper enjoyed by everyone who attended, 
which was just about the entire convention. 
Eugene Prestinari, president and William 
Lichtenfels, vice-president of the Gemex 
Company, greeted everyone personally and 
established an air of informality and ease 
that made for a _ thoroughly enjoyable 
evening. 

The next evening many cocktail parties 
were holding sway in the rooms of manu- 
facturers, but probably the best attended 
was that held in the Presidential Suite by 
genial Bill Smith, president of Irons and 
Russell, and Art Sisson, the company’s 
sales manager. Their hospitaliy was beau- 
tifully augmented by the graciousness of 
their wives. 
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Watch Material Distributors’ Confab 
Attracts ‘Largest Attendance Eve; 


The sixth annual meeting of the Watch 
Material Distributors’ Association of 
America, held at the Edgewater Beach 
Hotel, Chicago, June 2 and 3, was the 
largest in the history of the organization. 

More than 250 members and_ industry 
guests were on hand for the sessions which 
were keynoted by a program aimed at in- 
creasing the activities of watch material 
distributors in the merchandising of their 
products and in increasing services to re- 
tailers. 

Featured subjects on the program aimed 
at carrying out the theme of improved dis- 


tributor merchandising and _ service in- 
cluded: “Selling”; “Handling Counter 
Trade Properly”; “Servicing Material 
Orders Quickly and Efficiently”; “Pur- 


“Office Work, Billing, Book- 
keeping, Collections”; “Finance—Collec- 
tions, Time Pay Plans, Extension of 
Credit”, and “Advertising.” 

The new president of the Watch Ma- 
terial Distributors Association is Eugene 
G. Swigart, who is president of the E. & J. 
Swigart Co. of Cincinnati. Eugene J. Sobel 
of the Eugene Sobel Co., Inc., Washington, 
D. C., is the new first vice president. The 
second vice presidency went to Stanley O. 
Jacobs of the Stanley O. Jacobs Co., Los 
Angeles, Calif. J. O. Trader of James O. 
Trader, Inc., Pittsburgh, was selected as 


chasing”; 


treasurer. 
Re-elected to the post of executive secre- 





tary was H. Donald Richards of Phila. 
delphia. 

Sydney W. Prague of the Prague-Kury 
Co., Inc., Houston, Texas, last year’s preg. 
dent, automatically became a member of 
the association’s advisory board. 

New directors, serving terms which ey. 
pire in 1955, are: Morris Rabinowitz, of 
the Miami Diamond Center, Miami, Fla.. 
Nat Moss, of John A. Poltock & Co., New 
York City, and Jack Gould of The Gould 
Co., Dallas, Texas. 

According to reports presented at the 
convention, 1951 was a comparatively good 
year for watch material distributors. Sum. 
ming up surveys and experiences of the 
association during the past year, Executive 
Secretary Richards told the group that 
sales for 1951 were three per cent over 
those for 1950, while the dollar gross 
volume remained about the same. The 
dollar overhead expense for 1951 was one 
per cent lower than the 1950 figure. 

Inventories as of December 31, 1951, had 
increased four per cent ax compared with 
December 31, 1950, while accounts re. 
ceivable for this same period had de- 
creased one per cent. 

In closing their meetings, members at- 
tending the convention expressed a prefer- 
ence for a return to Chicago next year. 
Exact dates and places were not yet def- 
nitely scheduled before the gathering ad- 
journed. 





Officers and directors of the Watch Material Distributors Association of America are 
pictured at their executive committee meeting at the close of their convention at the Edge- 
water Beach Hotel on June 3rd. Left to right: Carl R. Shaffer, Sydney W. Prague, William 
J. Kilb, William R. Katz, A. F. Bachman, Morris Rabinowitz, J. Speed Reid, H. Donald 
Richards (executive secretary), Eugene G. Swigart (president), Thomas A. Fernley, Jr. 
Jack Gould, Eugene J. Sobel (first vice president), John R. Cassedy, J. O. Trader 
(treasurer), Harry Colman, Nat Moss and Edward L. Endman. 
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Handmade Glassware Producers 
Allowed Price Increase by OPS 


Retailers of handmade household glass- 
ware will find manufacturers’ prices 
slightly higher as a result of a recent Office 
of Price Stabilization action permitting pro- 
ducers to charge four per cent more for 
their glassware. According to OPS defini- 
tion, “handmade” means gathered from a 
furnace by hand, and mouth-blown or 
hand pressed. 

The same pricing action, Supplementary 





Regulation 27 to Ceiling Price Regulation 
22. allows a similar increase to manufac- 
turers of handmade blanks from which 
luxury-type glassware is made. OPS said 
SR 27 is an interim measure issued to give 
minimum relief to the industry, pending 
completion of a formal survey which could 
provide a basis for further adjustments. 

Recent cost increases, OPS said, have 
pushed manufacturers’ earnings helow the 
minimum called for by the industry earn- 
ings standard. 

Regulations became effective June 3. 
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Dr. Pough to Devote 
Full-Time to Consultant 
And Gem Research Work 


Dr. Frederick H. Pough, Curator of 
Physical Geology and Muneralogy at the 
American Museum of Natural History in 
New York, and gem consultant for Tue 
JewELERS’ CIRCULAR-KEYSTONE, resigned 
his position at the Museum on July 1 in 
order to carry on his consultant and 
research work to the jewelry trade on a 
full-time basis. He will continue as gem 
consultant for JC-K. 

In leaving the museum, Dr. Pough will 
be undertaking in a professional way many 
of the activities that he has carried on in 
the past in conjunction wth his work at 
the museum. Although some of his time 
will be taken up with regular retainers, 
he anticipates having time free for projects 
which require familiarity with the trade 
and trade problems. This will include such 
projects as locating difficult stones, appear- 
ing as expert witness in customs and 
patent cases, solving gem treatment and 
cutting problems, assisting insurance com- 
panies in replacement problems of an un- 
usual nature, and the development of 
special instruments and apparatus. 


DR. FREDERICK 
POUGH 


Leaves Post at 
American Museum 
of Natural 
History 


Lecturing has always been an important 
part of Dr. Pough’s work as has his writ- 
ing for both popular, technical and scien- 
tific audiences and publications. One of 
his present undertakings is the organiza- 
tion and presentation of a series of jewelry 
stone lectures for the students of the 
Joseph Bulova School of Watchmaking. 
He will also be in attendance at the 
National Jewelry Fair in Chicago the end 
of this month where he will conduct his 
gem clinic and also speak on the program 
on the subject of synthetic stones. 

In his 17 years with the Museum Dr. 
Pough has become well known in the 
jewelry trade. He first came to the 
Museum from Harvard in 1900 as assistant 
to Herbert P. Whitlock and succeeded him 
as curator upon Mr. Whitlock’s retirement. 
During Dr. Pough’s regime. the Museum 
has been active in the addition of many 
outstanding specimens to its gem collec- 
tions and in its service to the jewelry 
trade. Many of the most important speci- 
mens were added during these years, mak- 
ing the collection one of the most notable 
in the world. In addition Dr. Pough has 
added an extensive display of svnthetic 
stones, which donations were, in part, 
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Industrial Diamond Group Convenes in Bermuda 
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Over 100 members of the Industrial Diamond Association of America, and their quests, at- 

tended the seventh annual convention of the organization held early in May at Hamilton, 

Bermuda. Shown here is one group of delegates and guests upon their arrival at Bermuda 
airport. 


Need for cooperation with the United 
States Government’s rearmament program 
was the theme of the seventh annual con- 
vention of the Industrial Diamond Asso- 
ciation of America which was held early 
in May at the Princess Hotel, Hamilton, 
Bermuda. In all 108 members and their 
guests attended, including those from 
Canada and Britain. Seven came directly 
from South Africa, after attending the 
diamond drilling symposium held in 
Johannesburg. 

The association is the sole representative 
body of the industrial diamond industry 
in the United States. The industry itself 
is an important part of the nation’s pro- 
duction, producing diamond tools and 
wheels for many sections of industry, 
notably for automotive and other vital 
defense materiel. In the jewelry and 
watch industries, the old adage “diamond 
cuts diamond” is not only exemplified in 
the use of industrial diamonds ground to 
powder for the faceting of diamonds, and 
other gems, but because, as whole stones, 
the diamonds are used in turning and 
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shaping many jewelry, optical, and horo- 
logical products. Watch cases are turned 
with diamonds; lenses are drilled, edged 
and cut. Slabs of sapphire and ruby are 
sawed with diamonds and a fine finish 
obtained by lapping with the diamond 
powder. 

Elected as president of the association 
for the ensuing year was Harold E. Robison 
(Wheel Trueing Tool Co.), Detroit, Mich. 
Other officers elected were: Wm. F. Mullins 
(Werdiger & Mullins Co.), New York, 
first vice president; Piet Smit (J. K. Smit 
& Sons), Murray Hill, N. J., second vice 
president, and Athos D. Leverdige, secre- 
tary-treasurer and executive manager. 

Named as directors were Walter Schwartz, 
Detroit, Mich.; John H. Carter, Cleveland, 
Ohio; Stephen Hofman, New York, and 
James A. Ross, Scranton, Pa. 

Included among speakers who addressed 
convention sessions were Miss M. Mar- 
guerite Dotye, chief of the diamond sec- 
tion, National Production Authority, and 
Charles Morgan, of the export division, 
U. S. Department of Commerce. 





recognition of his many contributions in 
this field. He has cooperated with several 
manufacturers in the development of new 
instruments to simplify the identificaton 
of jewelry stones for the practical jeweler. 
The many articles he has written for the 
trade and which have avpeared in THE 
JEWELERS’ CIRCULAR-KEYSTONE as well as 
in the popular press, have helped the gen- 
eral understanding of the principles of 
gemstones and gem testing. 

The gemological aspects of Dr. Pough’s 
consultation service constitute only one 
phase of his contemplated activity in the 
future. Though internationally best known 
to the jewelry trade for his writings on 
gems, he also has a well earned reputa- 
tion among mineralogists and geologists 
throughout the world. His color film of 
the Mexican volcano Paricutin with an 
accompanying lecture has been shown to 





audiences in England, France, Germany, 
Belgium, Mexico, Canada, Australia and 
New Zealand. He is well known in Brazil 
for his wartime strategic mineral work in 
that country for which he received a medal 
from the Brazilian Geological Survey. The 
Royal Geographical Society of Belgium 
has also similarly honored him. 

Dr. Pough hopes to be able to do more 
traveling in his future work in furthering 
his study of the world’s mineral deposits. 
He has just completed a popular field 
suide to minerals and rocks for Houghton 
Mifflin & Co., of Boston, Mass., a book 
that is expected to appear next spring. 

He does not plan to open a downtown 
office for his new venture immediately as 
his work will keep him traveling to some 
extent. He plans to operate from his 
home at 4680 Independence Ave., New 
York 71, where he can be reached. 
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Over 4000 Expected to 
Attend NACJ Convention 


The opening of the 1952 National 
Jewelry Fair on Sunday, July 27, at noon, 
will follow close on the heels of the clos- 
ing of the Democratic National Conven- 
tion on Thursday July 24. Exhibitors mov- 
ing into the Conrad Hilton (formerly The 
Stevens) on Friday morning, July 25, to 
set up their displays will find everything 
in readiness. Although the Conrad Hilton 
will be the headquarters hotel for the 
Democratic convention opening on July 
21, plans have already been set up to 
handle the National Jewelry Fair ex- 
hibitors promptly on Friday, July 25. 

Close to 3500 jewelry retailing repre- 
sentatives attended the 1951 National 
Jewelry Fair, and this figure will be far 
exceeded, according to an estimate of 
the NACJ Convention Committee. Over 
4,000 jewelry retailing representatives are 
expected to visit the Fair this year. 

According to the reservation department 
of the Conrad Hilton, a large number of 
jewelers have already made sleeping room 
reservations. In writing for sleeping room 
reservations, the hotel management said 
that jewelers should not request reserva- 
tions before Friday, July 25. This, of 
course, is due to the Democratic Conven- 
tion which will be in the hotel up ta that 
time. The hotel assures the Fair manage- 
ment that all reservations for arrival on 
Friday, July 25, or later will be given 
prompt attention. 

The NACJ banquet will again be held 
at the Palmer House on Wednesday, July 
30, in the air-conditioned Grand Ballroom. 
Because of requests, the doors of the 
Grand Ballroom will open at 7:30 p.m. 
instead of 7:00 p.m. as in the past. Serving 
of dinner will begin at 8:00 p.m. All ex- 
hibits will close at 6:00 p.m. on Wednes- 
day evening, July 30, to permit jewelers 
to attend the banquet at the Palmer House. 
An innovation planned by the Convention 
Committee for the 1952 banquet will be 
the presentation of attractive gifts to each 
lady in attendance. By popular request, 
dancing will follow the entertainment por- 
tion of the program. Tickets for the ban- 
quet can be obtained by writing William 
Wagner, Executive Secretary of the NACJ, 
545 Fifth Avenue, New York 17, N. Y.. 
or at the Conrad Hilton in the NACJ 
offices during the Fair. 

Advance registration for retailers has 
been in progress for some time at the 
NACJ headquarters office in New York. 
Thousands of jewelers throughout the 
United States have already received badges 
that will admit them to all exhibit areas 
without charge. Any retail jeweler in the 
United States can still obtain a badge. 
without charge, by writing to the NACJ 
at 545 Fifth Avenue, New York. 

At the Conrad Hilton, the well-staffed 
registration desk will be open on Sunday 
morning, July 27, in the lower level lobby, 
just outside the entrance of the Exhibition 
Hall. 

For the second successive year, the Na- 
tional Jewelry Fair management has nego- 
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tiated with the George Little Management, 
conducting the Chicago Gift Show at the 
Palmer House and the LaSalle hotels open- 
ing on July 28, for a reciprocal registra- 
tion arrangement. By presenting a National 
Jewelry Fair badge as identification, a 
visiting jeweler may register at the Gift 
Show and will be given a badge without 
charge. The same arrangement is in effect 
with Gift Show buyers attending the Fair. 
The official Exhibition Hours for the 
1952 National Jewelry Fair are as follows: 
Sunday, July 27 
12:00 noon to 9:00 p.m. 
Monday, July 28 
9:00 a.m. to 9:00 p.m. 
Tuesday, July 29 
9:00 a.m. to 9:00 p.m. 
Wednesday, July 30 
9:00 a. m. to 6:00 p.m. (NACJ 
Banquet Night) 
Thursday, July 31 
9:00 a.m. to 12:00 noon 





Sixty California Jewelers 
Attend 24-K Club Meeting 


California’s current campaign to collect 
revenues due under a 15-year-old corpora. 
tion income tax law, which levies four 
per cent tax on net profits on busines 
done in the state by foreign corporations 
was discussed at the June meeting of the 
Jewelers 24-Karat Club of Southern Cali. 
fornia. Sixty members attended the meet- 
ing which was presided over by Harpy 
Prezant, club president. 

Development of a new discount organiza- 
tion set up on a “family” basis was dis. 
cussed by Max Strasburg, chairman of 
the club’s national affairs committee. He 
pointed out that this organization is pow 
seeking to spread nationally. Strasburg 
also scored the weakness of retail sale 
personnel in selling. 

Guest speaker at the meeting was Wi. 
liam L. Yoakam, retired member of the 
Los Angeles Police Department. 








Chain Makers Announce First Winners 
In Annual Student's Design Competition 


The first winners in an extensive de- 
sign contest conducted by the Machine 
Chain Manufacturers Association, an or- 
ganization of 20 leading producers of 
machine-made chain, were selected in 
Providence on June 13th. 

Winners of the initial competition, which 
was confined to the Rhode Island School 
of Design, are all students at that insti- 
tution. They are: Lloyd P. Shapleigh of 
Bangor, Me., who won with three designs; 
Harold M. Hotchkins of Providence; 
Ralph J. Bauer of New York, and Jesse 
A. Pacheco of Providence. 

Judges for the initial competition were 
Arthur Spear, president of Sperry, Inc., 
Providence; Miss Martha Percilla, fashion 
director of the Jewelry Industry Council, 
and Edgar Cambere of Trifari, Kurssman 
and Fishel, Inc., Providence. 

The association’s contest program, which 
annually will be conducted with the co- 
operation of the National Association of 
Schools of Design, includes the appoint- 
ment of six schools of design each year, 
in which special groups of students will 
compete among themselves for the certifi- 
cates of award and prizes. 

Primary purposes of the contest program 
are: 

1. To foster additional educational help 
and guidance for design students in the 
field of creative jewelry and fashion de- 
sign. Encourage these students by giving 
them constructive, practical criticism of 
their own work by leading experts in the 
fashion jewelry design and manufacturing 
fields in which they, themselves, may even- 
tually play an important role. 

2. Support scholarship awards to deserv- 
ing students in their field. 

3. Make the jewelry trade as a whole, 
and manufacturers in particular, aware of 
the work these students are doing, and 
enlist their wholehearted interest and sup- 
port in helping to shape the future of the 
designers of tomorrow. 





4. Inform the whole trade of the contri. 
butions the schools of design are making 
in the training of these young people. 

An allowance of $500 per participating 
school per project has been made. This 
allowance will cover all payments to win- 
ning students, nominal payments for titles. 
to all designs submitted, and contributions 
to the school scholarship fund. 

Setting up of scholarships is expected 
to result in the schools participating. The 
selection of a student or students for such 
scholarships will be up to the scholarship 
committee of the individual school. 


Three leading representatives of the 
jewelry industry will serve as judges, select- 
ing the award-winning designs. Creative 
designs will be judged on the basis of 
originality, imagination and _ integration 
with current style trends. 

The winning designs will be illustrated 
in the advertising program of the Machine 
Chain Manufacturers Association. All rights 
to these designs will be purchased by the 
association and then disclaimed, so that 
manufacturers and designers will be free 
to make use of any of all ideas. 

All designs submitted will be available 
for public exhibition by interested organi- 
zations after the winners are selected, and 
it is hoped that manufacturing and retail- 
ing groups will sign up for use of the 
designs for their functions early, so that 
routing may be scheduled accordingly. Ad- 
dress: Award Program, Machine Chain 
Manufacturers Association, Providence 9. 
R. I. 

The association believes the competition 
will stimulate the use of chain in jewelry 
design generally, as well as provide ap- 
parent good-will benefits from contributing 
so greatly to the educational welfare of up- 
and-coming young designers of tomorrow. 
The program is recognized as the first, 
truly cooperative effort to foster the highest 
standards of jewelry design. 
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Elgin Integrating Sales and 
pistribution of Subsidiaries 


Integration of sales and _ distribution 
facilities of Elgin National Watch Co. and 
its two manufacturing subsidiaries has 
heen announced by A. L. Rowe, vice presi- 
dent in charge of sales. The subsidiaries 
gre Wadsworth Watch Case Co. of Dayton, 
Ky., and the Hadley Co., Inc., Providence, 


R. I. 


H. E. RICH 
Sales Manager for 
Newly-Created 
W adsworeth-Hadley 
Division of Elgin 





W. D. Evans, general sales manager for 
Elgin, also assumes direction of a newly 
created Wadsworth-Hadley sales division, 
which will be headquartered at Elgin under 
management of H. E. Rich, formerly south- 
western sales manager for Elgin. 

The new division will handle Wadsworth 
watches and compacts and Hadley attach- 
ments and men’s jewelry. There will be no 
change in the sales organization for the 
Elgin line. 

Rowe said the integration program has 
been contemplated for some time and is 
being undertaken in the interest of both 
economy and efficiency. 

Rich, the new Wadsworth-Hadley sales 
manager, has been in the jewelry sales field 
since 1936. He joined Elgin in 1946 as 
district representative and was named 
southwestern sales manager in 1950. 


Ballou Fetes Veteran Employee 
On 50th Year With Company 


In recognition of his half century of 
service with B.A. Ballou & Co., Inc., manu- 
facturing jewelers of Providence, Eugene 
Morehouse, vice president, was tendered 
a testimonial dinner June 4 at the Shera- 
ton-Biltmore Hotel, Providence, by officers, 
directors and employes of the firm. 


EUGENE MOREHOUSE 
Vice President 
of B. A. Ballou 
Co., /nc., 
Providence, R. |. 





His record of service was reviewed in 
the after-dinner festivities. It was pointed 
out that he started with the firm as head 
of the tool department and that he rose 
(0 assistant superintendent, superintendent 
and chief engineer in charge of research. 
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California, Georgia and 
New York City Tax - 
Out-of-State Corporation 


Sporadic attempts have been made in 
the past four or five years by the State of 
California to collect taxes from out-of- 
state manufacturers under the California 
Corporation Income Tax Law enacted in 
1937. The request has been ignored by 
some of these manufacturers but others 
have elected to pay the tax on the grounds 
that the amount is small and that a court 
battle might not be justified. 

Several situations have developed within 
recent days, however, which make this 
problem of serious importance to all manu- 
facturers, not only those doing business 
in the State of California, but in other 
states and cities. Following are a few 
highlights of these developments: 

l. The State of California is attaching 
accounts receivable due from retailers in 
the State of California covering an arbi- 
trary assessment of taxes, interest and 
penalties, against manufacturers who have 








not filed returns. 

2. Manufacturers who have filed returns 
and who have paid the tax covering recent 
years, are now receiving demands for tax, 
interest and penalties back to 1937. 

3. The State of Georgia now has similar 
legislation and is similarly soliciting pay- 
ment of taxes from manufacturers selling 
to retailers in the State of Georgia. 

4. The City of New York has a tax law 
dating back to 1938 which requires the 
payment of taxes on manufactured goods 
shipped into the City of New York, and 
an aggressive program for collecting these 
taxes, including interest and _ penalties 
back to 1938, is under way. 

If Georgia, California and the City of 
New York are successful in upholding and 
enforcing these tax laws, there is every 
reason to assume that many other states 
and cities will enact and undertake to en- 
force similar laws. 

In addition to the actual amount of tax, 
the job of accounting and reporting could 
become extremely costly and the serious- 
ness of the whole situation will be readily 
obvious to all manufacturers doing busi- 
ness in interstate commerce. 





INTERNATIONAL SUPPLIES NEW LINER WITH SILVERWARE 





These handsome pieces of International Silver Company's extra heavy hotel plate are from 

the flatware and hollowware services designed and made in silverplate by International for 

the new luxury liner, the S. S. United States. Services supplied for the ship by International 
include a total of 73,000 different pieces, weighing six tons. 


A supply of 73,000 individual pieces of 
flatware and hollowware, weighing six tons 
and including everything from snail tongs 
to demitasse spoons, has been created for 
U. S. Lines’ new luxury ship, the S. S. 
United States, by the International Silver 
Co., Meriden, Conn. 

This elaborate silverware inventory is 
claimed to be the largest ever placed 
aboard an American ship. Its manufac- 
ture required the combined efforts of sev- 
eral ‘hundred skilled craftsmen. 

The flatware and hollowware services 
created for use on the S. S. United States 
are made ‘of International’s extra-heavy 
hotel plate. The design motif used on the 





services for the new ship is a modern 
stylized seashell, which fans out gracefully 
over the tapering pointed tip of the handles 
of each flatware piece, and is repeated in 
the trim on all of the hollowware items. 
Used as additional decoration on many 
hollowware pieces is the official crest of 
U. S. Lines—a spread eagle in a rope 
circle. 

In addition to the silverplate made by 
International for the S. S. United States, 
the company has also created for the new 
ship two complete table services in stain- 
less steel, totaling several thousand pieces, 
and a magnificent ecclesiastical service 
for the chapel. 
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Joint Convention of New York Watchmakers 
Attracts More Than 450 Members and Guests 


The heaviest May 25th rainfall in the 
history of New York City’s weather bureau 
failed to have little, if any, effect on at- 
tendance at the 86th anniversary and joint 
convention of the Horological Society of 
New York and the New York State Watch- 
makers Association. The affair, which was 
held at New York’s Hotel Diplomat, drew 
more than 450 members and their guests. 
This figure does not include the large 
number of people who came just in time 
for the banquet and did not have time to 
register. 

Widespread interest was shown in the 
exhibits of leading watch companies and 
material distributors who displayed their 
wares at the convention. Featured in the 
horological displays were large working 
escapement models, watchmakers’ lathes, 
lathe attachments, and antique and odd- 
shaped watches. Also exhibited were 
gemo- 
cleaning 


watches and watch attachments, 
and watch 


logical equipment, 
machines. 





One of the principal speakers at the joint 
convention of the Horological Society of 
New York and the New York State Watch- 
makers Association was Richard Slaugh 
(left), head watchmaker of the Hamilton 
Watch Co. and executive vice president of 
the Horological Institute of America. He 
is shown here with Henry B. Fried (right), 
convention committee chairman, and Jack 
L. Kessler, treasurer of Cromwell Mfg. Corp., 
Brooklyn, N. Y. 


Principal convention speaker was Richard 
S. Slaugh, executive vice president of the 
Horological Institute of America and head 
watchmaker of the Hamilton Watch Co. 
His address on “Moisture in Waterproof 
Watches” was illustrated with slides. 

Mr. Slaugh told convention delegates of 
the many letters he receives as head watch- 
maker for Hamilton and how many of 
these concern the condensation of vapor 
on crystals of waterproof watches. He 
spoke of the extensive research by his 
company’s physicists and of the parallel 
efforts of Swiss horological scientists to 
determine the same cause. With the aid 
of the slides he showed how moisture be- 
came condensed enough to form the vapor 
seen on the watch crystal and then went 
on to reveal how this occurred. Mr. Slaugh 
told of the findings which revealed, con- 
trary to popular theory, that the moisture 
in these watches most alwavs came from 
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outside the watch and was literally sucked 
into the timepiece through the crevices 
in the case. He gave many hints on how 
to seal these watches to arrest such mois- 
ture invasions. 

Next speaker on the program was For- 
rest E. Peters, executive secretary of the 
Horological Institute of America, who de- 
scribed the work of that organization, the 
importance of the watchmakers’ art, and 
how the Institute could aid them. He also 
spoke of the HIA certification program 
and how this has become accelerated so 
that examinees could receive the results 
of their efforts in a fraction of the time 
it took previous to the Institute’s recent 
re-organization. 

An interesting and well-received address 
on “The Importance of the Watchmaker” 
was delivered by Dr. A. L. Rawlings, presi- 
dent of the Horological Society of New 
York and director of research, Gyroscopic 
Division, Bulova Watch Co. In his talk 
he recounted his experiences as chief of 
the gyroscopic section of the British Ad- 
miralty in World War I and of his work 
in the second World War. He cited the 
watchmaker’s great contribution in reliev- 
ing the tight bottlenecks of technical man- 
power shortage. 

The convention was climaxed by an 
afternoon banquet which was preceded by 
a cocktail party and featured the distribu- 
tion of over 30 door prizes. 


Lazrus Heads Fund Drive Unit 


Oscar M. Lazrus, president of the Ben- 
rus Watch Co., has been designated as 
chairman for the jewelry industry in a 
special financial drive being conducted in 
behalf of the National Association for 
Mental Health. Announcement of his ap- 
pointment was made June 17th by Charles 
G. Taylor, Jr., president of the Metropoli- 
tan Life Insurance Co., who is general 
chairman of the campaign. 





Elected V.P. 

and Director 

of Flex-Let 
Corp. 





JULES HOCHMAN 
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The Flex-Let Corp. of New York and 
East Providence, R. I., announced recently 
the election of Jules Hochman as a vice 
president and director of the corporation. 

Mr. Hochman has been active in the 
jewelry industry for more than 15 years. 
During the past four years, he has been 
sales manager for Flex-Let. 

In his new position, Mr. Hochman will 
direct all sales activities for Flex-Let watch 
bands and Beau Brummel men’s jewelry. 





international to Introduce New 
Line of Hollowware, Jewelry 


The International Silver Co. has entereq 
into an agreement with Alphonse [, 
Paglia, distinguished designer of hollow. 
ware and jewelry, under the terms of 
which he henceforth will design and pro- 
duce exclusively for International Sterling 
Announcement of this _ transaction was 
made recently by Horace C. Wilcox, direc. 
tor of flatware sales. 

Mr. La Paglia’s products will be mar. 
keted by International Sterling under the 
name, “International Sterling—La Paglia 
Designed.” The agreement covers the many 
items of hollowware, jewelry and flat sery. 
ing pieces comprising Mr. La Paglia’s 
present collection, and any new creations 
he designs. 

Mr. Wilcox said the new line will be 
produced only on a made-to-order basis, 
It will be sold on an exclusive basis by 
selected retail outlets which have a market 
for the finest in sterling, even at premium 
prices. 





Chasing the handle of a sterling punch 
ladle, Alphonse La Paglia uses a copper 
bowl filled with a compound of pitch to 
cushion the impact of the chasing chisel. The 
three-dimensional ornamentation is a char- 
acteristic of his creations. 


“The primary purpose of our association 
with Mr. La Paglia,” Mr. Wilcox pointed 
out, “will be to encourage the arts, to 
become the patron of an artist of unusual 
talent, and to inject into the industry 4 
renewed interest in finer design and crafts- 
manship.” 

Mr. Wilcox explained that Mr. La Paglia 
has been operating for more than a year 
within a stone’s throw of International’s 
sales offices in Meriden, Conn. 

Originally a sculptor, Mr. La Paglia be- 
gan working in silver more than 15 years 
ago, and has built up a small but pros 
perous business with exclusive retailers in 
many of the principal American cities. 

While distribution of the new line will 
continue to be restricted to a limited num 
ber of dealers, International Sterling 15 
now laying the groundwork for wider geo 
graphical distribution, Mr. Wilcox said. 
Merchandising and advertising plans wil 
be announced in early fall. 
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End of Price Controls 
On Copper Imports May 
Improve Supply Picture 


Copper is generally seen as being in 
slightly better supply over the coming 
months as a result of the removal of price 
ceilings on imports of the metal. But prod- 
ucts manufactured from the red metal are 
likely to be somewhat higher in cost. 

Removal of price ceilings opens the way 
to imports of about 50,000 tons of copper 
monthly. On strength of this, National Pro- 
duction Authority prepared to increase 
original third quarter allotments for 
jewelry and other civilian goods. 

A rule of thumb would be used. It is 
about as follows: Civilian manufacturers 
generally received initial allotments of 
about 30 to 40 per cent of base period. In 
many cases this was less than stated 
requirements. But these allocations wilk be 
adjusted so that each will get about the 
amount of stated requirements—provided 
the overall amount does not exceed 50 per 
cent of base period. 

About 40 per cent of all copper used in 
the United States must be imported. This 
copper is estimated to cost about 10 cents 
per pound more than the domestic metal. 
The manufacturer may not pass on more 
than 80 per cent of the extra cost. 


o—. 


University of Nebraska 
Honors Hamilton's President 


George P. Luckey, president and chair- 
man of the board of Hamilton Watch Co., 
was one of four alumni, who, with Trygve 
Lie, UN secretary-general, received honor- 
ary degrees from the University of Ne- 
braska on June 2nd. Mr. Luckey received 
his master’s degree from the University 


of Nebraska in 19192. 





GEORGE P. 
LUCKEY 
Receives 
Honorary 

Degree 





The conferring of Mr. Luckey’s degree 
was accompanied by this citation in recog- 
nition of his personal achievements: 
“George P. Luckey, distinguished alumnus 
of the University of Nebraska with degrees 
of Bachelor of Arts and Master of Arts. 
President of the Hamilton Watch Co. 
Able scientist, tireless researcher, resource- 
ful engineer, far-sighted administrator. 
Skilled inventor of precision instruments. 
Ingenious creator of revolutionary manu- 
facturing procedures in the venerable art 
of watchmaking. Builder of men and or- 
ganizations. Civic leader and counselor. 
Versatile man of affairs.” 


FOR JULY, 1952 





Israel and for the safeguarding of human 


Costume Jewelry Industry Le : — 
. | Tights at home and abroad. 
Fetes Prager at UJA Dinner | Ernest S. Heller, of L. Heller & Son 





Two hundred leaders in the industry | Ine., general chairman of the division for 
attended the annual dinner of the Cos- | the second year, presided over the gather- 
tume Jewelry Division of the United Jew- | ing. The guest speaker was Rabbi Jacob 
ish Appeal which was held on the evening | Polish, United States Navy Chaplain in 
of May 27th at New York’s Hotel Pierre. | World War IL. 

The assembled diners paid tribute to Sid | In his opening and closing remarks, Mr. 
Prager, of Du Boyes, Inc., guest of honor Heller took occasion to thank all who had 
at the affair, for “eminence in business | toiled to make the dinner the great success 
enterprise, active participation in philan- it was. He praised especially his fellow- 
thropy and all-round warmth of spirit.” officers and the buyers’ committee, always 

At the same time, they contributed just a potent factor in the UJA drive. 
over $100,000 to the 1952 UJA campaign The evening’s festivities were highlighted 
for overseas rescue, relief, rehabilitation by the presentation of a hand-engrossed 
and resettlement, for the upbuilding of | illuminated scroll of honor to Mr. Prager. 
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Send for Free Catalog-G “How To Make Money With Tracer-Guided Engraving” 


new hermes ENGRAVING MACHINE CORP. 
13-19 University Place, New York 3, N. Y. 
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R. M. Shipley Retires as 
GIA Executive Director 


Every so often an industry is endowed 
with an individual of great ability who, 
through hard work and conscientious ef- 
fort, contributes greatly to the ethical 
development of his chosen profession. The 
jewelry industry was fortunate in securing 
the services of such an individual in the 
person of Robert M. Shipley, who founded 
the Gemological Institute of America in 
1931. The incalculable value of the trade 
institution which he created will live on 
to influence the industry for mary years 
to come. 


| 
| 





After serving for over two decades as | 


GIA director, Mr. Shipley entered into a 
well-earned retirement on March 3lst. 
For those younger members of the jewelry 
industry who are not familiar with his 
long record of service to the jewelry in- 
dustry, we present herewith a resume of 
his achievements. 

Becoming conscious of the lack of a cen- 
tralized source of information on jewelry 
and gems while operating a large retail 
jewelry store, Mr. Shipley took a two-year 
tour through Europe, studying jewelry 
background in diamond cutting centers, 
museums and manufactu-ing plants. While 
abroad he also studied the courses offered 
by the Gemological Association of Great 
Britain. 
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HALL EXPANSION BRACELET and LOCKET SETS! 


Naturally, you are all familiar with Hall jewelry, and know it to be a steady, 


reliable money maker in your store. 


Now ... with these two new packages, you can see that its sales appeal 


will be enhanced more than ever. 


Shown above is the new Standard Case. . 
handsome royal blue with accents of gold 
. and inside, 


. .. a snap-hinged cover. . 
the jewelry is set off magnificently by 
a rich background of light blue satin. 
This case is included at regular cat- 
alog prices.* 

At the right is the stunning new Eve- 
ning Bag Case ... a dream of rich, 
black grosgrain and pearly white 
satin, with gleaming gold-plated trim 
and closure. This case is available with 
any sets at $3.00 extra, Keystone. 

Ask your wholesaler to show you the 
extensive Hall line today ... It will 
be a wise and profitable move. 


By the creators of ‘‘Dolly-Deb’’ jewelry for 
children 
parents of more than 2,800,000 children through 
Parents’ Magazine. 


Manufactu 


° *Priced from $4.50 
the Bracelet and $7:00 
the Set, Keystone. 
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Upon completion of his European tour, 
he returned to America prepared to apply 
his newly found knowledge to the opera. 
tion of a retail store. At that time the 
country was at the depths of a world Wide 
depression and the time was not conducive 
to the establishment of a new business, 
Awaiting a more propitious time, he opened 
art consulting offices in Los Angeles, 

In 1930, members of the California 
Jewelers Association persuaded Mr. Shipley 
to conduct an evening class for jewelers 
at the University of Southern California. 
When a series of written courses was re. 
quested because of the difficulty for most 
to travel the many miles for these evening 
classes, Mr. Shipley began his work in 
earnest. It was then that the Gemological 
Institute of America became a reality. 








R. M. SHIPLEY 


Retires from Post 
as GIA's 
Executive Director 





In compiling the fundamental courses, 
reference materials were assembled from 
all over the world, and French and German 
works were translated. To include the 
findings of some scientists, it was neces- 
sary to correspond in all parts of the 
world on subjects of gems, metals, silver 
and jewelry. At the same time, Mr. Ship- 
ley needed to convey his ideas to jewelers 
everywhere and in those early years he 
traveled as many as 25,000 miles yearly 
by automobile, calling on members of the 
trade. Today, the results of these early 
efforts can be seen as records show that 
during the past 21 years more than 10,00 
persons have enrolled since the Institute 
came into existence. 

From the very beginning, and _ partic 
ularly during its vital, pioneering years, 
the GIA was prominently publicized in the 
jewelry trade press. When the school was 
firmly established and accepted by all divi- 
sions of the industry, Robert and Beatrice 
Shipley, in 1942, presented it to the trade, 
and it was incorporated as a non-profit 
educational institution the following year. 
Robert M. Shipley was retained to serve 
as executive director. 

Today, the GIA is controlled by an 18- 
man board of governors, elected annually 
by sustaining members of the Institute. 
The board consists of many GIA graduates, 
including representatives of both the whole: 
sale and retail jewelry industry in the 
United States and Canada. This board 
recommends policies and maintains close 
contact with the details of operation. 

As an educational institution, the GL 
depends today upon income from 1 


PACIFIC COAST OFFICE 
Phillip Naftaly & Sons 
461 Market Street 
San Francisco 5, Cal. 


EASTERN OFFICE 

Harry C. Yakey, Jr. 

68 Columbia Avenue 
Cranston 5, R. 1, 


MID-WEST OFFICE 
Albert N. Davis 

29 East Madison Street 
Chicago 3, Ill. 


sources, small commissions on instruments, 
and nominal yearly dues from its sustain 
ing members. In addition there 1s 4” 
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endowment fund of more than $100,000 
which was contributed by graduates and 
students, as well as other interested repre- 
sentatives in the trade. 

Mr. Shipley and his wife were honored 
recently by the staff and employees of 
the GIA at a dinner given in Los Angeles. 
They were presented with an elaborate 
printed scroll and a sterling silver ice 
bucket suitably engraved with the names 


of all GIA staff members. 


= ~~ 


Over 4000 Elgin Employees 
Receive Wage Bonus Checks 


Wage bonus checks totaling $223,932 
were distributed June 4th to 4,248 eligible 
employees of Elgin National Watch Co., 
Elgin, Ill, and at the firm’s plant in 
Lincoln, Nebr. 

The payment represented the first half 
of a bonus on 1951 wages and salaries. 
The second half will be paid just before 
Christmas. This latest payment brings to 
$4.960,459 the total of bonuses distributed 
since the company began the program in 
1936. 

All employees on a wage or salary basis 
are eligible if they are on the payroll 
December 31 after completing six months’ 
probationary service. A portion of the 
companys earnings is set aside for this 
purpose each year before provision for 
federal taxes or dividends. 


_ 


SPEED KING GETS RING 





Bill Neaderthal (right), manager of Gold- 
ner's, Inc., jewelers of Nashville, Tenn., con- 
gratulates Troy Ruttman, winner of the 
Indianapolis 500-mile race May 30th. Look- 
ing on is Charles Bardach of Bardach Bros., 
Inc, Indianapolis jewelry manufacturers. 
The Bardach firm, donor of the Ringmaster 
Checkered Flag Ring Award, invired Mr. 
Neaderthal to Indianapolis to present the 
prize to the winner of the race. 





S. 0. Bigney Co. Plans Move 


The S. O. Bigney Co., for many years 
established in Attleboro, Mass., is moving 
to a new location at Georgiaville, R. I. 
Clarence Schriever, president of the firm, 
says that the new quarters are much 
larger and more modern than the ones be- 
ing vacated. 

The S. O. Bigney Co. makes a diversified 
general line of gold filled, sterling, karat 
gold and gold plated jewelry in a wide 
variety and sell direct to retail jewelers. 


FOR JULY, 1952 


U. S. Time Corp. Introduces 
New Non-Jewelled Movement 


A new type of non-jewelled precision- 
machined and electronically-tested watch 
movement is soon to be put on the market 
by the United States Time Corp. of Water- 
bury, Conn., according to its president, 
J. Lehmkuhl. 

Said to be so rugged it can be banged 
against a wall or dropped on the floor and 
still stick on, it will be manufactured on a 
low-cost mass producticn basis, created 
around a system of interchangeable part; 
and assembly line techniques. This. Mr. 
Lehmkuhl explained, is intended to meet 
the challenge of an influx of low-priced 
foreign watches which have been flooding 
the American market the past few months 


} 


Central feature of the movement is a 
V-Conic escapement which eliminates en- 
tirely use of jewels. It is built about a 
shaft and 
Amralloy is an un- 


cone-shaped balance rests on 


Amralloy bearings. 
usually hard alloy which was developed for 
escapements exclusively by U. S. Time. 
Four years of intensive research and 
testing went into the creation of the new 
escapement. Inspiration for its development 
came from Mickey Mouse, Hopalong Cas- 
sidy, Snow White, Cinderella and Alice-in- 
Wonderland. These 


film, fiction and cartoons appear in colored 


famous characters of 
illustrations on the dials of juvenile “char- 
acter’ watches. which have had such uni- 
versal appeal that more than 8,000,000 of 
them have been sold. 
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INCOMPARABLE! 
AMALING! 
UNBELIEVABLE 
VALUES! 

BUT SEEING IS 
BELIEVING! 
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effect on his allotment. And jewelry house 
that could not produce in desired wk 
tities because of a lack of findings wil] 
be able to curtail on the amount of brass 
used in finished pieces and turn over some 


NPA Ruling Allows Jewelry Manufacturers 
To Assign Brass to Findings Producers 
of the conserved metal to the findings 


Heretofore—since the Korean situation maker for the production of the > 
has created a pinch on copper use for parts. WOTKing 
civilian goods—the findings manufacturer It promises to make both the § * 
has been limited production-wise by allo- onees and the jowdley fecsedin ae 
cations of metal. Use of aluminum, steel and plastics pe 
given the privilege of assigning some of He has not been willing to take brass help the manufacturers to conserve Wi 
their brass mill products to findings manu- from the jewelry manufacturers for the hese athnnwies teehee sunt tee diate : the 
facturers. production of findings for them because ing processes. ¥ nish. 

It will make possible an increase in find- he has been obliged to subtract from his The New England Manufacturing J 
ings production and permit the jewelry allotment the amount of metal he would ont 2 S*veramiths’ iahdion & -_ 
manufacturer to step up his production have processed in cooperation with the mover in the Gabe fer the tolling er 
schedules by making maximum use of manufacturer. en ellen faites Raced nid re 
substitute materials for the non-working Under the new order, the metal assigned ruling as it hes heen received fren poten 
parts. to him by manufacturers will have no Ss -ceniiilin. ae: Miao NEA, 


Fall production problems of the costume 
jewelry industry—centered in the Provi- 
dence-Attleboro area—were reduced by one 
in mid-June with the National Production 
Authority’s ruling that manufacturers be 
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ALTHEIMER & BAER inc. 


Worlds’ largest Merchandisers 


4 Salesinan 
With a Mat 


Does Not Make a 
Promotional Counsellor 


A salesman doesn't qualify as a promotional 
counselor, just because he has a mat. 
To qualify in this fast moving, highly competitive 
economy, a promotional counselor must com- 
mand a staff of experts. 

Merchandise men with all the technical and 
psychological training to separate wheat from 
chaff. 


An advertising staff to present merchandise 
with all the eye appeal and all the desire 
elements to influence great numbers of people 
to buy on impulse. 

Financial experts that enable merchants to 
use promotions and expand their receivables 
without impairing their credit or straining their 
cash position. 

A servicing division backed by commitments 
with reliable sources thus assuring high standards 
of quality and deliveries to meet rigid adver- 
tising schedules. 

Here at Altheimer & Baer, Inc., such a staff of 
specialists qualify to serve you as promotional 
counselors. 

No, a bookeeper with 30 years experience 
doesn’t make an accountant and a salesman 
with a mat does not make a promotional 
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“As a producer of jewelry findings and 
materials, Product Class Code 39120, you 
are hereby granted an exception to the 
provisions of CMP Regulation 1 to the 
extent that you are authorized to receive 
brass mill products from manufacturers of 
costume jewelry and _ novelties, Product 
Class Code 39610, to use in fabricating 
components and materials for the manu. 
facturer from whom such material is re. 
ceived. Material thus received shall not be 
chargeable to your allotment balance under 
Code 39120, and you need not make an 
allotment therefor. 

“You are further authorized to advise 
manufacturers of costume jewelry and 
novelties, Product Class Code 39610, that 
they may transfer brass mill products to 
you for the above purpose without receiv- 
ing any allotment from you. 

“The authority contained in this letter 
relates only to the transfer of actual mate- 
rials, and does not include the authority to 
transfer allotments thereof. 

“Any replies or inquiries in regard to 
the information contained herein should be 
directed to the NPA, Washington 25, 
D. C., attention of the Consumers Durable 
Goods Division, or to the field office with 
which you filed your latest application.” 

The ruling is particularly interesting to 
the costume jewelry manufacturers at this 
time. Their May showings of lines has 
resulted in substantial interest and orders 
in quantities sufficient to assure them a 
normal fall season. 





Western N. Y. 24-Karat Club 
Installs Spisiak’as President 


The installation of new officers high- 
lighted the annual banquet of the Jewelers 
24. Karat Club of Western New York which 
was held May 27th at the Park Lane 
Restaurant, Buffalo. More than 140 mem- 
bers and their wives attended. 

Marvin Gingold, retiring president, pre- 
sided at the installation ceremonies. He 
turned the gavel over to the incoming presi 
dent, Stanley Spisiak. Other new officers 
installed were: Harry Lippman, vice prest- 
dent; Maurice Teibel, secretary, and Grace 
Massman, treasurer. 

Erie County Clerk Edward Rath was 4 
cuest of honor. Entertainment and dancing 
followed the dinner. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Ses 


il 


— rs cD 


—=—_— SFr mee CY 





Florida Watchmakers Ass'n. 
Issues Membership Certificates 


4 unique program has been instituted 

py the Florida State Watchmakers Asso- 
ciation which has as its aim the elimina- 
ion of unethical horologists from the or- 
sanization’s membership ranks. 
“ Under the association’s program, watch- 
makers who apply for membership are 
required to sign a pledge of good faith in 
which they agree to maintain certain mini- 
mum watch repair charges. 
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New members of the Florida State Watch- 
makers Association are issued framed mem- 
bership cards similar to the one shown here 
after they sign a pledge agreeing to main- 
tain certain minimum watch repair charges. 
Note the association membership card super- 
imposed in the lower right hand corner 
which can be changed every year. 


After receipt of the signed membership 
pledge, the association furnishes the watch- 
maker with a framed membership cer- 
tiicate on which a membership card is 
superimposed in the lower right hand 
corner. The new member is also issued 
a duplicate membership card for his wallet 
and a decal of the association’s official 
emblem for his store window. 

Registration in the association is on a 
year-to-year basis only. The membership 
certificate remains the property of the 
state organization and is subject to recall 
by the board of directors. 





Named Direc- 
for of Mfg. at 
U. S. Time 
Corp. 


CLYDE A. 
PATTERSON 





The appointment of Clyde A. Patterson 
as director of manufacturing of the United 
States Time Corp., was announced recently 
by J. Lehmkuhl, president of the firm. 
Mr. Patterson will be in charge of all 
manufacturing, engineering and plant main- 
tenance for the company’s Waterbury and 
Middlebury plants. 

The promotion is from within the ranks 
of the firm’s engineering and_ technical 
staff, Mr. Patterson having joined the 
concern in 1941. He has been succes- 
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sively director of production and super- 


intendent of parts manufacture. 





Tanquary Picked as Winner 
Of ‘Luxury’ Essay Contest 


During the January-1952 session of the 
Jewelry Store Management and Merchan- 
dising Program conducted by the New 
York University School of Retailing and 
the Joseph Bulova School of Watchmaking, 
a special essay contest was offered to the 
students. A vast majority of the 1952 
group participated in a 500 word contest 
entitled, “The Meaning and Significance 
of the term, ‘Luxury.’ ” 

A board of judges consisting of Dr. 
Beardsley Ruml, chairman; Dean Ed- 








wards, School of Retailing, New York 
University, and Victor Paul of Wiss Sons, 
Newark, N. J., reviewed essays and award- 
ed first prize to Victor Tanquary, Jr., of 
Tanquary Jewelers, Mt. Carmel, TIIl., as 
winner of the $500 first prize. Mr. Tan- 
quary emphasized “The lasting qualities 
of fine jewelry in an unstable world are 
not really luxuries, but rather an essential 
evidence of our civilization and way of 
life.” 

The seventh intensive training course in 
Jewelry Store Management and Merchan- 
dising starts on July 14th at the New York 
University School of Retailing. Top men 
of the jewelry industry will again review 
their sound business experience and pro- 
fessional guidance to this select group. 
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looking because the genuine leather of which 
they are made has first been hand-colored. 
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Providence Jewelers’ Club 
Holds First Luncheon Meeting 


The city of Providence now has its own 
jewelers’ club, a social organization simi- 
lar to other jewelry groups in large metro- 
politan areas. The new club has its quar- 
ters in the Princess Room of the Crown 
Hotel, a room that has been a popular 
eating spot for many years. 

This room  has_ been _ refurbished, 
equipped with an attractive lounge and 
luncheon facilities for 60 persons. With 
restful green and white walls, red leather 
upholstered lounge furniture, a radio and 
television, it immediately won the acclaim 
of the club officials and guests attending 





the formal opening luncheon on June 16th. 
An open house later in the day attracted 
a large representation of 239 members. 

The Providence Jewelers’ Club is an 
outgrowth of an informal luncheon group 
that has been meeting at the Crown Hotel 
at noon since late in the 1930s. A large 
round-table in the Princess Room was their 
regular rendezvous. 

Late in May this group considered the 
enlargement of the fellowship they en- 
joyed. Crown’s manager, Norman Boucher, 
agreed to set aside the Princess Room for 
the club’s quarters. 

A temporary organization was set up. 
Tt included Reginald White, president; 
Paul Levinger, vice president; Joseph T. 











Premiere showing of radios by the makers of 
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The CAPEHART 5-Way Portable 
Radio. Beautiful styling in ma- 
roon plastic. Plays on AC or DC 
house current or on 
batteries. Only .. - $3995 
less battery 





The CAPEHART Table Radio, Capehart 
quality in miniature. Superb tone. Plastic 
cabinet in choice of colors. Only $3995 
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The CAPEHART Personal 
Portable Radio. Leads its 
field for style, for perform- 
ance. Lightweight. Plastic 
cabinet in choice 

of colors, Only . $2495 


less batteries 





The CAPEHART Clock Radio (Model TC-20) 
The most beautiful clock radio on the 
market. Smartly-styled plastic cab- 

inet in choice of colors. Only ... $4995 


Other Clock Radios from . . $32.95 


CAPEHART-FARNSWORTH CORPORATION 


mo 
eon 
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Fort Wayne 1, Indiana 


An Associate of International Telephone and Telegraph Corporation 











McDevitt, secretary; Albert Berghahn 
treasurer, and Edward O. Otis, Jr., Olof 
Anderson, William Shawcross, Rober 
Brennan and Samuel Levy, board of 
governors. 

Their proposed formation of 4 cluh 
met immediate response. In less than two 
weeks 239 members had enrolled. The 
membership is principally manufacturine 
jewelers, but includes representatives of 
the wholesale and retail sides of the jp. 
dustry as well. 


Gruen Names Zickerman to 
Supervise Dealer Activities 


Benjamin S. Katz, president of the Gruen 
Watch Co., announced May 19th tha 
Samuel R. Zickerman has joined the firm’ 
executive staff to supervise dealer trade 
activities. 


SAMUEL R. 
ZICKERMAN 


Supervisor of 

Dealer Trade 

Activities for 
Gruen Wtch Co. 





Mr. Zickerman, for 23 years owner of 
his own retail jewelry store, in Woodside, 
Long Island, is known for his work in 
jewelry associations. In his association work 
during recent years, he has been in close 
touch with executives of other state, local 
and regional associations, working on cur- 
rent problems facing retail jewelers. 

His work with the Gruen Watch Co. will 
implement the new _ policy recently an- 
nounced by Gruen to give full support to 
retail jewelers throughout America in com- 
bating the injurious effects of the diversion 
of nationally advertised jewelry products to 
unauthorized outlets. Mr. Zickerman will 
address associations and guide jewelers on 
the best methods of protecting their busi- 
nesses and reputations in the face of exist- 
ing problems. 


Fischer 
Appointed 
At Helbros 


H. E. FISCHER 

Named Director 

Of Advertising 
and Sales 
Promotion 





Harry E. Fischer, formerly assistant ad: 
vertising manager, has been promoted 10 
director of advertising and sales promotion 
of Helbros Watch Co., Inc., New York. 
He will direct the company’s national ad- 
vertising. 
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Jewelry Fair Exhibitors 
(From page 68) 
N 


Nati Pressure Cooker Co. 

Nations! ExH Booth 10 

New Hermes Engraving Machine Corp. 

GBR Booth 310 

Normatone Hearing Aid Co. 

| GBR Booth AA 
oO 


Ollendorff Watch Co., Inc. 
ExH Booths 92-93-104-105 


P 
Pakula and Company .Rooms 556A-557A 
Paramount Wedding Ring Co. 
Rooms 601-602 
Parker-Allen Industries, Inc...GBR 222 
Parker Pen Co. ......... ExH Booth 20 
Paulson, Henry, & Co. 
GBR Booths 267-268 
Pennino Bros., Inc.......... Room 532A 
Pereline Mfg Co., Inc.....ExH Booth 11 
Phillips-Buttrick, Inc. ....ExH Booth 65 
Phinney-Walker Co. ExH Booths “A”-65 
Pilcher, J. V.. Mfg. Co....ExH Booth 42 
Plainville Stock Co........... Room 612 
Polishook, K., & Son Corp. 
GBR Booth 307 


PE cit neeehbekenseah ExH Booth 10 
R 

Reich, M. A., & Co.......ExH Booth 57 

Reja, Incorporated ........... Room 533 


Remington Rand, Inc. 
(Dealer Sales Div.)...ExH Booth 134 
Remington Rand, Inc. 
(Electric Shaver Div.) 
ExH Booths 158-159 
Richie Premium Corporation 


GBR Booths 277-278 


Ringmaster Rings............ Room 501 
Robbin Products ....... GBR Booth 275 
|) 9 a ExH Booth 42 


Robbins, J. W., Co..GBR Booths 244-245 
Roman Silversmiths, Inc.GBR Booth 304 
Romart Wholesale Jewelers.Room 612A 
Ronson Art Metal Works, Inc. 
ExH Booths 125-126-127 
Rosenthal, Herbert .......... Room 611 
Royal Typewriter Co., Inc. 
ExH Booth 140 


Rubin, Herman S............. Room 613 
S 

Sarkin, David, Inc......... ExH Booth 37 

Savoy Watch Co., Inc......... Room 600 


Scheffres, Bob, Co., Inc....ExH Booth 80 
Schick, Incorporated....GBR Booth 228 
Schwarez, Adolf, & Son, Inc. 
ExH Booth 9 
Semca Watch Corp..ExH Booths “A”-65 
Sentinel Clock & Watches 
ExH Booths 96-97 
Seth Thomas Clocks 
ExH Booths 131-132-133 
Sheaffer, W. A., Pen Co..ExH Booth 136 
Shiman Bros. & Co., Inc. Rooms 500-501A 
Shriro Watch, Inc.....ExH Booths 62-63 
Silbermann, Kohn & Wallenstein, Inc. 
: Room 509 
Silvercraft Co., Inc....... ExH Booth 48 
Simons-Michelson Co. 
ExH Booths 112-113 
Sloan, Albert E., Inc. 
GBR Booths 265-266 
Smith, L. C., & Corona 
Typewriters, Inc ..... ExH Booth 49 
Sparkle Mfg. Co.......... ExH Booth 27 
Speidel Corp. 
ExH Booths 55-56, Rooms 556-557 
Spreckman, Hy, & Co....GBR Booth 229 
Stein & Ellbogen Co...... ExH Booth 43 


Stern, Louis ............ ExH Booth 155 


Stetson China Co., Inc...GBR Booth 271 


FOR JULY, 1952 











TS aon os ee ceee es Room 605A 
T 

Tanz, Philip Co....GBR Pooths 239-240 

Toepfer, S., Inc............... Room 605 
U 


United States Time Corp. 
ExH Booths 53-54 


Van Schyndle, Inc....... ExH Booth 141 
Vacheron & Constantin-LeCoultre 
Watches, Inc. ...... Participation Suite 
Victoria Advertising Co.....Room 634A 
Volupte, Inc. ........ ExH Booths 44-61 


WwW 


Wakmann Watch Co., Inc. 
ExH Booths 152-153 





Waltham Watch Co..ExH Booths 99-100 
Warner Jewelry Case Co., Inc. 
ExH Booths 102-103 
Watchmakers of Switzerland 
ExH Booths 88-89-108-109 
Watch Material Distributors Assoc. 


of America .......... GBR Booth 235 
Weissman Watch Co...... ExH Booth 40 
Wiesen-Hart, Inc. ...... GBR Booth 247 


Wiesner, Joseph, Inc. 

GBR Booths 301-302 
Wilton Merchandise Co., Inc. 

GBR Booths 237-238 
Winton Watch Co............. Room 512 
Wood, J. R., & Sons, Inc. 

Participation Suite 1804A-05A-07A 
Woods, Patrick..... ExH Booths “A”-65 
Wyler Watch Agency, Inc. 

Rooms 610A-611A 
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THE 
DIAMOND 
MARKET 







LET US 
PROVE OUR 
POINT... 





As a result of large-scale factoring transactions 
with cutters, we are in a position to offer a wide 
selection of quality stones at truly competitive prices 
to manufacturers and wholesalers. 

We are fully prepared to completely satisfy your 
needs, no matter how varied. You will find relations 
with our principals pleasant and profitable. A new 
company, staffed by old hands in the diamond indus- 
try, with the "know how" to meet your requirements. 


Visit, Phone or Write Today: 


ge ae DIAMOND CORPORATION 


Importers + Factors to the Diamond Trade 


NEW YORK—37 West 47th St. JUdson 6-0324 
CHICAGO—29 East Madison St. CEntral 6-3700 


THE SHORTEST 
DISTANCE 
BETWEEN 

TWO POINTS! 

















DIAMOND RING 
SALESMEN WANTED 


Capable of Earning 
over $15,000 Annually 


A. Edward Fisher seeks well quali- 
fied salesmen with a following fer 
southern and southwestern territorial 
representations. We are interested 
only in men capable of sales efforts 
which will place them in top sales 
brackets. No side lines acceptable. 


If you can earn over $15,000 and 








seek a new, challenging connection, 


we would like to hear from you. 


Write in your own way, 


Giving full details or call 


A. Edward Fisher, Inc. 


665 Fifth Avenue New York 22, N. Y. 
Plaza 5-1124 




















RINGS EST. 1875 RINGS 


DATTELBAUM & FRIEDMAN 


No. 1 WEST 47th ST., N. Y. 36, N. Y. 
MAKERS OF 
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Cultured Pearls... 


A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. .$30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr. .$17.00 
D. 14K Cup Mtaqs. 7MM Cult. Pearl Earr...$15.0¢ 


S$. SMIGROD 
37 WEST 47 STREET, N. Y. 19, N. Y. 


KEYSTONE 
PRICES 
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Good Weather Draws Big Crowd To MLOC Outing 








MLOC members took time out from various sports activities during their annual outing to 
pose for this photograph. The usual number of pranksters took advantage of the panoramic 
camera and appeared on each end but, in fairness to all, we've eliminated the duplications, 


Mother Nature gave all the breaks to 
Dave Levy, chairman of this year’s annual 
outing of the Maiden Lane Outing Club, 
on Saturday, June 14. A better day just 
wasn’t possible. By popular acclaim, 
Green’s Hotel at Pleasantdale, N. J., was 
the scene of this year’s event as it has 
been for the past four years, and some 
160 members and guests of the MLOC 
turned out. Everyone availed himself of 
the opportunity of indulging in his favorite 
recreation, whether it was “piloting” a 
chaise longue in the shade of a maple 
tree to the more strenuous activities of 
golf, tennis, handball, horseshoe pitching, 
ping pong or baseball. 

Following an excellent and hearty lunch 
most of the members limited their activi- 
ties to the beautiful swimming pool on 
the grounds. 

The evening’s activities began with a 
delicious roast beef dinner with all the 
trimmings, during the course of which 
some 76 door prizes were drawn for and 


| 





distributed. In addition, the winners and 
runners-up of the various sport activities 
of the day were announced and prizes 
distributed. These were as follows: 


Handball, winning team: Moe Levine 
and Nat Kagen. Darts: Nat Katz, first; 
Nat Kagen, second, and a third-place tie 
between S. Pearlman and Herb Fischman. 
Quoits, winning team: Harry Rosenthal 
and Harry Herman; Ben Rosenthal and 
Walter Miller, second; Cy Gershey and 
Eddie Deneroff, third. Ping pong: Lou 
Frank, first: Eddie Jacobs, second. Golf 
pitching: S. Olin, first; Ray Goodridge, 
second. Baseball: winning team captained 
by Irving Schiff. 

A surprise presentation of a beautiful 
silver serving tray was made to Louis 
Cutler, past-president of the MLOC, by 
the members. At the close of the dinner 
an excellent entertainment program pul 
on by the hotel concluded the day’s ac- 
tivities. 
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Ascends to 
Presidency 

of I. Roskin 
Co., Inc. 


JULES J. 
ROSKIN 





Announcement was made recently that 
Jules J. Roskin has succeeded his father, 
the late Israel Roskin, as president of 
I. Roskin Co., Inc., manufacturing jewelers 
at 21 West 46th St., New York. He has 


been associated with the firm since 1935. 





Through hard work, creative ability and 
business acumen during his 35 years in 
business, the late Mr. Roskin built his 
firm into one of the industry’s outstanding 
organizations. His son, as new company 
president, will strive to perpetuate the 
same high standards which he helped 
establish for the mounting industry. 

The firm pointed out that no changes 
in the staff or sales force have been made, 
nor are any contemplated. 


Utica Group Elects Thibault 


J. Francis Thibault, manager of Evans & 
Sons, Inc., jewelers at 234 Genesee St., 
Utica, N. Y., was elected chairman of the 
Utica Retail Merchants Council at a Te 
cent meeting of the directors in the Hotel 
Utica. 
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¢ Maurice Lerner of Lieber & Lerner, dia- 
mond cutters, importers and ring manufac- 
turers at 305 E. 47th St., New York, re- 
turned recently from his annual buying trip 
in Antwerp. In discussing current market 
conditions, Mr. Lerner stated that diamond 
prices are firm, with Belgium cutters hold- 
ing on to inventory in expectation of a 
rise in the market. 

4 Wm. A. Muney & Co., diamond import- 
ers formerly located at 52 West 47th St., 
New York, are now located in new and 
spacious quarters at 48 West 48th St. 

4 Milton J. Jackson, president of Shiman 
Bros. & Co., Inc., ring manufacturers at 
934 West 39th St., New York, sailed for 
Europe June 4th aboard the Queen Eliza- 
beth where he will make an extensive tour 
of the diamond markets. Mr. Jackson will 
spend a great deal of time, while abroad, 
contacting the various diamond sources 
and expects to return to the United States 
on or about July 23rd. He is accompanied 
by Mrs. Jackson. 

4 Seymour A. Rosenthal, formerly asso- 
ciated with the New York firm of Samuel 
Sitzman, Inc., announced recently the for- 
mation of his own firm at 22 West 48th St., 
New York. The new concern will carry a 
large selection of diamonds and diamond 
jewelry. 

4 Judah Weberman, of the Beacon Watch 
& Jewelry Co., 80 Nassau St., New York, 
announced recently that the firm’s vacation 
period this year will extend from July 4th 
to the 14th. 

q Wedding bells rang out June 22nd for 
Miss “Bunnie” Kaufman, daughter of Mr. 
and Mrs. Bert L. Kaufman, 9 Maiden Lane. 
New York, and Ralph Lewis, who is asso- 
ciated with the Kingston Watch Co., 48 
West 48th St., New York. 

{Leon Levinstein, vice president of the 
Swiss Watch Dial Co., Inc., 22 West 19th 
St. New York, announced recently that the 
firm name has been changed to the Drema 
Mfg. Co., Inc. Mr. Levinstein pointed out 
that the organization, insofar as its offices, 
method of operation and credit are con- 
cerned, is unchanged. 

(The Jewelers Acceptance Corporation 
moved during mid-April into new and 
larger quarters at 608 Fifth Ave., New 
York. With developed organization and 
facilities, the company is in a position to 
broaden its retail financing activities. Her- 
bert C. Hautau, executive vice president, 
reports that a number of retail jewelers 
were postponing financing applications at 
this time because they are holding new 
purchases to a minimum and liquidating 
excess or unbalanced inventories. He stated 
that in late summer or fall, however, these 
jewelers are expected to take advantage of 
discounts for cash payments and urged 
them to make their applications for financ- 
ing now because of the time required for 
Processing applications. 

( Reuben N. Popkin, diamond dealer at 
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9-13 Maiden Lane, New York, returned 
recently from a diamond buying trip in 
Belgium. 

q Steven Nathan, who is on leave of ab- 
sence from the Nathan Gem & Pearl Co., 
Inc., 550 Fifth Ave., New York, returned 
home recently after eight months in the 
Korean waters on the aircraft carrier 
Antietam where he received a commenda- 
tion for meritorious service. 





Fabrikant Bros. Consolidate 
All Facilities Under One Roof 


Fabrikant Bros., Inc., announced recently 
the removal of their diamond cutting fac- 
tory to 66 Bowery at Canal, New York—- 
in a move that completely consolidates all 
the firm’s facilities. 





Ben Fabrikant, president of Fabrikant Bros., 
Inc., completes a business call at his desk 
in one of the firm's main offices. Every con- 
venience for efficiency is contained in the 
company's plush office suites. 


In bringing its operations under one 
roof, the company remodeled its entire 
building into a three-tiered setup that de- 
partmentalizes all activities. The plush 
office suites on the lowest level house a 
decorator’s dream, replete with every con- 
venience for efficiency. 

The street level floor is devoted to the 
“House of Diamonds” exchange, and the 
third floor to a complete diamond cutting 
factory. 





Tighter Controls on Nickel Use 
Forecast by Control Officials 


Apparently there is no hope for.the eas- 
ing of nickel supplies this year or of any 
changes in present restrictions on the use 
of the metal for manufacture of jewelry. 

In late June, control officials said that if 
anything, there would be even tighter con- 
trols, particularly on use of nickel for the 
manufacture of stainless steel for civilian 
goods. 

They held out a slim hope, however, 
that the government might later on permit 
manufacture of more non-nickel stainless 
steel for consumer goods. 

As for nickel, officials said that reports 
of easing ,supplies are unfounded and at 
the same time defense needs are rising. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
Leys Thrtilie He 


65 NASSAU STREET “WHEW YORK 








ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 





BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 




















DIAMONDS 


All Sizes - All Qualities 


Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for latest Price List. 


| H. SORIN New York 19, NY. 
SIMONS BROS. CO. 
THIMBLES 


269 So. 9th ST. PHILADELPHIA 
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REPAIRS and PLATING 
in 


GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 








| ee from 
1 Coast 
to 
Coast 
(Betore) 
( After 
Highest ge 
Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 
17 West thst. ew York 19,41. 


Est. since 1918 
AT THE SAME ADDRESS 








Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DIAMONDS—AIl Sizes and Qualities 


JOSEPH BLANK 


COrtlandt 7-3562 
New York 38, N. Y. 


@ ACONn 


THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Sold Through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 


87 Nassau St. 
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PERSONAL 


It’s more than a personal matter when you 
need ‘‘Hard-to-Get’’ Watch Parts in a hurry 
—it’s customer satisfaction, too! POLTOCK 
has EVERYTHING! Write Dept. J for 
FREE Ligne Gauge, Catalog, and Stationery. 
JOHN A. POLTOCK & CO., 15 MAIDEN 
LANE, NEW YORK 38, N. Y. 
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JEWELERS PRINTED SUPPLY HOUSE 
Jobbing Envelopes, Repair Checks—String Tags 
Metal Scratch and Celluloid Tags — Wrap 
Papers—Stock Books, Memo—Order and Sales 








Books 
Complete Printed Supplies for ¢he Trade 
Diamond Guarantees Credit Forms 


DAUER PRINTING CO. 
37 E. 21st St., New York 10, N. Y. 
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AL 4-2175 











Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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Obituaries 





JOHN GIOVANNETTI, 49, president of the 
New York firm of the same name at 115 
West 45th St., died suddenly April 20th 
of a heart attack. Mr. Giovannetti began 
his career in the jewelry industry 33 years 
ago with Juergens & Andersen Co., Inc., 
in Chicago, and was later associated with 
Black, Starr & Frost, New York. He 


JOHN 
GIOVANNETTI 





started his own platinum manutacturing 
concern in 1922. Twenty years later, in 
1942, his three brothers—William, Michael 
and Edward—joined him in the business 
as partners. In addition to his three 
brothers, who will continue active manage- 
ment of the firm, he is survived by his 
widow, two sons and three sisters. 

SamuEL W. Marsu, 65, founder and 
president of S. Marsh & Sons, Inc., jewelers 
of Newark, N. J., died May 21st in that 
city. A native of Poland, he founded the 
jewelry firm in 1908. Surviving are his 
widow, a daughter, two sons, a_ brother 
and a sister. 

Emipio MELE, 67, founder and president 
of the Mele Manufacturing Co., Inc., 366 
Fifth Ave., New York, died June 10th 


after a prolonged illness. Mr. Mele, a 


EMIDIO 
MELE 





native of Italy, founded the jewel box 
company in 1912. He is survived by his 
widow and three sons. 

SAMUEL W. MEYERs, 
founder of the Castle 
Fulton St, Brooklyn, N. Y. died May 24th 
of heart disease. The business will be 
continued as a partnership by his widow, 
Mrs. Gertrude R. Meyers, and his son, 
William R. Meyers. 

Harry Raskin, manager of the Fancy 
Goods Division of A. Cohen & Sons Corp., 
wholesale jewelers of New York and At- 
lanta, died June 7th at his home in Jersey 
City, N. J.. after a long illness. He had 
been with the Cohen organization for over 
20 years. 


68, president and 
Jewelry Co., 463 
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WittiaM H, SCHWARZSCHILD, 73 presi. 
dent of Schwarzschild Brothers, Inc, 
jewelers of Richmond, Va., died June 8th 
in that city. Mr. Schwarzschild, a natiye 
of Richmond, was a leader in financial, 
charitable and civic organization. He be. 
gan his business career in 1907 and fou, 
years later organized the Central Nationa] 
Bank in Richmond, of which 
president from 1919 to 1949. 

FRANK QO. Upbat, 87, former president 
of the retail jewelry firm of Udall & 
Ballou, Inc., which Mr. Udall founded jin 
1888, died June Ist in Grasslands Hos. 
pital, Eastview, N. Y. Born in Dubuque, 
iowa, Mr. Udall founded the firm at Jack. 
sonville, Fla., and later established the 
main office on Fifth Ave. in New York 
and branches in Palm Beach, Bar Harbor, 
Me.; Waterville, Me.; Lenox, Mass., and 
Newport, R. I. He sold the business in 
1924, and since then had operated a jewel- 
ry manufacturing firm under his own 
name at 37 West 47th St., New York. Sur. 
viving are a son and two sisters. 

Leo Zucker, New York representative 
for the Harwood Mfg. Co. and the Waite 
Evans Mfg. Co., divisions of the W. & H. 
Jewelry Co. of Providence, R. [., died 
June 13th. 





he was 
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George J. Gruen, 74, Dies; 
Board Chairman of Watch Firm 


George J. Gruen, 74, chairman of the 
board of directors of Gruen Watch Co. 
died June 4th at his home in Cincinnati. 
He was the last of three sons of Dietrich 
Gruen, who had founded the company in 
1874 in Columbus, Ohio. 


GEORGE J. 
GRUEN 





Born in Columbus, Mr. Gruen joined 
the firm in 1896, shortly after it had been 
moved to Cincinnati. Upon the death of 
their father in 1911, Mr. Gruen and his 
brother, Fred G. Gruen, who died in 1945, 
took over the business as a partnership. 
The third brother, Francis William Gruen, 
who died in 1938, was a vice president 
and legal counsel for the company. 

During the years, George J. Gruen served 
as company secretary-treasurer, first vice 
president and treasurer, and vice chairman 
of the board, succeeding his brother, Fred, 
as board chairman in 1941. He also was 
a director of the Gruen National Watch 
Case Co., a Gruen Watch Co. subsidiary. 

Active in local civic affairs, Mr. Gruen 
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had served as president of the Cincinnati 
Wholesale and Manufacturing Jewelers 
Association, both the Cincinnati and Na- 
tional Association of Credit Men and the 
Cincinnati Club, and had held member- 
ships in the Rotary Club, Queen City 
Club, Chamber of Commerce, executive 
committee of Deaconess Hospital, and ex- 
ecutive committee of the Cincinnati Col- 
Jege of Music, of which he was a trustee. 
Survivors include his widow, Mrs. Emilie 
Thauwald Gruen; two George T. 
Gruen, company secretary and a director, 
and Robert D. Gruen, sales manager for 
the C. J. Ellis Co., Indianapolis, Ind.; a 
daughter, Mrs. Emily Seaman, Portland, 
Ore.: a sister, Mrs. Charles W. Bieser, 
Dayton, O., and six grandchildren. 
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Joins 
Seth Thomas 
as Watch Sale 
Supervisor 
ALAN MAGARY 





Seth 


Alan Magary has joined the 
Thomas sales organization in the capacity 
of watch sales supervisor according to a 
recent announcement by Harold E. Black- 
burn, sales manager. 

Mr. Magary has been associated with the 
Elgin National Watch Co. since 1935, ex- 
cept during the years spent with the War 
Production Board and as Captain in the 
Marine Corps during World War II. His 
responsibilities with Seth Thomas will be 
rather broad in scope in that they will 
consist of a considerable amount of field 
sales work as well as assisting in watch 
sales planning at headquarters in Thomas- 
ton, Conn. 


J. G. Donavan, Jr., Named Head 
Of Donavan & Seamans Co. 


The board of directors of Donavan & 
Seamans Co., one of the oldest jewelry 
firms in Los Angeles, Calif., announced 
recently the election of James G. Dona- 
van, Jr., as president of the company. He 
succeeds his father, the late J. G. Dona- 
van, founder of the firm. 

The company was founded in 1894 with 
the first store in what was then the heart 
of Los Angeles, Spring St. just south of 
Temple. As the city grew, so did the firm, 
moving four times up Spring St., then to 
Broadway between 7th and 8th, where the 
firm remained until 22 years ago when it 
moved to the present location of its down- 
town store, 435 West Seventh St. 

Three years ago, keeping up with the 
rapid growth of the city, a second store 


was opened on Wilshire Blvd. in the 
Miracle Mile, as described in the Sep- 
tember, 1949, issue of THE JEWELERS’ 


CIRCULAR-KEYSTONE. 
Donavan, a native of Los Angeles and 
a graduate of Loyola University Law 


FOR JULY, 1952 





| 


School, has been actively associated with 
the firm since 1922. In recent years, he 
has been first vice president and general 
manager of the organization. 

He is a former president of the Ameri- 
can Gem Society and is the present secre- 
tary-treasurer of that organization. He is 
also chairman of the finance committee of 
the Gemological Institute of America. 
Prominent in civic affairs, he is a mem- 
ber of the board of directors of the Los 
Angeles Better Business Bureau. 


Bill Would Exempt Certain 
Costume Jewelry From Excises 


An attempt is being made to have a cer- 
tain category of costume jewelry exempted 
from the federal excise tax. A measure 
(HR 8124) has been introduced in Con- 
gress to exempt costume jewelry and other 
ornamentation if it is permanently fixed or 
is a part of dresses or other apparel. The 
measure has two strikes on it—(a) no 
revenue measures are up before Congress 
and (b) there is not time to consider the 
bill on its own merits. 





Cowee Heads POPAI Unit 


Howard M. Cowee, vice president of 
W. L. Stensgaard & Associates, New York, 
was recently appointed chairman of the 
Research and Educational Committee of 
the Point-of-Purchase Advertising Insti- 
tute. Announcement of his appointment 
was made June 13th by Wm. L. Stens- 
gaard of W. L. Stensgaard & Associates, 
Chicago, and president of the Point-of- 
Purchase Advertising Institute. 

The Institute is the national association 
of the producers of all types of window 
displays and store advertising displays. 





FISHER OPENS OFFICES 





An overflow crowd of more than 100 at- 
tended the formal opening of the new 
diamond firm of A. Edward Fisher, Inc., at 
665 Fifth Ave., New York. Present at the 
opening ceremony on May 20 were nu- 
merous trade personalities, customers and 


friends. The new offices were attractively | 











decorated with an abundance of attractive | 


floral tributes from well-wishers. Shown 
above wishing Mr. and Mrs. Fisher every 
success in their new enterprise is Arthur J. 
Tuveri (left), advertising representative for 


THE JEWELERS’ CIRCULAR-KEYSTONE. 


\ 








CNew Ideas in 
MASONIC MOUNTINGS 
Created by Gran 





No. 1/1360 is a ring of UNUSUAL DE. 
SIGN with a distinctive Masonic and 
Diamond mounting running across the 
finger. Both emblem and mounting are 
inlaid flush in either Ruby, Blue Spinel 
or Onyx. Side emblems are in relief 
and heavily modeled. 

No. 1236 is another new design, espe- 
cially appealing to those who prefer a 
small emblem. It has a diamond plate 
and a small, neatly encrusted Ruby or 
Blue Spinel. Both are available in 10K 
or 14K yellow or white gold. 

Ask to see these and others in the 
“Gran” line of fine Emblem Rings and 
Mountings. 





GRAN and COMPANY, Inc. 
546 S. Meridian St. * Indianapolis 25, Ind. 








24 Hour Service 


PEARLS 


ORDERS PROMPTLY 
ATTENDED 10 


MAIL 


R&G Jewelry Corp. 


1. W. 47th St... N. Y. 
2-0813 
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Diamonds direct from Antwerp 


Your country buys yearly 35.000.000 dollars 
of diamonds from Antwerp. It is a fair bet 
the diamonds you handle, loose or mounted, are 
amongst them. The point is: do you buy them 
first hand from Antwerp or through costly 
detours. The answer to this question makes 
the difference in your proft. 


If you are already dealing with Antwerp 
and have a reliable supplier here, you are in 
the know. If not, contact me and save at least 
20%, yes 20% through Antwerp wholesale 
prices. Diamonds direct from Antwerp will 
double your margin of profit. 


For full information write airmasl please. 
(Diamond dealers and jewelers only.) 


JOACHIM GOLDENSTEIN 
DIAMONDCLUB-ANTWERP-BELGIUM 
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Bay 


“ated Exel 


QUESTION: 


If your present selection of Alice tail- 
ored earring styles are your biggest 
sellers (and you've proved that your- 
selves), wouldn't the COMPLETE line 
increase your volume that much more? 


Thru the wholesaler $190 
JEWELRY CO. 


8 Slocum St., Prov., R. 1. | 
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Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. o 


J.M. FISHER CO., Attleboro, Mass. 














FINE STERLING 
HOLLOWWARE 


and 
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) ' yY ¥ AUTHENTIC ANTIQUE 
— cee REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 











Sola only direct to Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
ad s LO) do 8) ty eh VAD 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q As this issue went to press, plans were 
completed for the 37th annual convention 
of the New Hampshire Retail Jewelers’ 
Association on Sunday and Monday, June 
29 and 30, at the Wentworth-by-the-Sea, 
Portsmouth, N. H. The conventon com- 
mittees put forth every effort to present 
an outstanding program, which opened 
with registration on Sunday afternoon, 
and a dinner followed by a fine entertain- 
ment program. Annual meeting for mem- 
bers only took place Monday morning, 
followed by the open session where Leo 
Henebry, president of the American Na- 
tional Retail Jewelers Association, headed 
the list of speakers on subjects of interest 
to every jeweler. Morning sessions were 
followed by the popular annual clambake, 
with clams, lobsters, and “all the fixings” 
for everyone. During the afternoon, there 
was opportunity for golf, various other 
sports, lawn games, and bridge. The ban- 
quet Monday night was followed by danc- 
ing to 1 A. M. Many valuable door prizes 
were distributed during the two-day ses- 
sions of the convention. 

4 Alfredo Sciarrotta, the so-called “Modern 
Cellini,” set up his silver shop in the 
Shreve, Crump & Low store in Boston 
during the week of June 9, bringing to 
this store exclusively in the Hub many 
of the productions of his factory at New- 
port, R. I. He demonstrated for the many 
visitors his techniques in creating and 
making classics in the line of leaf bowls 
and dishes, graceful semi-circular candel- 
abras, and other items in silverware. This 
Italian metalworker was a torpedo expert 
during World War IT, and was smuggled 
to the United States where he worked on 
torpedoes for Uncle Sam under the name 
of “Mr. West.” The war over. Mr. Sciar- 
rotta opened un his silversmith shon in 
Newport. and his pieces are now carried 
by better jewelry stores throughout the 
countrv. 

q@ When it comes to ceramic art, a tiny 
item in the Church Co. store, Two New- 
bury St., has been attracting much atten- 
tion. A seated feminine figurine of French 
bisque, dressed in Oriental costume. waves 
her hands and nods her head with each 
nassing motion of air. As her head nods, 
the tinv figure sticks out her tongue—but 
savs narv a word! 

€ Also attracting Hub attention has heen 
a window displav in the Second National 
Rank. Statler Hotel Building. in which 
Kennard & Co.., Inc.. showed. with pictures, 
Ajiacrams. and the use of a diamondscone, 
how diamonds are mined and cut, as 
well as tested. 

4 Members of the staff of the Katherine 
A. Murvhv Co.. 509 Tewelers Building, 
along with Henry McGrath of the Mahar 
& Engstrom Co.. 4th floor, spent the week- 
end of June 7-8 at Plum Island as guests 
of Donald Safford of Safford’s Jewelry 











NEW ENGLAND 


Shoppe, Newburyport, Mass., indulging in 
lobsters, bathing, and a general good time. 
q Wendell Hay, formerly with Trefry & 
Partridge, Inc., Beacon Hill, Boston, has 
left that concern to join the Hamilton 
Watch Co., acting as a salesman for that 
company in the Southern territory, William 
Partridge, son of Harold Partridge, of the 
same firm, who is now with the Arthur A. 
Everts Co., Inc., jewelers of Dallas, Texas, 
visited New England this last month with 
his wife and their two children. 

q New England correspondent for Tyg 
JEWELERS’ CIRCULAR-KEYSTONE received a 
card this past month addressed to “Senor 
Everett Smith,” which read in part—‘] 
did not see notice in Mexican paper, 
I theenk they do not have good reporter 
like Senor Smith here. Adios, Amigo!” 
The card, signed by “Henrique Des Jar. 
dins,” was mailed in Mexico City, where 
the Beverly and Salem, Mass., jeweler was 
attending the international convention of 
Rotary. “Senor Henrique” is _ president 
of the Beverly Rotary Club, and while on 
a side trip to Acapulco, Mexico, caught a 
large sailfish. He wrote that on this trip 
one of the party was none other than 
Lola Lane, Hollywood movie starlet. 

q Oresto P. Del’Orfano, sales manager of 
the Travis, Farber Co., 909 Jewelers 
Bldg., recently opened his new summer 
home on the Bay Side, Clifton Ave., Nan- 
tasket Beach, Mass., and planned an early 
“open house.” 

4 John Harding Baker, formerly connected 
with Jacobson Brothers Diamond Corp. 
New York City, and now retired, is well- 
known in New England jewelry circles. 
He has been spending a few weeks at 
the family estate in Wellfleet, Cape Cod, 
Mass. 

q Leon Blumberg, who now covers the 
New England territory for the A. Blumberg 
Co., 645 Province Building, announced re 
cently that the firm has been appointed 
distributor in this area for the “American 
Beauty” line of Elgin American. 

4 William J. Murray, 901 Jewelers Build: 
ing, marked his 49th year in the building 
on May 29, and is making plans now to 
engrave himself a gold medal for his 50th 
anniversary. 

4 Mrs. Glass of the Bella A. Glass Co., 
609 Jewelers Bldg., is busy quieting pre- 
vailing rumors that she contemplates going 
out of business. This is far from the facts, 
she asserts, adding that the firm is defi- 
nitely in business. 
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Sunbeam, Universal, Toastmaster 
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4 Strand Jewelry & Loan Co., 218 Pleasant 
St., Malden, Mass., has undergone a com- 
e remodeling job, with new cases, new 
lights, and a new store front. Sam Rybock, 
partner with Ben Rosenberg, 503 Jewelers 
Building, aided the latter in the remodel- 


plet 


ing work. 

4 Mr. and Mrs. Gunnard Borg, of True 
Brothers, Inc., Springfield, Mass., sailed 
for Europe on the S. S. America on May 
99, and expect to return about August 1. 
A farewell party was held in the Waldorf- 
Astoria, New York City, on the eve of 
their departure. 

George Chalpin, son of Louis Chalpin, 
jeweler of 703 Jewelers Building, received 
his AB degree from Boston University’s 
School of Medicine on June 2. 

4 Ralph Barnstead, manager of the watch 
repair department of Smith-Patterson Co., 
was on a recent fishing party trip to South 
Acton, Maine. 

qAs usual, affecting the bizarre and 
highly “unusual” in the way of displays, 
the Jorge Epstein Co., 412-16 Washington 
Building, marked Father’s Day with a case 
in which two stuffed hens and a wild duck 
were featured. The hens, one with pink 
feathers, and both pets in years gone by, 
when one was known as Polly, and the 
other as Becky—later changed to Billy— 
were charmingly ensconced amid an array 
of antique cuff links, bill clasps, cigarette 
cases, and rings which might appeal as 
Father’s Day gifts. Redecorating of the 
quarters still continues. 


q Meantime, Leo Rosman, of Hub Ma- 
terial Co., 408-12 Washington Building, 
has been having trouble with chipmunks 
and squirrels at his Wellesley home. He’s 
looking for a good trapper, having decided 
that his .22 rifle is of little avail. 

q Francis Oliver, of Oliver’s Jewelry Store, 
Provincetown, Mass., who previously had 
rented small quarters, has now taken larger 
space, remodeled the store, installing new 
fluorescent lights, fixtures, etc., and has 
added a camera department. 

q Henry Duvarney, of Stewart and Heney, 
jewelers, Clinton, Mass., is manager of 
one of the Little League baseball teams 
of that town. 

q Harold Sears, salesman in the northern 
New England territory for the Henry Kam- 
lot Co., 307-11 Washington Building, was 
involved with his car in a head-on collision 
in Alfred, Maine, on May 13, and suffered 
several broken bones, and his car was 
completely demolished. Mr. Sears is now 
confined to the Goodall Hospital in San- 
ford, Maine. 

4R. W. “Rommie” Nathan, popular 
“Mayor of the 3rd floors, Washington and 
Jewelry Building” has been missed from 
his quarters, 300 Washington Building, for 
several months. Mrs. Nathan passed on 
a couple of months ago, and since then 
Mr. Nathan has been ill and convalescing 
at the home of his daughter in Melrose. 
Mass. 

4 Miss Barbara Ryan, of the costume 
jewelry department of A. Stowell & Co., 
left the store on June 15 to join Robert 
Bachelder and his Band, as a featured 
soloist. 
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q Howard Baxter, advertising artist with 
the Thomas Long Co., who has been out 
ill for some time, is back after a long 
absence. Miss Ella Mellon, head of the 
store’s bookkeeping department, has _ re- 
turned from a Florida trip, nicely re- 
freshed. Mrs. Regina Tyler, of the store’s 
baby department, retired on July 1. 

q At the Smith-Patterson store, Miss Ger- 
trude Norton, costume jewelry buyer, has 
taken an extended leave of absence, plan- 
ning to spend the summer months at her 
new country place in Newfields, N. H. 
Miss Mary Cahill, office manager, resigned 
on June 1. 

q Mr. and Mrs. Wilmot Schwind, of R. C. 
Jewelry Co., Rumford, Maine, were in 
Boston recently for the graduation of 
their son, Richard, from Boston University. 
q Lieut. Herbert A. Guiness, now with 
the Army Air Corps, and formerly asso- 
ciated with his father and brother in the 
Louis F. Guiness, Inc., firm, 711 Jewelers 
Building, arrived in England on June 2. 

q Carmen Fuschetti, formerly with E. 
Gravellese, has opened new quarters of his 
own in Room 613 Province Building. 

q Miss Roberta Cohen has replaced Mrs. 
June Reilly in the Smith & Zaff quarters, 
309 Jewelers Building, Mrs. Reilly leaving 
to-return to her home. 

q In Portland, Maine, the George T. 
Springer Co. has completed the remodel- 
ing of its store, eliminating the _ third- 
floor silver room. All departments of the 
store are now concentrated on the ground 
floor. 




















@ Point of Origin 
for your Sales! 
The Greater 


MID-SOUTH 
GIFT and 
JEWELRY SHOW 
August 25-28 


HOTEL 
PEABODY 


Memphis 





For Reservations, Contact 


A. J. Cory, M & M Bldg. 
‘198 So. Main, Memphis, Tenn. 























SOLE U. S. A. AGENTS FOR ALL JUNGHANS PRODUCTS 


HENRY COEHLER CO., INC. 
101 FIFTH AVENUE, NEW YORK 3, N. Y. 


1524 MERCHANDISE MART, CHICAGO, ILLINOIS 


#300/7767 


ATO _ electric 
battery, 1000- 
day clock. 
Completely 
jeweled. Size 
8144" x 644" x 
4%”, 
Keystone $104 
2 other styles 
available. 


ASX FOR 
NEW CATALOG 
AND 
LATEST PRICE 
LIST 


+ 
Visit 


Our 


Showrooms 
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Quality 


RHINESTONE 
JEWELRY 


Direct to you from the manufacturer. Visit 
us at Booth #121 at N.A.C.J. Convention, 
Chicago, July 27-31. Also at Booth #15 
at The ANRJA Convention, New York, 
August 10-14. 


Fantasy of Jewels 


Made by 


ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 38, N. Y. 














WRITE FOR 
Our New 


COMPLETE CATALOG 


Materials, Tools, Watch 
Ceses and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa. 














WATCH REPAIRS 
For the Trade 


Precision Workmanship at low price. 
Electronic Timing. Over 30 years experience 
Price List on Request 


0. E. BOSS 
4925 Walnut St. Philadelphia 39, Pa. 




















aire 
LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Fashioned School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phile. 
Write Dept.'’K"' Iil'd Catalog 
BAldwin 9-1376 
Arthur T. Johnson, Principal 




















Make Use of Your Movements 


60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 


Wm. Wishinsky eh athdee.,tatiek 2X 


Phone: WAtkins 9-3170 

















HNICAL SCHOOL 
COURSES FOR SUCCESS FOR 


WATCHMAKERS - ENGRAVERS 
AND JEWELERS 


GRADUATES PASS CERTIFIED MASTER 
WATCHMAKER, H1.A AND ALL §TATE 
LICENSING EXAMS. 


©63 YEARS SERVICE o 
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q Members of the Retail Merchants Credit 
Association were refreshed both mentally 
and physically following the 29th annual 
picnic of this group at the Melrose Country 
Club in Cheltenham, Pa. Hearty thanks 
were extended to the picnic committee 
which included the following jewelers: 
Jack K. Green, Ellis C. Kurtz, Sam Weiss- 
man and Milton Herskowitz. Highlights 
of the day included a buffet luncheon, 
golf, baseball, swimming, horse racing, 
cards, tennis, quoits and a sumptuous 
dinner. 

4 Many jewelers were glad to hear this 
true story illustrating tightening of en- 
forcements on the law governing “going 
out of business” sales. A reputable jeweler 
decided to actually go out of business and 
applied for a permit for such a sale. He 
was greeted with a demand to list every 
bit of his stock according to brand, num- 
ber and regular price, plus a number of 
other questions which led him to say, 
“Too much red tape.” He left Philadel- 
phia City Hall without his permit and 
stayed in business. We’re glad to report 
the happy ending. Once he made his 
decision he followed it with aggressive 
merchandsing activities for several months. 
Now he’s out of the “red” and the future 
looks so bright he’s glad he stuck it out. 
4 A unique and effective display unit for 
showing jewelry items was made by J. C. 
Fink from a discarded display box for 
razor blades which he painted a deep 
maroon. There are two of these units at 
his store at 3119 Kensington Ave. Under 
the hinged glass top sparkles an attractive 
array of white and multi-colored summer 
jewelry. The razor blade display cases 
were left by a previous store tenant. 

q Gurwood Jewelers of 817 E. Allegheny 
Ave. have placed new advertisements fea- 
turing religious items in the suburban Bell 
telephone directory. In order to devote 
increased space and merchandising em- 
phasis to religious items, the firm has 
given up its radio and small appliance 
department. 

q Believing that the best way to increase 
business is to cultivate the customer, 
McQuinn Brothers, Inc., of 3109 Kensing- 
ton Ave., are building the friendship idea 
with a thousand little schemes such as 
the signs: “Every Sale Covers Double 
Guarantee—by the Manufacturer and by 
McQuinn Brothers”; and “Your Friend- 
ship is Welcome, Your Business is Ap- 
preciated.” 

q Milton Frantz of 3089 Kensington Ave. 
has expanded his camera and religious 
jewelry departments. 

q Richard Graven, formerly partner with 
his uncle, Bill Kuhn, at the then Bil-Rich 
Jewelers, 6325 Frankford Ave., then later 
with Goldberg’s Department Store in 
Trenton. N. J., is now, “impatiently” we 
hear. awaiting completion of a new store 
in Eddington which he plans te operate. 





q The store at 3236 Kensington Ave. iden. 
tified by the sign, “This is Weiman’s” on 
the door, has now a larger and more 


comprehensive stock of luggage. 


q The annual outing and golf tournament 
of the Retail Jewelers Association of Phila. 
delphia and Eastern Pennsylvania was held 
at White Manor Country Club on June 
10th. Feature of the day—the golf tourna. 
ment. Feature of the evening—a steak 
dinner. The usual good time was had by 
all, greatly to the credit of Charles 
Heine and Milton E. Smith, co-chairmen 
of the outing committee. 


q A uniquely warm and homey touch was 
added to the very modern McDonald's 
store at 7161 Frankford Ave. with the 
addition of an antique mahogany table 
in the center of the store which usu. 
ally features costume jewelry. The con- 
trast between the old and the new is 
further heightened by the very business- 
like blond mahogany showcases flanking 
the walls and the homey, dining-room- 
type antique table, usually boasting a 
centerpiece from which satin streamers 
flow to and over the edges and act as 
dividers for the various types of mer- 
chandise on display. 

q All seven Associated Barr Stores are 
currently promoting birthstones. One re- 
cent Barr advertisement which attracted 
much attention in Philadelphia _ news- 
papers promoted all seven stores in this 
market area with the heading: “Youre 
lucky to be born in June because pearl 
is your birthstone.” The windows m 
which this ad was reproduced emphasized 
pearls with such displays as aqua velvet 
drapes and tiny white stones sprinkled 
between pearl jewelry which was boxed 
in aqua “picture frames.” 

4 Edward Smith, formerly assistant 10 
the manager at Barr’s Mayfair store, has 
been appointed manager of this branch. 
Frederick Trons, who formerly managed 
this store. has been transferred to a po 
sition in the same capacity at Camden, 
N. J. 7 . 

4 “It brings them in,” says Jerome Wiener 
of Hays Jewelers at 7316 Frankford Ave. 
about a free gift offer currently being 
promoted. Originally, former customers 
received a notice through the mail tell- 
ing them: “Open an account for $20 or 
more and get a lovely three-piece silver 
relish set valued at $5 as our gift to you. 
Our terms are easy. We have no carry 
ing charge.” During June a similar sign 
in the window extended the offer to all 
comers. This jewelry concern recently 
completed a study of business ae 
noting, as a result. that the first week 0 
each month and the last couple of days 
are low volume days. This information 
is being used to guide future plans for 
promotions. 


4 Huberman’s, Inc., jewelers, at 3164 Ken- 
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sington Ave., recently redecorated their 
store by installing fluted plywood on the 
walls to match the gray and rose linoleum 
and the old rose wallpaper with its char- 
coal background above the plywood. The 
overall effect of this remodeling is rich 
and soft yet modern. 

q Shoppers who patronize Germantown 
Ave. jewelry stores near Greene St. are 
‘now enjoying the additional inducement 
of free or inexpensive parking in this 
crowded shopping center. In a coopera- 
tive parking arrangement which A. A. 
Martin, president of the local Business 
Men’s Association, describes as, “the first 
of its kind in a metropolitan area, and the 
frst in which local banking establish- 
ments have made their lots available to 
the community,” the Germantown Saving 
Fund Society and the National Bank of 
Germantown have made their private lots 
available to the public after 3 P. M. and 
additional parking space all day long is 
provided by the lot at the rear of the 
old Vernon Theater. Attendants will di- 
rect traffic and charge those who have 
not patronized a participating store only 
25¢ for the first two hours and 10¢ for 
each additional hour. Those who have 
tickets stamped at participating retail 
establishments will not be charged. 

q.A fifteen-year-old barrel about 14 in. 
by 8 in. is still attracting new business 
to the Fred Sauter store at 2713 W. 
Girard Ave. It is full of the oldest, 
sickliest looking watches A. Lester Sauter 
could find and bears the sign: “Trade in 
Your Old Watch”—ask us to explain. At 
the current writing it is on the counter 
near the gift department but it will soon 
again find its way into the window. 


q Clever signs seen attracting window 


I 





Barre, Pa.: “Who would you like to 
please—with a gift that will bring joy?” 
and “Wise buyers shop at Meyers.” The 
store is, of course, Meyers Jewelry & Op- 
tical Co., Ine. 

q The C. L. E. Jewel and Silver Gal- 
leries, formerly J. P. Ernst, of 26 Public 
Square in Wilkes-Barre, are in the midst 
of plans to redecorate what has been 
the offices in the rear to accommodate 
a striking display of tableware on a 
series of dining room tables. The firm’s 
stock of crystalware has recently been 
expanded and this and chinaware, which 
is well-stocked but displayed in a very 
limited space, needs bettter display, the 
manager feels. 

q Krieger Jewelers of 246 Northampton 
St. in Easton, Pa., are promoting colored 
stone rings by displaying them  prom- 
inently in the showcase adjacent to the 
store entrance. 

q Jewelry store merchandise is still news- 
worthy to folks like Mary Jane Hope who 
recently published pictures of new hand- 
wrought iron clocks from Germany in 
her column on the woman’s page of the 
Bulletin. Unfortunately the clocks are 
stocked in a leading Philadelphia depart- 
ment store but the length of the column 
and the detailed description are an ind- 
cation of the type of publicity available 
to jewelers who could submit newsworthy 
releases to newspapers. 


Blackintons Mark Anniversary 
H. C. Blackinton of the Albert Walker 


Co., Providence. and Mrs. Blackinton, 
were honored May 17 at a tea on the 
occasion of their 40th wedding anniversary. 
It took place at the home of their daugh- 
ter. Scores of friends and business asso- 
ciates were on hand to congratulate them. 











Approving this special “time exhibit" of the Benrus Watch Co., an integral part of the 

Industrial Progress Exhibition presented by the Henry Ford Museum, are William C. Ford, 

Benson Ford and S. Ralph Lazrus (right), Benrus board chairman. Benrus was the only watch 

company represented in the 20 leading American corporations invited to participate in 
the exhibition, now on tour through the nation. 
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From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality .. . 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifully executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


AN FA T 


LADIUM AND GOLD JEWELRY 


PLATINUM, PAL 


RYrER 


DIAMONDS, CULTURED PEARLS AND CEM STONES 


S05 Suanszom St. Philadelphia 7 


WRITE FOR NEWSPAPER MATS OF THIS AD 
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It all adds up 
to more PROFIT 


for you! 


OUR 1952 
FALL LINE 





is on its way. 


Watch for it. 
Wait for it. 
BUY IT. 











BALTIMORE !, MD. 

















SALESMAN WANTED 


Salesman for the entire Southern States to 
represent a long established, well known 
concern, mounting fine diamond Perraux 
watches; also diamond attachments and 
diamond rings for the better grade retail 
jeweler. Splendid opportunity for experi- 
enced man with good following, liberal 
commission, non-conflicting side line ac- 
ceptable. 


Southern resident desired, 
replies confidential 


PERRAUX watTcHEs 


SUSSMAN & MEDNEY, INC. 
65 Nassau Street New York 38, N. Y. 





























ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
°° JEWELRY ° 





5 HOPKINS PLACE, BALTIMORE, MD. 











WATCH MATERIALS—— 


Fierida's largest watch material house 
Serving the Nation by mail. 


Prompt mail service 
Write for Price List C 


DEAN COMPANY 
7¥e N. Aftenfic Ave., Daytone Eeach, Fia. 
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Baltimore-Washington News 


q Norman H. Labovitz of “The Diamond 
Jim Brady Jewelry Store,” 106 N. Eutaw 
St., Baltimore, was elected president of the 
Eutaw Street Association, Inc., at a recent 
meeting. The association is composed of a 
sroup of merchants conducting business 
on Eutaw Street, which is located in the 
downtown business section. 

q Smoke and water damaged the jewelry 
shop of Herbert Stigler, at 4724 Liberty 
Heights Ave., Baltimore. A fire which 
damaged other establishments in the group 
housing Stigler’s store was the direct cause 
of the blaze. 

q James Bluecher of J. Engel & Co., who 
is president of the Baltimore Jewelers 
Bowling League, announced recently that 
as a result of a match play with the 
Washington Jewelers Bowling League, the 
Baltimore group was successful and was 
awarded a trophy for its winning efforts. 
George Tobey of Washington had high 
single game of 148 while Al Shapiro of 
Baltimore rolled high three-game set. Each 
received an award at a dinner attended 
by the bowlers and their families. 

q Jack Horn, associated with Leon Levi, 
Inc., jewelers at 316 W. Lexington St., 
Baltimore, attended a medical conference 
on Progressive Muscular Dystrophy re- 
cently as a delegate of the Maryland 
Chapter, of which he is first vice presi- 
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THE SOUTH 


dent. The confab was held at the Park 
Sheraton Hotel in New York City, 

q Louis E. Kaiser, of the L. E. Kaiser 
Klock Co., 321 N. Charles St., Baltimore 
is back on the job after recovering frm 
a recent illness. 

q Revere Jewelers, formerly John Finy 
Jewelers, have moved to a new location 
at 735 13th St., N.W., Washington. The 
establishment is now operated by Duke 
Warneke. 

q The recent “Know Your Jeweler” cam. 
paign in which Washington retailers par: 
ticipated, was termed a tremendous suc. 
cess by Bernard Burnstine, jeweler at 919 
F St, N.W. <A _ special jewelry section 
supplement published by the Washington 
Post along with its regular Sunday edition 
of May 18th, contained more than 50 ad. 
vertisements of jewelers in the greater 
Washington area. The campaign is con. 
sidered to be one of the most successful 
among similar promotions which have been 
staged in other sections of the country. 
q Charles Eiserman has opened a new 
jewelry store at 34 York St., Hanover, Pa, 
A general line of brand name merchandise 
will be carried. The establishment will 
operate under the trade name of “The 
Diamond Shop.” 

q Bernard L. Siegel of Colonial Jewelers, 
Elkton, Md., was recently elected to the 
board of directors of the Maryland Council 
of Retail Merchants, Inc. 





Members of Alabama RJA 
Elect Hipp as President 


More than 170 jewelers and their guests 
attended the annual convention of the 
Alabama Retail Jewelers Association held 
May 11th and 12th in Birmingham. A well- 
rounded program of business and fun high- 
lighted the two-day meeting. 


RAYMOND O. HIPP 


New President of 
Alabama RJA 





Elected as president of the association 
during the convention was Raymond O. 
Hipp of Huntsville. Mr. Hipp is connected 
with Hipp’s jewelry store which this year 
will celebrate its 50th anniversary in the 
jewelry business, and its 26th year in 
Huntsville. A. L. Hipp, father of Ray- 
mond Hipp, is a past president of the 
Alabama RJA. 

Other officers elected were: Ted Bauman, 
Dothan, first vice president; J. H. Pitts, 
Alexander City, second vice president, and 
J. B. Hill, Jr., Athens, secretary-treasurer. 





Chattanooga Jewelers’ Confab 
Draws Over 100 Attendance 


More than 100 jewelers and their guests 
attended the annual convention of the 
Tennessee Watchmakers and Jewelers As 
sociation which was held May 18 and 19 
at the Read House in Chattanooga. 

Named as association president during 
the meeting was O. H. Harding of Chat- 
tanooga, manager of the Elesay Jewelry 
Co., Inc. He succeeds Howard W. Stone 
of Nashville. 

Elected as vice presidents were: William 
M. Latta, Nashville; C. G. Clements, 
Chattanooga; Loy Sturdivant, Jackson; 
John F. Whitaker, Johnson City, and 
Richard Hilton, Clarksville. H. C. Johnson 
of Chattanooga was named secretary-treas- 
urer, and W. R. Kingston of Chattanooga 
was elected educational director. 

The women’s auxiliary of the associa- 
tion, which also met at the same time, 
elected the following officers: Mrs. B. E. 
Anthony of Nashville, president; Mrs. 
Jessie Everidge of Bristol, vice president, 
and Mrs. George Foote of Chattanooga, 
secretary-treasurer. 

One of principal convention speakers 
was Granville A. Webb, service representa- 
tive for Elgin National Watch Co., who 
told the watchmakers and jewelers they 
should strive to offer good work at fait 
prices. He said standard price policies 
should be adopted, and that the practice 
of charging according to the appearance 
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of the customer should be eliminated. 

Guest speaker at the convention banquet 
was J. M. Kirk of Atlanta, southeastern 
representative of Longines- Wittnauer Watch 
Co., who urged the jewelers to be alert to 
the evils of jewelry distribution outside 
legitimate channels. He said the public 
often is bilked by door-to-door peddlers 
offering “name brand” watches which actu- 
ally have very cheap’ contraband move- 
ments in the case. 

Other convention speakers included 
Eugene B. Dorroh, representing the Bulova 
Watch Co., and Bill Lyday of American 
Time Products, Inc. 





Louisiana Watchmakers 
Elect Roumain President 


J. R. Roumain of Baton Rouge was 
elected president of the Louisiana Horo- 
logical Association at the organization’s 
seventh annual convention, held May 4th 
and 5th at the Washington-Youree Hotel 
in Shreveport. He succeeds Franklin G. 
Wardlaw, Jr., of Shreveport. 

Other officers elected were: Marco Luki- 
novich, Metairie, vice president, and Cliff 
Brandt, Baton Rouge, secretary-treasurer. 

Named to the board of trustees were: 
Franklin G. Wardlaw, Jr., Joe Bryant and 
E. M. Venable, all of Shreveport; John 
Krogsgard, New Orleans; Chester Young, 
Lake Charles; James York, Baton Rouge; 
James Washburn, Alexandria; Raleigh 
LaTour, Houma, and Pete Nieto, Metairie. 

Selected as guest speakers at this year’s 
convention were a number of nationally 
famous personalities. Principal speakers 
at the two-day meeting were: Forrest E. 
Peters of Washington, D. C., executive 
secretary of the Horological Institute of 
America; William H. Rice of Chicago, 
field merchandising coordinator for the 
Watchmakers of Switzerland; Fred C. 
Kline of Alexandria, La., board member 
of the United Horological Association of 
America, and Joe Warner of Lake Charles. 











“The Card Specialists” 


= 
4 


Harris 


EARRING CARDS 


For Manufacturers 
and Wholesalers 


e Fancy and ‘“*Plastic’’ 
coated finishes 


© All styles and designs 
© For all purposes 


@ Any quantity 





MADE TO YOUR SPECIFICATIONS 
Send for literature and samples 


SAMUEL P. HARRIS, INC. 


55 Pawtucket Ave. East Providence, R. |. 
EA 1-1526 
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The West Coast 


q Functional jewelry for men was empha- 
sized in a Father’s Day promotion, “Cali- 
fornia Summer Fashions for Men,” in the 
Los Angeles Times June 4th. Advertisers 
in the section included Donavan & Sea- 
mans Co. at 435 West Seventh St., and 
9656 Wilshire Blvd., with a 14 karat gold 
and diamond cuff link set at $52.50 and tie 
bar at $36.75. Novel offer was made by the 
Numismatic Gallery, Beverly Hills, which 
offered Roman and Greek coins, 2000 years 
old, fashioned into cuff links or earrings. 
These were advertised as packaged in 
leather and velvet jewel box with regis- 
tered warrant of authenticity and history 
of each coin. Prices ranged from $47.50 to 
$125, including federal tax. 

q Lorent Raffli, former Eastern jeweler, 
has entered the giftware field in Los An- 
geles as manufacturer of a new No-Mar 
Extension Trivet. National distribution is 
being handled by H. Clayton Bolin & As- 
sociates, 304 Brack Shops, 527 West 
Seventh St., Los Angeles. 


q A new giftwares import and manufac- 
turers’ representative firm is H. Clayton 
Bolin & Associates, 304 Brack Shops, 527 
West Seventh St., Los Angeles 14. Mrs. 
Bolin, the former Lela Rundell, resigned 
as gift buyer for the Broadway department 
store to join her husband in the new busi- 
ness. The company carries English, Ba- 
varian, and Swedish imports as well as 
such local lines as Lee Wollard of Califor- 
nia ceramics. 

q H. M. Teeple, who recently celebrated 
his 50th year in the jewelry industry, 
entered into a well-deserved retirement on 
the first of this month. A traveling sales 
representative, Mr. Teeple spent 45 years 
on the road selling jewelry for various con- 
cerns. He was associated with the Headley 
Co. for the past 27 years and, most re- 
cently, worked out of their Los Angeles 
office at 315 West 5th St. 

q Mr. and Mrs. Louis Milenbach of Mi- 
len’s, Inc., jewelers at 1201 Washington St., 
Oakland, Calif., departed recently on an 
extended tour of Europe. 

q The premises of the J. H. Kitchen 
Studios, jewelry and gift shop of Redondo 
Beach, Calif., were recently remodeled. 

€ Mr. and Mrs. William A. Wheeler of 
the Material Department of E. W. Rey- 
nolds Co., wholesale jewelers at 315 W. 
Fifth St., Los Angeles, celebrated their 
50th wedding anniversary April 20th with 
a reception at their Los Angeles home, fol- 
lowed by a vacation at Catalina Island. 

¢ Van Deusen’s Jewelers of Santa Ana, 
Calif., have added a china department, 
under the supervision of Mrs. Lynn Wil- 
liams. This firm, a member of the American 
Gem Society, has recently augmented its 
appraisal service to include photography of 
the jewelry and has inaugurated a charge 
for this service. 

q The A. E. Farnsworths, owners of Farns- 
worth Jewelry in Tustin, Calif., have com- 
pleted remodeling of their store. 

















NEW 
SAUNDERS 


SUPPLY CATALOG 


Latest listings of casting, melting 
and polishing supplies . . . fully 
illustrated . . . 8 pages. 


Use it with Saunders 
Catalog #52 of 


FINE JEWELRY 
CASTING and 
FINISHING EQUIPMENT 


a complete, 40 page catalog of 
newest equipment for casting and 
finishing fine jewelry. Be sure to get 
a copy if you don't have one. 


Write today to: 


ALEXANDER 
SAUNDERS & CO. 


95 Bedford St., New York 14, N. Y. 











WATCHMAKERS @ JEWELERS 


ENGRAVERS « INSTRUMENT MAKERS 


DON’T NEGLECT YOUR BUSINESS 
DURING THE SUMMER MONTHS! 


We don't. Our well known REPAIR DEPART- 
MENT for watches, clocks, and special order 
work will not miss one day's work. Send all 
your repairs to us and take it easy yourself! 
Also, we will be at your service for all your 
requirements on TOOLS, MATERIALS, SUP- 
PLIES, BOOKS, WATCHES, CLOCKS, ATTACH- 
MENTS. Take advantage of our quick mail 
order service all year round. Request FREE 
information. 

Wholesaler & Importer—Member Jewelers Brd. of Trade 


MODERN TECHNICAL SUPPLY CO. 


Dept. 7-JCK, 55 W. 42nd St., N.Y. 36, N.Y. 




















Diamonds 

direct from Antwerp 
double 

the jewelers 


margin of profit 


JOACHIM GOLDENSTEIN 
Dtamecd Club, Antwerp, Beigive 
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SECURITY MAINSPRINGS 
ARE RECOGNIZED 
AS THE BEST 


























Used by Hand Made 
Orde Particular 
Through Your Wetdhenahess Hand Polished 
Jobber Now! Hond Finished 
THE NEWALL MFG. CO. 
CHICAGO 2 ILLINOIS 
—GOLD 
— SILVER 





—RHODIUM 


UP 
@Y SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, illinols 


This is Our Only Location 




















WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














CENTRAL WATCH CO. 


ESTABLISHED 1911 


WATCH REPAIRING 


te the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 




















Facomparable 
Cakeh, Case fzbaning 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 











PEARL RESTRINGING 
Cultured . . . Oriental . . . Imitation 
Nation-wide Prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, ete., replaced at reasonable 
Prices, All jobs guaranteed. 

B. FEINSTEIN 
31 N. State St., Chicago 2, Illinois 
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The Jewelers’ Association of Greater Chicago celebrated its 25th anniversary at a dinner- 

dance in the grand ballroom of the Palmer House on Sunday night, June 8th. More than 

750 persons attended the affair which was presided over by Dave Martin, the newly-installed 
president. An Elgin-American pocket lighter was presented to everyone attending. 








Golden Roosters O.K. Twelve 
Applicants for Initiation 


At a special meeting of the Golden 
Roosters of Chicago, held on Thursday, 
May 29, Chanticleer Vincent J. Newman 
presented the names of the following can- 
didates for initiation at the annual picnic 
at Acacia Country Club on Thursday, 
June 19th, and all were approved unani- 
mously by the members present: 

Resident Applications: Charles T. Ger- 
Bulova Watch Co.; Ed_ Griffin, 
Handy & Harman; Fred Hertel, Elgin 
National Watch Co.; Jerome Hochberg, 
Shiman Mfg. Co.; Dana Jones, M. A. 
Mead & Co.; Robert Koff, manufacturers’ 
representative; Henry Ohlhausen, manu- 
facturers’ representative; Robert Parks, 
manufacturers’ representative; Al Ruben- 
stein, Rubenstein Bros. Jewelry Co., Inc.: 
Joseph Slow, International Silver Co.: 
G. W. Syfert. Baker & Co. Also approved 
was the non-resident application of Orval 
Ostlund, Minneapolis, Minn. 


main, 





Partners Form Clock Company 


The formation of the International Clock 
Co. by Max Adler and Fred Gold was an- 
nounced last month in Chicago. The firm 
will represent the Cuckoo Clock Mfg. Co. 
as well as Harris-Mallow Co. and several 
other lines. 

Headquarters for the new organization 
will be at 137 E. 25 St., New York. As 
manufacturer representatives, Adler and 
Gold will concentrate on clocks for pro- 
motional purposes and will shortly intro- 
duce a series of new lines. 

Adler will be in charge of eastern divi- 
sion operations of the new firm while Gold 
will cover the midwest out of Chicago for 
the time being. 
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CJA Names New Directors, Offi- 
cers and Committee Members 


The new officers and committee mem- 
bers of the Chicago Jewelers’ Association, 
elected May 15, include the following: 
President: Charles D. Ellbogen, Stein & 





New officers and directors of the Chicago 
Jewelers Association posed for this inaug- 
ural photograph following: their election. 
Seated, left to right, are: James Swartchild, 
vice president; Charles D. Ellbogen, presi- 
dent, and Mead Montgomery, retiring 
president. Standing, left to right, are: 
Frank Thoennissen, director; Alvin Lauschke, 
treasurer, and Al H. Greene, director 


Ellbogen Co.; vice president, James H. 
Swartchild, Swartchild & Co.; treasurer, 
Alvin Lauschke, Handy & Harman, Inc., 
and secretary, Francis V. Healy. 





HENRY PAULSON & CO., Chicago 


THE JEWELERS’ CIRCULAR-KEYSTONE 








New directors named for a one-year 
period are: Webb Ball, Nate Blank, Wil- 
liam Comiskey, and Al Wahlen. Directors 
for two years: W. D. Evans, Al Greene, 
Harry Pakula, Frank Thoennissen. 

Committees include: Social Relations: 
James H. Swartchild, chairman; Webb 
Ball, John Biggins, Charlie Brown, R. S. 
Hulbert, Al Lauschke, Mead Montgomery, 
pave Newman, Marshall Spies. Member- 
ship: Herman Kramer, chairman; A. C. 
Recken, Jr., William Comiskey, Herbert 
Jacobs, William Kaufman, John Leiner, 
(lif McLane, Vincent Newman, Paul 
Samuels. Trade Extension: Al Wahlen, 
chairman; Jack Berg, Howard Bolender, 
William Comiskey, George Engelhard, 
V. J. Healy; George Matson; Frank Mil- 
hening, Mead Montgomery. Good & Wel- 
fare: J. T. Montgomery, chairman; Austin 
Clark, Fred Gottlieb, Paul Juergens, Frank 
Milhening, Vincent Newman, D. J. B. 
Prins. Golf: Al Greene, chairman; W. D. 
Evans, Leonard Goodman, W. A. Hen- 
dricks, R. S. Hulbert, Leonard Lewy, 
William Swartchild. Finance: Al Lauschke, 
chairman; Jim Clifton, Sol Cogan, R. B. 
Dehnert, Arthur Manheimer, Leo J. 
Mueller, William Ruthart. 

The annual golf outing of the Chicago 
Jewelers’ Association will be held July 10 
at the Elmhurst Country Club. 





Named Direc- 
tor of Chicago 
Credit Group 


FRED J. HERTEL 





Fred J. Hertel, credit manager of the 
Elgin National Watch Co., was elected re- 
cently to the board of directors of the Chi- 
cago Association of Credit Men. 

Mr. Hertel, a native of Chicago, began 
his business career with the Wahl Co. and 
later was with Wilson Bros. He has been 
credit manager of the Elgin National Watch 
Co. since January, 1946. 


«The Condenser Products Co., Chicago 
maker of electronic parts, was purchased 
recently by the New Haven Clock and 
Watch Co., New Haven, Conn. The _pur- 
chace was announced by Max Geller, 
president of the New Haven firm, on June 
6th. 

(Jim Flateau,. 29 E. Madison St., re- 
ported that his office and factory would be 
closed from June 27th to July 12th for 
vacations. 

















DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
31.N. STATE ST. CHICAGO 2, ILL. 
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Pittsburgh News 





q John J. Bruno, jeweler at 673 Washing- 
ton Road in the elite Mt. Lebonon dis- 
trict, has more than doubled silver sales 
in the past three-and-one-half years. Bruno 
found after spending considerable time 
and money experimenting that consistent 
advertising of flatware seasonally in neigh- 
borhood newspapers was most effective in 
Mt. Labonon because it prompted people 
to purchase at his neighborhood store 
rather than drive five miles to downtown 
Pittsburgh where parking even in com- 
mercial lots is very restricted. Bruno 
features flatware first, hollowware second. 
The increase in silver sales necessitated 
the installation of additional display space. 
Sixteen feet of wall cases plus a five-foot 
table display are used now to show silver- 
ware. 

q Terheyden Company’s new location in 
the Jenkins Arcade has a somewhat wider 
front than the former location on Smith- 
field St., and office space is on the balcony. 
q Davoli Bros., jewelers at 407 Strawberry 
Way, built up a steady trade in four years 
among workers from the Gulf and Koppers 
buildings who find the company showroom 
handy and free of crowds during their 
noon hour. 

q.N. F. Sarino of the Broadway Jewelry & 
Gift Shop at McKee’s Rocks, Pa., main- 
tains continuous consumer interest in his 
window displays at night by operating 
television models. He also maintains a 
good display of glassware and Hallmark 
greeting cards in the rear of his store to 
draw patrons daily, and attractively dis- 
plays his stock of watches and costume 
jewelry. 

q M. Braun, jeweler of Braddock, Pa., is 
renovating the exterior of his store by 
erecting a new neon sign and installing 
a new structural glass front. 

q A. Rhall, jeweler at 217 9th St., reports 
some of his patrons solve their car parking 
problem by using the Duquesne Way Blvd. 
briefly until they can make their purchases 
and are ready to depart. 


-@ B. Harton, advertising as a tradition in 


the district since 1910, joined with other 
McKee’s Rocks and Stowe Township mer- 
chants operating in the Chartiers Avenue 
Business Men’s Association and featuring 
only firms fronting on that venerable 
avenue, in offering as a special promotion 
to encourage trade in the local business 


district, a Buxton convertible, salt and 
pepper shakers, and watch expansion 
bands. 


q.S. H. Brenner, jeweler on North Home- 
wood Ave., has replaced his large stock 
of appliances with a new line of luggage. 
q F. W. Berkeley, jeweler on the main 
thoroughfare at Homestead, Pa., reports 
from his long experience that customers 
will call again when they are _ served 
promptly and courteously. One important 
factor in drawing customers he _ believes 
is to employ sales clerks who present a 
neat appearance and who have the ability 
to make the customer feel at home. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 





DIAMONDS 








818 LIBERTY AVE., PITTSBURGH 














Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 





Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S$. Wabash Ave. Room 611 
CHICAGO 3, ILL. 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, tll. 
Students may enroll at any time of the yeer 
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Everywhere 


Used by Jewele 


Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Cataleg 


ROYAL TAG & LABEL CO. 


81 Werren St. Newark 2, N. J. 
Market 3-3618 
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We SPECIALIZE... 


oe special order work. Sond us your 
specifications. Well submit a design 
without obligation. 


(SCHUMER BROTHERS CO. 
| Manufacturing peur Ei 


5 EAST THIRD STREET + CINCINMATI, OHIO 














DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 


CINCINNATI ° DALLAS 














DIAMOND-CUTTING 
EXPERT WORK 


a XY KY 4°44 14 3 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 
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Exclusive Franchise Plan Offers 
All These Selling Aids: 


National Advertising 
National Brands 
Advertising Helps 
Distinctive Boxes 
24-hour Mail Order 
Service | 


Write for Information 


A.G.SCHWAB “i 











WE 


HELP YOU 














INC 


229 Eest Sixth Street 
CINCINNATI 2, OHIO 


FAITHFULLY SERVING THE RETAIL JEWELER SINCE 1878 





You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


We Give You SERVICE PLUS 


Write for our new 
1952 Catalogue 
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SF _ ine: 


q Approximately 300 jewelers attended the 
annual all-day picnic of the Cincinnati 
Wholesale and Manufacturing Jewelers As- 
sociation on June 12 at the Ryland Country 
Club in nearby Kentucky. The program 
included a variety of sports events, with 
a charcoal beefsteak dinner being served 
at 1 P. M., and a buffet supper later in 
the afternoon. 


q The Greater Cincinnati Retail Jewelers 
Association has presented a watch to a 
local high school graduate who was out- 
standing in scholarship, leadership and all- 
‘round ability. Members of the award 
committee were Mayor Carl W. Rich, Wil- 
liam B. Ogush, vice president, Gruen Watch 
Co., and Joseph Barg, association board 
chairman. 


q A number of local firms, following an 
annual custom, have arranged to shut down 
their plants and offices for definite periods 
ty enable all employees to enjoy simul- 
taneous summer vacations. Among these 
are Rosfelder Bros. & Co., manufacturers, 
413 Race St., and Faigle Brothers, manu- 
facturers, 528 Walnut St. Both will be 
closed for a week beginning July 4. 


q Richard Kaufman of the Kaufman-Kassel 
Co., manufacturers, 434 Elm St., and family 
are spending three months in Europe, visit- 
ing relatives in Germany and then touring 
France and Italy. The trip was arranged as 
a high school graduation gift for Mary 
Frances Kaufman, daughter of the family. 


4 Other recent vacationers included Robert 
Gau, treasurer of the Klein Brothers Co., 
wholesalers, 626 Vine St., in Michigan; 
F. W. Vogel of Thompson and Vogel, man- 
ufacturers, 606 Vine St., in Virginia; Gil- 
bert Brodbeck of Brodbeck and Sons, 
manufacturers, 534 Vine St., and Ferd 
Basson, salesman with George H. Newstedt 
and Co., retailers, Fourth and Race Sts., 


| in Mexico and California. 


q Dr. Millard Wallenstein, brother of the 
late Albert C. Wallenstein, has been elected 
president of the Wallenstein-Mayer Co., 
wholesalers, 31 E. Fourth St. Mrs. Nan 
Mayer was elected vice president, and 
Charles K. Stern continues as secretary- 
treasurer. 

q Miss Norma Cotton of the Western Tray 
and Case Co., 427 Plum St., spent the 
Memorial Day weekend at the State Park 
in Brown County, Ind., and Henry Schulz, 
manager of the Motch Jewelry Store in 
suburban Covington, Ky., and his family 
spent the same weekend at Mammouth 
Cave, Ky. 

q Sam Silverman of the S. Silverman Co., 
Inc., wholesalers, 113 W. Fourth St., at- 
tended a recent meeting of the executive 
board of the National Federation of Temple 
Brotherhoods in New Orleans. 

q Charles Getz has been named president 
of the newly-organized Retail Jewelers As- 
sociation of Dayton, O. Jack Getz, presi- 
dent, and Joseph Barg, board chairman of 
the Greater Cincinnati Retail Jewelers As- 
sociation, participated in the organization 
meeting. 





 CENGINNAT 


q Oneida, Ltd. staged an elaborate show: 
ing of flatware and hollowware in Hote] 
Sheraton-Gibson on June 12 to 14 inclusive 
Gieeting the visitors were Thomas Atchin. 
son, area representative, and Richard Catch. 
ing, factory representative. 

q Herbert Schwab of A. G. Schwab & Sons, 
Inc., wholesalers, 229 E. Sixth St., and his 
wife attended the graduation ceremonies 
in which their son, Richard, Participated 
in mid-June at Williams College, Williams. 
town, Mass. 

q PFC Gilbert Faigle, with the Marine 
Corps at San Diego, Calif., spent an early 
June furlough with his parents, Mr, and 
Mrs. Joseph Faigle of Joseph Faigle and 
Sons, manufacturers, 2219 Quebec Road, 
q Mrs. Omer Spears, office manager for 
Ralph E. Goebel, Inc., wholesaler, Provi- 
dent Bank Building, has been appointed 
chairman of the hospitality committee of 
the Cincinnati Business and Professional 
Women’s Association. 

q John Schira, Sr., and John Schira, Jr, 
of Schira Brothers, manufacturers, 530 
Walnut St., and Robert Faigle of Faigle 
Brothers, manufacturers, 528 Walnut St, 
all reported good business on recent South- 
ern trips. 

q E. & J. Swigart Co., jewelers’ supplies, 
34 W. Sixth St., has moved its box and 
advertising departments from the fifth to 
the seventh floor. 

q Russell Johnson of Crest-Craft, manufac. 
turers, 7915 Blue Ash Ave., made a flying 
trip to Paris, France, the first week in June. 
q Walter Stenger, salesman with the Frank 
Herschede Co., retailers, 8 W. Fourth St. 
has moved into his new home in suburban 
Mt. Washington. 

q Charles McCarthy of Columbus, 0., a 
salesman for the Gerwe Brown Co., whole- 
salers, 817 Main St., has returned to work 
after a recent operation. 

q The Herschede Hall Clock Co. has been 
awarded a $548,810 Army Ordinance con: 
tract for the production of periscopes. 

q Charles Stern, secretary-treasurer of the 
Wallenstein-Mayer Co., was on a buying 
trip in New England in early June. 

q All salesmen for Klein Brothers (Co. 
wholesalers, 626 Vine St., were home on 
Mother’s Day. | 

q Thomas Meier, brother of August Meier, 
with the Motch Jewelry Store in suburban 
Covington, Ky., who has been with the 
armed forces in Korea, is now stationed 
at Fort Knox, Ky. 

q Carl Benheser, salesman with the Gerwe 
Brown Co., wholesalers, 817 Main St., spent 
a recent vacation with his son, who is & 
member of the faculty at Purdue Univer- 
sity, Lafayette, Ind. 

q The Greater Cincinnati Retail Jewelers 
Association published an informative 12- 
page tabloid section in the Post on May 14. 
Numerous articles stressed the suitability 
of jewelry and silverware as graduation 
and wedding gifts. 

q Philip Faust is a new salesman with the 
Richter Jewelry Co., Sixth and Main Sts. 
and Saul Epstein, formerly with the Getz 
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Jewelry Co., is now a salesman for the 
Mayor Jewelry Co., Fifth and Vine Sts. 

4 An enlarged edition of the Diamond 
Cluster Ring Catalog, issued hv the Victor 
Corp., Enquirer Building, is now being dis- 
tributed to the trade. 

( Miller Brothers Watch Strap Manufac- 
turing Co., 817 Main St., has started dis- 
tribution through wholesalers of a new 
open mesh watch strap, under the trade 
name of ‘ ‘Beechcomber.” The strap is made 
of a tough nylon mesh to keep the wrist 
cool, and is edged with calfskin leather. 
1 is available in two lengths and two 


widths. 





New Committee Appointments 
Announced by Jewelers’ Group 


President J. Paul Knight of the Cincin- 
nati Wholesale & Manufacturing Jewelers 
Association has announced the following 
committees for the current year: 

Steering and Planning Committee: Her- 
bert Schwab, chairman; Cherrington L. 
Fisher, Max Litwin, Sam Silverman, Eugene 
K. Swigart, Charles Stern, Joe Vogelsang 
and Victor Youkilis. 

Wholesalers Committee: Maury Gerwe, 
chairman; Julian Schwab and_ Robert 
Siefert. 

Manufacturers Committee: Leo Simon, 
chairman; Norman Rosfelder and Albert 
Sauer. 

Entertainment Committee: Clarence Loeb, 
chairman; Richard Reilman and Robert 
Thompson. 





Membership Committee: Howard Ros- 
felder, chairman; Raymond Eibel and 
Walter Meyer. 


Contact Committee on Retail Associa- | 


tion: George Brown, chairman, and Robert 
Hengehold. 

Sick Committee: Jule Kassel, chairman, 
and George Gruen, Jr. 

Publicity Committee: Walter 
chairman, and Ken Matsumoto. 


Miller, 





Kaufman Heads Jewelry Group 
In Los Angeles Fund Drive 


Irving H. Kaufman, president and chair- 
man of the board of Allison-Kaufman Co., 
Inc., jewelry manufacturers, has been ap- 
pointed chairman ot the Jewelry Division 
United Jewish 


of the Los Angeles 1952 
Welfare Fund Campaign. 


IRVING H. KAUFMAN 


President and 
Board Chairman of 
Allison-Kaufman 
Co., Ine. 


Goal of this year’s fund drive is $8,000,- 
O00, sixty per cent of which is designated 
for Israel, and forty per cent allocated to 
national and local welfare needs. 





_ LONGINES CHRONOSCOPE a hte | SEELER 


: 


Giving the consumer a sound, basic rea- 
son for patronizing his jeweler, is the 
current theme of much of the advertising 
being done by the Longines-Wittnauer 
Watch Co. 

The Longines Chronoscope — popular 
television program now seen in most of 
the major markets across the nation—is 
offering its viewers a dramatic and im- 
pressive message in full support of the 
jeweler. 

In full view of the camera is the “agency 
shield” which Longines-Wittnauer supplies 
to jewelers, and Frank Knight (above), 
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who tells his audience that 
of manufacturing an article of 
such as a Longines 
owner in the 


precision, watch, is to 


deliver it to its eventual 
same perfect condition that it leaves the 
factory.” 

Knight then proceeds to assure every 
listener that only a jeweler is qualified by 
knowledge and _ experience to handle 
watches of Longines quality, and for that 
reason he is cautioned—by inference—that 
he must buy a Longines or Wittnauer 
watch from no source other than a jeweler. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute Al! Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHO!FSALK JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 














SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 


LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 


530 WALNUT ST. CINCINNATI, O. 

















@ Thousands of Jewel- 
ers use our Vibrating 
Service because of its 
Economy, Speed and De- 


pendability. Mail Direct 


Some Day Service 
HAIRSPRING VIBRATING CO. fos 32nd st. Union City, WN. J 











#11J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
Tan, Green. ...Keystone $7.00 
#22) Genuine “Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green. Keystone $11. 
#35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
Tan, Rose, Green and Light 
KS ies ieae Keystone $13.00 
2%” and 25%” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 2 
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GUARANTEED REAL 4 LEAF 
LOVERS 


Encased in Everlasting Plexiglas 
NECKLACES -e BROOCHES 

EXPANSION BRACELETS ' 
Beautifully gift boxed. Make 100% 
profit. F10 NECKLACE $10.80 Doz. 
Sample $1.60; F1I0B BROOCH 
$10.80 Doz. Sample $1.00. F12A 
Expansion BRACE $12.00 Dos. 
Sample $1.25. Lucky clover book- 
let in each box. Free Catalog. 


LEATHER CLOCK CASES 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher” 
you can now learn the fine techniques 
of Engraving at Home—in your spare 
time. 


The “Silent Teacher’ enables you to 
see your own errors ... correct your 
own work ... progress faster. 


The “Silent Teacher” is under the di- 
rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 














RESILIENT STAINLESS STEEL 


Tracy & Admiral, Dept. E Kansas City 6, Missouri 
CLASP-ON 
(SuDotie WATCH BAND FOR MEN 


e Hygienic e perspiration proof 


C me Non-corresiveenon-magnetic 
“GZ e No hidden springs 
e Conforms to the wrist 


most comfortable to wear 
@ Fully Guaranteed 


aa the ; 


“Sewice Wedel’ $3.95 


No. 1— Stainless Steel retait 


Plain Clips xeystone $4.00 


; + ps Wi The Guardiman” $4 95 
No. 2 — beautifully embossed nett 

th GY Stainless Steel Clips _...xevstone $4.50 
(hi sizes: Small 6'4”- Medium 6 %"- Large 7” 


Order through your wholesaler 


Pon Yuan WATCH BANDS *2icxco'anc 











Send today for your FREE copy of New 
issue of "“GEMOGRAM." A booklet which 
will aid you in selling and merchandising 
fine colored stones. 

FINE RUBIES — EMERALDS — SAPPHIRES 


GEORGE C. HOUSTON 


220 W. Sth St. Los Angeles 13, Calif. 
MUtual 1872 











CULTURED PEARLS 


PRICE LIST ON REQUEST 


TOYO PEARL CO. 


PERMANENT FIRM BUYER IN JAPAN 
542 S. BROADWAY, LOS ANGELES 13, CAL. 
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GEM TESTING LABORATORY 
Has only X-Ray equipment in the West fer 
pearl identification. Testing of ell stenes. 
Appraisals for the trade. Same day retura eof 
shipments. 
KENNETH F. MacKENZIE, F.G.A. 
Gemologist 
707 Se. Hill St., Les Angeles 14, Celifernie 
Appraisals and Gem Testing Exclusively 

















CULTURED PEARLS 


brochure on request for compl 
“yy of al jewelry. 


EMPRESS PEARL SYNDICATE 
(registered U. &. Patent Office) 


fom ribators 
315 W. Sth S¢. Les Angeles 13 
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R. T. Liddicoat Appointed 
New Director of GIA 


The appointment of Richard T. Liddi- 
coat, Jr., as director of the Gemological 
Institute of America, was announced re- 
cently by GIA’s Chairman of the Board, 
John S. Kennard, Kennard & Co.., Boston, 
Mass. Mr. Liddiceet succeeds Robert M. 
Shipley, founder of the GIA, who retired 
March 3lst. 

The new director of the GIA is well 
known to the trade through his extended 
trips calling on jewelers around the coun- 
try in recent years; from his presentation 
of the educational sessions of annual con- 
claves of the American Gem Society; and 
through his direction of the Institute’s 
New York trade laboratory. 





RICHARD T. 
LIDDICOAT, JR. 


Succeeds Shipley 
as GIA Director 





A graduate of the University of Mich- 
igan, where he received his bachelor’s 
degree in geology and a master’s in min- 
eralogy, Mr. Liddicoat joined the staff of 
the Gemological Institute as assistant di- 
rector of education in 1940. Robert M. 
Shipley, GIA director, appointed him as- 
sistant director in 1948 and delegated to 
him general administrative duties. At the 
same time he was made actively respon- 
sible for the development, advancement, 








and successful operation of the educational 
and research departments of the Institute. 


In January, 1949, Mr. Liddicoat’s f. 
sponsibilities were further extended when 
the GIA Operating Committee asked him 
to direct the expansion of the Institute’s 
branch and laboratory in New York. Ip 
September of the same year the Gem Trade 
Laboratory was turned over to the Institute 
and it became Mr. Liddicoat’s respongi. 
bility to integrate the facilities of the two 
laboratories. He returned to Los Angeles 
in February, 1950, to continue his ad. 
ministrative duties and direct the expan- 
sion of Institute courses. 





High Purchase Tax Forces 
British Crown Jewelers to Quit 


An example of what high taxes can do 
to an old, established firm is clearly dem. 
onstrated in the case of the House of 
Garrard, crown jewelers to Britain’s royal 
family for two centuries—since 172], to 
be exact. 

Garrard’s is going out of business. The 
firm blamed its demise on the 100 per cent 
purchase tax which doubles the price of 
jewelry, and the shrunken postwar buying 
power of its aristocratic customers. 

The London firm announced it will be 
taken over by the ancient Goldsmiths and 
Silversmiths Company as soon as company 
shareholders formally assent. 

Queen Elizabeth II will have to autho. 
rize a new royal warrant for another 
crown jeweler so her regalia can be 
readied for her coronation in June, 1953. 


Lane Completes Solo Flight 
Jack Lane, of Albert Walker Co., Provi- 


dence, an air enthusiast, recently com- 
pleted a solo flight from Houlton, Me., 
to Providence and return. He now has 195 
hours of flying time to his credit. 





CERTINA AND ELGIN AMERICAN SALESMEN ATTEND MEETING 





r. 


Salesmen, sales managers and executives of the Certina Watch and Elgin American Divisions 

af the Illinois Watch Case Co. took time out during their recent annual sales meeting to 

pose for this photograph. Seated in the first row, third from right, is Allen B. Gellman, 
president of the Illinois Watch Case Co. 


Fall advertising and sales promotion 
plans were outlined at the annual na- 


tional sales meeting of the Illinois Watch 
Case Co., producers of Elgin American 
compacts and the Certina watch. The 
meeting was held May 19 to 23 at the 
Moraine Hotel, Highland Park, III. 

Frank Rogers, general sales manager, 
introduced the new Certina watch line to 
the national sales force at the first day’s 
meeting on May 19th. 





On Wednesday, May 2lst, the new line 
of Elgin American compacts, cigarette 
cases, lighters, lipsticks, and pearls were 
previewed and on the following day the 


salesmen toured the plant located in 
Elgin. 

Final day of the meeting was devoted to 
advertising, sales promotion, and public 


relations at which time the group was 6d- 
dressed by Dr. Ernest Dichter, New York 


advertising consultant. 
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July 

6-11—New York Lamp Show, Hotel New 
Yorker, New York. 

12-14—United MHorological Association 
of America, 19th Annual Convention, Hotel 
Lafayette, Long Beach, Calif. 

13-18—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 

90-23—Southeastern 
Gift Show, Municipal 
lanta, Ga. 
20-23—Southern Jewelry Show. Peach- 
tree on Peachtree, Ansley and Piedmont 
Hotels, Atlanta, Ga. 

90-25—35th California Gift Show. Mer- 
chandise Mart, Brack Shops, Biltmore and 
Alexandria Hotels and Individual 
rooms, Los Angeles, Calif. 

27-30—Syracuse Gift Show, Hotel Onon- 
daga, Syracuse, N. Y. 

27-31—N ational Association of 
Credit Jewelers, Annual Convention 
and National Jewelry Fair, Conrad 
Hilton Hotel (formerly The Stevens), 
Chicago, III. 

28-August 8—Chicago Gift Show. La- 
Salle Hotel and Palmer House, Chicago, 
Ill. 

28-August 8—Merchandise Mart Gift 
Show, Merchandise Mart, Chicago, III. 

28-August 8—Registered California Gift 
and Dinnerware Show, Hotel Morrison, 


Chicago, Il. 


China, Glass and 
Auditorium, At- 


Show- 


August 


3-6-—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

o8—Washington Gift Show, Hotel Wil- 
lard, Washington, D. C. 

10-13—Pittsburgh Gift Show, 
Penn Hotel, Pittsburgh, Pa. 

10-14—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-As- 
toria Hotel, New York City. 

17-20—California Retail Jewelers Asso- 
ciation, Annual Convention, Biltmore Ho- 
tel, Los Angeles, Calif. 

17-20—Western Jewelery, Silverware, 
China and Glass Show, Biltmore Hotel 
and Individual Showrooms, Los Angeles, 
Calif. 

17-20—Heart of America Glass, China 
and Gift Show, Muehlbach Hotel, Kansas 
City, Mo. 

17-21—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 
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CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO., Inc. 











225 FIFTH AVENUE NEW YORK 10, N. Y. 
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17-22—Registered California Gift and 
Dinnerware Show, Hotel McAlpin, 


York. 


17-22—225 Fall Market Show. 225 Fifth | 


Ave., New York. 
18-21—National Luggage & Leather 
Goods Show, Palmer House, Chicago, IIl. 
18-22—New York Gift Show, Hotels 
Statler and New Yorker, New York. 
24-26—Florida China, Glass 
Show, Hillsboro Hotel, Tampa, Fla. 
24-27—Fall Ohio State Gift Show, 
Deshler-Wallick Hotel, Columbus. Ohio. 
25-28— Mid-South Gift & Jewelry & 
Variety Show, Hotel Peabody, Memphis, 
Tenn. 


31-September 3—St. Louis Gift Show. 
Statler Hotel, St. Louis, Mo. 
31-September 4— Fall Detroit’ Gift 


Show, Hotels Statler and 
Detroit, Mich. 
31-September 4—Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Texas. 
31-September 5—Dallas Gift Show, Baker 
Hotel and Second Unit of the Santa Fe 
Building, Dallas, Texas. 


September 
7-10—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 
7-10—Pittsburgh Jewelry Fair, William 
Penn Hotel, Pittsburgh, Pa. 
8-12—Boston Gift Show, Hotel Statler. 
Boston, Mass. 


& Gift | 


Book-Cadillac, | 


New | 


| 








14-16—Ohio Retail Jewelers Association, | 


Annual Convention and 
Deshler-Wallick Hotel, Columbus, Ohio. 

14-17—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 


14-17—Denver Gift & Jewelry Show. 
Hotel Albany, Denver, Colo. 
21-22—West Virginia Retail Jewelers 


Association, Annual Convention, Stonewall 
Jackson Hotel, Clarksburg, W. Va. 

21-24—-Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

21-25—Northwest Cift, Art and House- 
wares Show. Radisson Hotel, Minneapolis, 
Minn. 

298-October 2—49th State Gift, Art and 
Housewares Show. Hotel Statler, St. Louis, 
Mo. 


October 
4-6—Florida State Watchmakers Asso- 
ciation. Seventh Annual Convention, 


Suwanee Hotel, St. Petersburg, Fla. 
5-8— Washington Gift Show, Hotel Wil- 
lard, Washington, D. C. 





Buffalo Firm is 50 Years Old 


A small Buffalo (N. Y.) jewelry concern 
with a big job to do is T. L. Terry, Inc., 
which recently celebrated its 50th anni- 
versary. This jewelry concern at 792 Seneca 
St. is an official railroad watch inspector 
and nearly every railroad trainman and 
engineman in the Buffalo area has done 
business with the company. It is not un- 
usual for the firm to repair 300 to 350 
watches a month, a large part of them 
railroad watches. 

William H. Hauser is head of the com- 
pany. He and Thomas L. Terry, who died 
in 1932, started the business 50 years ago. 


Jewelry Show, | 


GEO. BORGFELDT 


CORPORATION 
44.60 E. 23rd St., New York 10, N. Y. 


Tel. GR 7-0400 
CHINA « GLASS ° TABLEWARE 


EARTHENWARE oe GIFT and ARTWARES 
Domestic and Foreign 


| BARONET 


59 China dinnerware from Bavaria 
CHINA 3 


U.S.A. Representatives 
| Philadelphia: 221 Market St. 














FISHER, BRUCE & CO. 
New York: 1107 Broadway 
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Booths 


FINE ENGLISH 

TABLEWARE 
Send for illustrated pampblets 

MIDHURST IMPORTING CORP. 











129 FIFTH AVENUE, NEW YORK 3, N. Y. 











». Importers of 
¥, ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


DEVILLE & CO., INC. 
h Seow York 10, N. Y. 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basait 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
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TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 




















MADDOCkh & MILLER, INC. 





CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 

















DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


New York 
Chicago 


GIFT AND AnT 
NOVELTIES 


225 Fifth Avenue, 
Merchandise Mart, 
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— POWDER—I was advised by this Q. & A. 
Department, to grind out a worn “pit” in a cap- 
jewel, with a lap charged with diamond powder. | 
bought powder marked No. 5, but it leaves the jewel sur- 
face quite rough, not nearly fit for use. What might be 
(Question No. 6154) S. L. F. 


Answer—You say that the powder that you have 
bought, marked No. 5, leaves the surface of the stone 
rough. No. 6 powder is the finest in commercial 
grading, and is intended to produce the very highest 
polish needed in commercial operations. No. 5 pow- 
der, if correctly marked, would not produce quite as 
high a polish as No. 6 but it still should not leave the 
surface in any condition that could be called “rough.” 
Probably either your powder is mis-numbered, or it 
may have some coarser grains mixed with the finer. 
We, of course, cannot judge unless we would examine 
it. If you would get some of No. 6, assuming this 
would be correctly graded and numbered, that should 
certainly give you the required maximum polish for 
this particular job. 


wrong? 


AND REFINISHING—We have been given 50 
watches, former Army material, to clean and re- 
store for use. They have black dials, and the hands are 
a sort of dirty gray; enclosed is a sample. What can 
you suggest for refinishing the hands? (Question No. 


6155) G. L. T. 


Answer—The old watch hands sent us with your in- 
quiry, look as if they have been coated with luminous 
paint that has become “dead,” although the original 
coating might have been simply a white enamel that has 
become discolored by age. We believe you could recoat 
the hands in white by cleaning off the old coating, then 
repainting the hands with any good flat-drying white 
enamel, such as you could buy at a paint or housefurnish- 
ings store. You could use Dupont’s flat white enamel 
or any similar preparation. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I-? 





For cleaning off the old coating, you could try dis. 
solving it off in turpentine or denatured alcohol, or 
scratch the old coating off, finishing the job if necessary 
with abrasive material, like emery, perhaps fastening a 
number of the hands on a flat piece of wood and using a 
polishing buff with abrasive on it. 


pr FINISHING—We have a platinum ring in stock, 

that a customer would buy if we could refinish it 
to suit her. The finish now is a bright polish; she wants 
that nice-looking dull finish. How could we produce it? 


(Question No. 6156) S. G. 


Answer—tThere are several different finishes that 
could be used on platinum, anyone of which could be 
described as a dull-finish. Could you either describe the 
finish desired more definitely or send us a piece of this 
work so that we could advise you without any misunder- 
standing? To write instructions for doing all of the 
possible finishes of this general type would be wasting a 
good deal of work in order to just chance our hitting on 
the one you have in mind. Also, it would be hard for 
you to know, from a number of instructions, whether 
any of them would give you the results you want to 
produce. 


orem SOLDERING—I made to order a pal: 
ladium ring, and after it was worn, the center set- 
ting broke off. This never happened to me before, in 20 
years’ experience. Does palladium get brittle when sol- 
dered? What kind of solder should be used? (Ques: 
tion No. 6157) W. H. 


Answer—It would be rash to us to attempt to judge 
entirely what caused this breakage without examining 
the ring in question or knowing how it was soldered, 
materials and method used. The principal source of sup- 
ply of “jewelry palladium” is the firm of Baker & Co. 
Inc., 113 Astor St., Newark, N. J. We believe this firm 
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When you get a watch-rate recorder 
you actually buy “dots’’. Those marks 
should tell you accurately the rate of 
the watch you are testing; they should 
tell you dependably where watch 
troubles lie. 


Moreover, the instrument which makes 
the “dots” should have the quality, 
basic engineering and durable con- 
struction for long life and continued 


as > efficiency in service. 
It's the dependability of the “dots” 
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has done the most in the development of alloys of pal- 
ladium for use in jewelry work. They recommend as 
follows:—“When soldering articles made entirely of 
jewelry palladium or jewelry palladium and platinum, 
use a platinum solder melting at about 1200 C, or 2192 
F., although solder of lower or higher melting point may 
be used according to the requirements of the type of 
work. For soldering jewelry palladium in combination 
with yellow gold, any good grade of solder may be used.” 
If this advice does not sufficiently furnish a clue to any- 
thing you might have overlooked in soldering your job, 
we suggest sending the broken ring mounting to Baker & 
Co., for inspection and their further advice. 


RASS CORROSION—Please give me the very best 
method for restoring brass that has become badly 
corroded. (Question No. 6158) M. L. R. 


Answer—Really, in order to get complete and prac- 
tical information on this problem, you had better tell us 
fully what the nature of the job is, and the conditions 
surrounding it. The question as stated could apply to a 
great many different things, which would call for a 
number of different answer. We had better have the data 
that would enable us to understand and answer the ques- 
tion definitely, instead of vaguely. For example, please 
describe the article or articles; whether they are of sheet 
brass or cast brass; whether the corrosion has deeply 
penetrated the surface of the metal or not; whether it is 
green (verdigris) or what color it is; and how the arti- 
cles are used, which might give us some idea of the 
causes of the corrosion. Is the brass itself of yellow or 
reddish color, where not corroded? 


ANUFACTURING JEWELER—Is it correct to say 

that the difference between what is known in our 
trade as a “manufacturing jeweler,” and a “jewelry 
manufacturer,” is that the latter means the operator of a 
jewelry factory, and the former means the man who 
makes jewelry individually at a single workbench, and 
does all the work on a piece of jewelry himself? (Ques- 


tion No. 6159) R. G. H. 


A nswer—tThe definitions that you state in your letter 
are exactly right, and we cannot add anything to what 
you have written, that would make the correct usage of 
these two terms any clearer. Briefly, the “Jewelry Manu- 
facturer” denotes a factory where jewelry is made in a 
great many pieces of the same design by “mass produc- 
tion” methods, whereas a “Manufacturing Jeweler” is an 
individual craftsman who makes single pieces to a special 
design, or he may make alterations in an existing piece 
of jewelry to change its design. 


ECOVERING SCRAP—Would like to have complete 


directions for recovering gold, silver and platinum, 





R 


from solid, filled and plated junk and scrap. (Question 
No. 6160) N. T. A. 


A nswer—lIt would be quite impossible to give you this 
in practical detail in even a very long letter. About the 
most concise of the simpler treatises on the recovering 
and refining of gold, etc., is a book of 360 pages, “Refin- 
ing Precious Metal Wastes, by C. M. Hoke, which our 
Book Department could send you, postpaid for $6.00. 
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This book is intended to instruct in the various Processes 
that may be used to recover precious metals from jewelers 
junk-purchases, workshop scraps, etc., in the relatively 
small quantities that would occur in the business of 2 
retail jewelry store. 


Use of Watchmakers’ Lathe 


THE WATCHMAKERS LATHE, AND HOW TO USE IT 
by Donald de Carle, F.B.H.I.; published by N.A.G. Press, Ltd’ 
London, England; distributors in U.S.A., Henry Paulson & rm 
Chicago. 154 pages; 229 illustrations, in line-cuts from special 
drawings. Available from Book Department, JEWe ers’ (jp. 
CULAR-KEysTONE, 100 E. 42nd St., New York 17, N. Y. $759 
postpaid, 

In reviewing this book, we need not say much about 
its author, because Mr. de Carle has given the craft 
five earlier works, during more than the past decade. 
that have become very well known and highly valued 
by watchmakers and clock repairers. These are: 
“Practical Watch Repairing”; “Practical Clock Repair- 
ing’; “With The Watchmaker At The Bench”; “The 
Watchmakers’ and Clockmakers’ Encyclopaedic Dic. 
tionary’; and “British Time.” He has also given us 
many articles on horological subjects in the trade jour. 
nals, so that he fully deserves the well-known toast. 
fasters compliment: “He needs no introduction.” 

In connection with judging the importance of Mr. de 
Carle’s latest book, ““The Watchmakers Lathe, and How 
To Use It,” two facts should be mentioned: first, that 
the lathe is the fundamental and basic tool of the watch. 
maker, and second, that among the many horological 
subjects dealt with in our craft literature, this is the 
first book published in about a half-century that is de- 
voted entirely to the lathe and its accessories. 

This, along with the merits of Mr. de Carle’s book 
itself, justifies us in recommending it for study by not 
only students of horology, but also by many of the 
watchmakers of more or less experience earning their 
living at the bench, who may be interested in adding to 
their outfits lathe-attachments like slide-rests, wheel- 
cutters, rounding-up tools, rotary pivot polishers, or 
other fixtures, to broaden the usefulness of the lathe. 
beyond its fundamental purpose as a turning tool. Do- 
ing this, obviously, is a way to increase a workman's 
earning power, by enlarging the variety of operations 
he is equipped to perform. 

The book includes chapters on mounting lathes prop- 
erly; on maintenance and adjustment of the acting parts 
of the machine; on the proper forms of hand and slide- 
rest cutting tools, maintaining these and using them 
effectively in turning; and on the selection of motors, 
and everyday repairs for keeping them in good order. 
Besides all of this, the final chapter of the book, under 
the heading: “Lathes Of The World,” describes and 
illustrates the products of all of the important manu- 
facturers in America and abroad, including lathe at- 
tachments for various purposes, in a systematic and 
thorough manner, giving the reader the benefit of this 
up-to-date knowledge which is really not obtainable 
from any other source. 

We should mention that the publishers, in order to 
make the book’s illustrations of maximum quality, have 
used nothing but line-cuts made from excellent pen-and- 
ink drawings which show clearly the smallest details of 
the subjects. 
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These two fast-selling Westclox 
deals really put you in 


the pocket watch business! 


Some $4,000,000 in pocket watches have 
been sold by druggists during the past 12 
months. To make sure you get your share 
of that business, Westclox now offers sure- 

. oo | fire deals on two of its fastest-selling watches, 
i h™) Pocket Ben and Scotty. Your profit is hand- 
some! The colorful displays are free! Clip 
and mail the coupon... now! 


WESTCLOX 


a Made by the makers of Big Ben 





SRA RRAA AAO PL AAAS 


PRODUCTS OF CORPORATION 








Pocket Ben Assortment 7644 


Cost You Sell For 
4 Pocket Ben (plain dials)............$2.35ea. $3.35 ea. 
2 Pocket Ben (luminous dials).........$3.05 ea. $4.35 ea. 


Plus handsome FREE display 








Scotty Assortment 7603 
Cost You Sell For 
6 Scotty (plain dials).................$1.96 ea. $2.80 ea. 


Plus stunning FREE display 











DON’T DELAY! SEND THIS COUPON TODAY! 


Se ee 
JCK752 | 
WESTCLOX 

La Salle-Peru, Illinois 


Gentlemen: Please send me through my wholesaler 
____ Pocket Ben Assortment #644 and 
Scotty Assortment #603. 
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MY NAME IS 
ADDRESS 
MY WHOLESALER IS 
HIS ADDRESS IS 
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Manufacturer's 


N ( W \\ of Products --- Promotions «-«- Personne! 





"Give-Away’ Promotion 
Prepared by Deltah 





Life, Saturday Evening Post, American 
Weekly, and Photoplay are scheduled for 
Deltah’s fall advertising featuring the 
handsome “Carryette,” which will be given 
without charge to every purchaser of a 
Deltah “Park Avenue” simulated pearl 
necklace. 

“Carryette’ is with Deltah 
“Park Avenue” necklaces without addi- 
tional cost to jewelers. It has a full-view 
mirror, lined cosmetic compartment and 
comes in three models: simulated tortoise- 
shell, simulated gold finish and brocade. 


supplied 





Paulson Pamphlet Lists 
Electric Clock Motors-Coils 


Henry Paulson & Co. has prepared an 
illustrated pamphlet that lists 33 electric 
clock motors and ten additional coils with 
names, prices, etc. The company states 
that it is the largest group of motors ever 
compiled and will be found very convenient 
to all watchmakers and jewelers for quick- 
ly identifying various types of motors in 
use. 

The pamphlet may be obtained free by 
writing to Henry Paulson & Co., 131 S. 
Wabash Ave., Chicago 3, Illinois. 





Display Unit Features 
Longines-Wittnauer Watches 
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Pictured above is the three-fold display case 

which Longines-Wittnauer jeweler agencies 

are presently featuring in windows and on 
counters. 
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Table Setting Promotion 
Offered by International 


A “September Table Setting Promotion” 
—combining quality silverplate and din- 
nerplate—will be offered by the 1847 
Rogers Bros. division of The International 
Silver Co. The plan, limited to one month, 
will be a promotion featuring a 52-piece 
chest of 1847 Rogers Bros. at the regular 
price of $74.50 and 42 pieces of Knowles 
semi-vitreous chinaware at only one dollar 
extra. 

The most intensive local advertising cam- 
paign in the history of 1847 Rogers Bros. 
will support the September promotion. In 
addition, dealers will be given a “package 
of ideas” by which they can tie in with 
the intensive localized advertising. 


Unusual Display Features 
"‘Brigand’ Watch Band 





A dramatic display introduces the new 
tapered “Brigand” men’s watch band by 


Gemex. The skull and bones hat, eye 
patch and scarlet bandanna offer the 


jeweler opportunities for exciting window 
and counter displays. In addition, the 
name of the band on scorched panel is 
tacked to a weatherbeaten post. 

Set on the simulated beach are bright 
red and gleaming blue gift chests. One 
holds a gold-filled Brigand, the other stain- 
less steel. The entire package is free with 
the purchase of the two Gemex Brigand 


bands. 





Feature Lock's Fall Line 
Based on New Patterns 


Feature Ring Co.’s new Feature Lock 
fall line is based on new patterns designed 
to give maximum magnification to small 
diamonds, according to Henry Peterson, 
president. Illusion is achieved through a 
technique developed by Feature Ring’s de- 
signing staff. 


| 

















Benrus Donates Flags 
For Armed Forces Parade 


Vf, | 





Symbolizing the spirit of unification jp 
the celebration of Armed Forces Day in 
New York City, S. Ralph Lazrus, Chair. 
man of the Board of the Benrus Watch 
Co., presents four handsome service flags 
for the Army, Marine Corps, Navy and 
Air Force to high ranking military leaders 
before the parade. These “flying colors,” 
donated by the Benrus Watch Co. specif. 
cally for the Armed Forces Day Parade, 
led the line of march down New York’s 


Fifth Ave. 


Palladium Catalog 
Issued by Giovannetti 


A new 34-page catalog of palladium 
mountings has been prepared by John 
Giovannetti, 115 West 45 St., New York. 
The attractive catalog includes ring mount: 
ings, watch cases and attachments. 

Keystone prices, and diamond require: 
ments for each mounting, are given. The 
firm believes the catalog will serve as a 
practical sales-tool for the jeweler. And 
each jeweler’s name is imprinted on the 
colored cover. A feature of the catalog is 
the special binding which permits pages 
to be added and removed. 





Rolex Window Display 
Featured in Tourneau's 





This new Rolex display was recently 
featured in Tourneau’s, New York City. It 
will be sent to other leading jewelers 
throughout the country in the near future. 
This display follows the trend which Rolex 
has maintained over the past year in Pfo- 
viding “traveling displays.” 
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Community Introduces A New Silverware Pattern—‘White Orchid’ 


Dealer aids for White 
Orchid include, left 
to right, new chest, a 
display unit showing 
‘ndividual pieces and 
a special introductory 
offer with display. 


The bride’s favorite flower, the romantic white orchid, now ! 
appears on Community’s new silverplate pattern called “White | 
Orchid.” Each piece of White Orchid silverware, product of | 
Oneida Ltd., is deeply carved with a miniature orchid flower | 
that looks realistic enough to have come from the center of the 


bride’s bouquet. 


Each mirror-like piece has been designed to scale—in perfect 
balance and proportion. Contours are velvety smooth to make 
polishing easy and to eliminate hard to clean crevices. The oval 
jeweler’s selling aid is the new anti-tarnish chest. 





munity is supplying 
material, newspaper 
jeweler’s selling aid 





White Orchid silverware will be on sale at all authorized Com- 
munity dealers the first week of September. The 26-piece service 
for six will retail at $42.75; the 52-piece service for eight at 
$77.50; and the 76-piece service for 12 at $112.50. 

National advertising will break in Life magazine August 29 
and will be followed up by pages in seven other leading maga- 
zines. To aid dealers in tying-in with the new 
jewelers with a vast amount of promotion 
mats, publicity ideas, ete. An 
is the new anti-tarnish chest 


pattern, Com- 


additional 








Imperial Pearl Award 
Goes to Eleanor Roosevelt 





vice presi- 


Imperial Pearl Syndicate’s 
dent, David Goldstone, congratulates Mrs. 
Eleanor Roosevelt upon receiving the Im- 
perial Pearl Syndicate annual award—an 
Imperial cultured pearl necklace—for her 
achievements in bettering international re- 


lations. Mrs. Roosevelt is 
the pearl necklace. 

Each year Imperial will make a simi- 
lar award to the woman who has made the 
greatest contribution to world humani- 
tarianism. 


seen wearing 





Trade Responsive to New 
Forstner Expansion Feature 


Both wholesalers and_ retailers have 
responded enthusiastically to the recent 
introduction by Forstner Chain Corp. of 
watch bracelets and identification bands 
based on an entirely new principle, the firm 
recently reported. 

The new principle is that of “controlled 
stretch.” Each band has a concealed ex- 
pansion insert that enables the band to go 
on and off the wrist more easily, hug it 
more snugly. 
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Annual Arvin Conventions 
Planned for July-August 


Introduction of the company’s 1952 lines 
of TV and radio receivers and charting of 
advertising, merchandising and promotion 
campaigns for the fall and winter months 
will have top place on the agenda of the 
annual Arvin distributor conventions, Har- 
lan B. Foulke, vice-president of Arvin In- 
dustries, Inc., has announced. 

The conventions are scheduled for late 
July and early August. The first session 
begins on Monday, July 21 and runs 
through Wednesday, July 23. The follow- 
ing three-days sessions will begin on Mon- 
dav, July 28 and Monday, August 4. 

First day of each session will be staged 


in the Egyptian Room of the Murat 
Temple, Indianapolis and the following 


day will be devoted to tours of Arvin fac- 
tories at Columbus and nearby towns. 


Dual Purpose Package 
Designed by Arrow 





A new concept in a re-use package has 
been created by Arrow Mfg. Co., Inc., for 
Jacques Kreisler men’s jewelry sets. When 
first opened the box provides a distinctive 
setting for the Kreisler jewelry pieces. 
When the frame is reversed it becomes an 
attractive picture frame stand. The lucite 
base adds a final rich note to the ensemble. 





Gruen Acts to Control 
Distribution of Guarantee 





A key feature in The Gruen Watch Co.’s 
plan to help combat the unfair tactics of 
unauthorized outlets is the Guarantee Res- 
ervation Form, replacing the Gruen Factory 
Guarantee which formerly accompanied 
every watch. 

This new insert is a pre-paid postal 
card with space for filling in the case 
number, date and place of purchase. When 
it is received by Gruen, this information 
is checked with original factory shipment 
records to see if the watch was purchased 
from an authorized Gruen jeweler. If it 
checks with Gruen records, an official 
Gruen Factory Guarantee will be mailed 
directly to the consumer; if not, the cus- 
tomer will be notified the company can- 
not guarantee his watch. 

Gruen is also supplying every qualified 
jeweler with a personalized Sales-Service 
Franchise Certificate to identify his store. 
The certificate will remain the property 
of Gruen and will be withdrawn on evi- 
dence of deviation from good business 
practices. 
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Kreisler TV Show 
Cited by the VFW 





> 


“Tales of Tomorrow,” which has enjoyed 
top rank in TV polls ever since it has been 
produced, recently was awarded a special 
citation from the Veterans of Foreign 
Wars. Above, Toby Stern (left), president 
of Jacques Kreisler Mfg. Corp., receives a 
special citation for the “Tales of Tomor- 
row’ TV show from Rear Admiral Cope 
representing the VFW. 

Mr. Stern has announced that Kreisler 
has signed renewal contracts for the spon- 
sorship of “Tales of Tomorrow” which will 
continue to be seen until the end of 1952 
on Friday nights over ABC-TV coast-to- 
coast network. 


Chicago Silver Co. 
Elects New Officers 


The board of directors of the Chicago 
Silver Co. recently elected the following 
officers: Ruth N. Bauer, president; Paul 
H. Samuels, vice president; and George 
W. Schoenbeck, secretary and _ treasurer. 
The above officers purchased the con- 
trolling interest from Richard E. Rade- 
wagen. 


Window-Counter Displays 
Presented by Artcarved 


The pair of window and counter dis- 
plays for Artcarved diamond and wedding 
rings are fine examples of point-of-sale dis- 
plays for luxury products sold by fashion- 
able jewelers throughout the U. S. 





: Attca rve d 





The large display, 14” by 19”, is a 
duo-mounted 8-color lithograph, with bevel 
edge of gold on 200 point board. It has 
easel and card holder, for standing or 








Columbia Diamond Promotion 
Helps Build Store Traffic 
The traffic-building “Find A Diamond” 


promotion created by Columbia “True-Fit” 
diamond rings has now been tested and 
proved successful by jewelers throughout 
the country, Columbia has reported. 

The “Find A Diamond,” promotion in- 
volves a simple distribution of envelopes 
which are brought in to the jeweler. It is 
planned not only to build store-trafic but 
also to establish the jeweler as a diamond 
expert, stimulate interest in diamonds, de- 
velop sales of new diamonds, and create 
additional business in re-mount and _ trade- 
ins. 

This promotion is available to all autho- 
rized Columbia distributors. 


Display Material Prepared 
For Mido Watch Dealers 


Throughout the summer and during the 
coming fall season, the Mido national ad- 
vertising campaign will be augmented by a 
strong point-of-sale promotion program for 
all Mido dealers. it was announced by 
Louis Aisenstein & Bros., Inc., sole dis- 
tributors of the Mido Multifort Superauto- 
matic watch in the U. S. 
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Part of the group of new Mido displays now 
available in full color. 


The display cards are in full color, 
unique in appearance and utilize an un- 
usual dye-cut technique. They are designed 
for use as a group or as an indvidual dis- 
play in windows and on counters. 

New material including statement en- 
closures, animated TV_ spots, 16 mm 
sound color films, instruction booklets and 
catalog inserts are also available free of 
charge. 


New Transportation Policy 
Set by Holmes & Edwards 


Holmes & Edwards recently announced 
a new transportation policy that will affect 
all authorized dealers of Holmes & Ed- 
wards flatware. 

All net orders for $100 to $300 will be 
shipped with 50 per cent allowance on 
transportation by lowest cost route. All net 
orders for $300 and over will be shipped 
transportation prepaid by lowest cost 
route. F.O.B. factory—all net orders for 
less than $100. 

Holmes & Edwards is celebrating its 











Bronzed Baby Shoe 
Offered to Jewelers 


ee 





A sure eye-catcher is the new miniature 
oval picture frame mounted with baby’s 
first shoes in bronze by The Bron-Shoe Co. 
209 E. Broad St., Columbus, Ohio. 

A tiny miniature bronzed baby shoe {s 
being offered free to jewelers, along with 
selling information, upon request. 


—_—_——_ 


Automatic Diamond Scale 
Added to Mettler Line 


A new type of scale has been added to 
the already famous line of Mettler diamond 
balances, which are made in Switzerland. 
This new scale is fully automatic, no 
weights are used at all. It works on an 
optical system, measuring the swing of the 
beam. Weight is obtained in less than ten 
seconds by simply turning one knob only, 
The maximum weighing capacity is ten 
carats with an accuracy of 1/200 of a 
carat. 

Price $295 f.o.b. New York. Fur further 
information write to Westhill Products, 


Inc.. 55 W. 42 St... New York 36, N. Y. 


Wall Clock Unit 
Offered by Zodiac 


An unusual display unit is being offered 
to jewelers by Zodiac Watch Agency. The 
display features the Zodiac Autographic 
and illustrates the exclusive “reserve power 
gauge.” 

Electrically lighted and operated to keep 
perfect time, the display is 28” high, 26’ 
wide and 10” deep. The watch itself is 
the size of a commercial clock with straps 
of genuine leather. 





The Autographic display is loaned free 


to retailers. For details, write to Zodiac 


hanging. The smaller display is treated | 20th anniversary of selling direct to retail ' , 
| Watch Agency, 521 Fifth Ave., New York. 


similarly. It measures 7” by 16”. | jewelers. | 


‘ 
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Beauty Pageant Contestants 
To Receive Bulova Watches 
Bulova Watch Co., Fifth Ave., New York, 


has announced that Bulova “Miss Uni- 
verse” wrist watches will be presented to 
all final contestants from all countries in 
the world in the “Miss Universe” Beauty 


Pageant Contest, to select the world’s most 


peautiful girl. 
This international contest will offer the 


jucky winner a Hollywood seven year mo- 
tion picture contract, in addition to a 


$2500 Bulova diamond watch. 


New Fashion Approach 
To Jewelry Gift-Wraps 


“The proper design and color combina- 
tions of ribbons bespeak the whole person- 
ality of a jewelry gift package,” says gift- 
wrapping expert George A. Taffel, presi- 
dent of Taffel Bros., Inc. 





“Today's high styling of gift packaging 
is a far cry from those of the early days 
when gift-wraps lacked the feeling of 
beauty and significance for a particular oc- 
casion.” With that in mind, Mr. Taffel has 
just created “Will-O-Wisp,” a new lacy 
edge rayon satin ribbon in nine of the 
most popular combinations to appeal to 
everyone from the baby brigade to that 
leading man or lady of the house. 

[t's available in 50-yard bolts at $3 per 
bolt from Taffel Bros., Inc., 95 Madison 
Ave., New York. 


a 


New Children's Bracelets 
Introduced by Glen Corp. 





Glen Corp., 22-14 40th Ave., Long Island 
City, New York, has designed a new line of 
children’s identification bracelets which 
they call “Ident-Lets.” Popularly priced, 
these bracelets are available in 1/20 10Kt, 
gold-filled with stainless steel backs. The 
firm is also featuring identification brace- 
lets for boys and girls. 
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Consumer-Dealer Contests Announced by Telechron 
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In releasing six new Telechron electric 
clocks for fall production, Telechron De- 
partment, General Electric Co., announces 
the annual nationally advertised 
$15,000 Consumer Contest, supplemented 
by a new and novel Dealer Contest. 

Dealers can obtain a free, four-color, 
easel-backed display card from their dis- 
tributors. It ties in with full-page ads in 
Life and Saturday Evening Post. Entry 


second 
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blanks are not included in the ads, so con- 
testants must go to the dealers for entry 
blanks which are attached to display card. 
Contest assortment shown above with 
display card includes four new clock 
models. Fifty prizes for dealers include a 
$500 first prize for a simple statement of 
the dealer's experience with the consumer 
contest. A free kit from distributors in- 
cludes complete details of both contests. 





Earring Display Offered 
By Anthony Creations 





Above is the new black and gold An- 
thony earring card which is available with 
choice of jeweled earrings, screw back or 
pierced. The card occupies very little 
counter space and is different in design. 
The manufacturer is Anthony Creations, 
Providence, Rhode Island. 


Parfum and Rings Offered 
By House of Troisville 


The House of Troisville, French per- 
fumers, purveyors to H.R.H. Dowager 
Queen Mary of England and incorporated 
in the United States during the early days 
of W. W. II, recently introduced “Bridal 
Satin” parfum as the first of its new luxury 
line of French parfums. 

The feature package of the introductory 
Bridal Satin line is a gold-tooled, ivory 
leather and white satin, tasseled box con- 
taining a half-ounce bottle of the parfum 
and two 18Kt. white gold or 14Kt. yellow 
gold guard ring set with zircons. 











Cuban Store Concentrates 
On American Manufacturer 


According to a recent announcement by 
Heirlooms of Tomorrow, Fin de _ Siglo, 
noted department store in Havana, Cuba, 
has indicated its intentions to discontinue 
purchasers of European figurine and objets 
d’art, and will instead concentrate exclu- 
sively on the Heirlooms line. 

Fin de Siglo, which regularly purchases 
large quantities from Heirlooms of Tomor- 
row, has recently completed a new, modern 
store building in Havana. 


Frederika Fox 
Appointed 
House 
Beautiful 
Consumer 
Editor 


Miss 


Elizabeth Gordon announces the 
appointment of Miss Frederika Fox to the 
editorial staff of House Beautiful as Con- 
sumer-Industry Editor. Her function will 
be to correlate consumer needs with the 
goals of manufacturers and retailers. 

Miss Fox, formerly with the Conde 
Nast Publications, brings to House Beauti- 
ful not only a wide editorial experience 
but a first-hand knowledge of markets, dis- 
tribution and retailing. 
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Universal Cook-A-Matic 
Permits ‘Easy-A-Living’ 











ae 
eae 


The Universal Cook-A-Matic is big in 
size and boasts style, versatility and con- 
venience to parties and family meals. It 
cooks right at the table. Its big, 216 square 
inch cooking surface bakes 4 waffles, 
toasts 4 sandwiches, fries a dozen eggs or 
grills 24 sausages at once. 

Thermostat controls grid temperature 
and keeps heat constant. Heat control sets 
from “light” to “dark” with a fingertip 
lever. Signalite signals red when cooking 
should start, indicates when waffles are 
baked. The Universal Cook-A-Matic is 
manufactured by Landers, Frary & Clark, 
New Britain, Conn. 


Bulova Executive Returns 
From West Coast Tour 


Simon C. Gershey, vice president, Bulova 
Watch Co., Fifth Avenue, New York, re- 
cently returned from a_ two-week Cali- 
fornia tour of Bulova dealers in and 
around Los Angeles. 

“Cy,” as he has been affectionately 
known to hundreds of jewelers for many 
years, spent the greater portion of his 
time “making the rounds” discussing 
forthcoming Bulova watch promotions and 
business conditions in the West Coast 
jewelry industry. 

Mr. Gershey noted that the summer and 
fall Bulova promotions, as well as other 
jewelry features by West Coast jewelers, 
will undoubtedly result in a very profit- 
able selling season. 


Economy Material Kit 
Introduced by Elgin 


A new supplementary material kit con- 
taining 36 parts for current wrist watch 
models of Elgin National Watch Co. is be- 
ing offered to watchmakers whose _ older- 
type material cabinets have no space. for 








these parts. Leatherette-covered kit is ap- 
proximately 5” square and sells for $16.95 
through Elgin material wholesalers. 
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Jacoby-Bender Introduces 
Men's Watch Band Series 


Jacoby-Bender, Inc., manufacturers of 
J-B watch bands, introduced a new series 
of full expansion watch bands for men at 
the Wholesale Jewelers’ Convention held 
recently in Chicago. 

The new band, which has been identified 
as the “Lord Chesterfield,” will be avail- 
able in regular, short, extra short, long and 
extra long lengths. It will also be made 
with all standard end sizes. 

Each link of he band consists of a very 
narrow frame which securely holds a panel 
of fine genuine leather. Four yellow gold- 
filled models will come in brown alligator, 
black alligator, light brown or rust alli- 
gator and fine tan lizard. Two stainless 
steel models will come in brown and black 
alligator leathers. 

The yellow gold-filled bands will retail 
at $10.95, tax included; the stainless steel 
models at $6.95, tax exempt. 





Display-Gift Box Shows 
New Parker Pen Set 


The Parker Pen Co. has designed a gift- 
display box for its new line of slightly 
higher than medium-priced “21” Custom 
pen and pencil sets. When cover of the 
brown simulated leather is drawn open, 
the pen set is automatically pulled into an 
angle suitable for display. 





The new combination display-gift box 
was designed by A. B. Southworth, sales 
production manager for Parker. working 
in conjunction with the Dennison Mfg. Co. 
The package as well as the new pen line 
will make its appearance in time for school 
opening window displays. 


Palladium Emblem Line 
Wins Wide Acceptance 


Jewelry wholesalers are showing a “most 
sratifying”’ interest in the new deluxe line 
of paliadium emblem jewelry introduced 
recently by Irons & Russell, it is reported 
by William E. Smith, president. 

Mr. Smith recently completed a “good- 
will and sales” trip through many of the 
eastern and mid-western states, in order to 
obtain the reactions of wholesale distrib- 
utors to the deluxe line. He noted on his 
return that the palladium line had been 
bought by wholesalers in Boston, New 
York, Philadelphia, Chicago, Wilmington, 
Baltimore, Memphis, Kansas City, Lincoln, 
Denver and other cities. 





Dainty Maid Features 
Picture Frame Package 





Louis Stern Co., Providence, R. i 
makers of Dainty Maid children’s jewelry, 
is now distributing the line in a new “Pie. 
ture Frame” package. Designed to add 
sales appeal to every piece, the new pack. 
age has an attractive re-use value and 
greatly improves the’ display possibilities 
for every jeweler who sells the line. 

Each piece in the line is mounted on a 
pad and placed in a metal frame with 
hinged easel. When jewelry is removed, 
the frame can be used for a photograph, 

A special assortment of 12 pieces, in. 
cluding 6 lockets, 3 crosses and 3 tubular 
bracelets come complete in a metal framed 
display tray with easeled back suitable for 
show case or counter. Assortment retails 
for $38.75, tax included. 


Handy & Harman Unveils 
New Moving Picture Film 


Handy & Harman recently held a pre- 
mier showing of its new colored moving 
picture film “Refining Is an Exacting Busi- 
ness.” The film. which marks, perhaps, the 
first time a refiner has opened his doors to 
a camera crew. was enthusiastically re- 
ceived by the audience. 

A highly informative and_ educational 
film, it will be distributed free upon re- 
quest. For further details, write to Handy 
& Harman, 82 Fulton St., New York. 


American Ambassador Visits 
Eterna Watch Factory 


Richard C. Patterson, Jr., the American 
Ambassador to Switzerland, recently en- 
joyed a conducted tour through the Eterna 
Watch factory at Grenchen, Switzerland, 
as guest of Dr. Rudolph Schild-Comtesse, 
director general. His trip to the Eterna 
factory was prompted by his eagerness to 
acquaint himself with manufacture of the 
selfwinding ballbearing watch. 





Above. Dr. Schild-Comtesse, left, demon- 
strates to Ambassador Patterson, right, the 
finer points of watchmaking. 
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News of Personnel 








Norma Pencil Corp., New York, an- 
nounces the appointment of three new sales 
representatives. For the Pacific coast, 
Herbert Henry; for the middle west and 
Chicago, Harry Neggesmith; for the 
south and southwest, Milton Wodiska. 








DENNIS TRACEY EUGENE DORROH | 
Bulova Bulova 


Eugene B. Dorroh, former student and 
employee of the Bulova School of Watch- 
making, Woodside, Long Island, and 
Dennis A. Tracey, formerly of Bulova’s 
Fifth Ave. office, have been appointed to 
new posts. Mr. Dorroh’s new position will 
be as Service Representative; Mr. Tracey 
is western sales representative for the Ma- 
terial Sales Division. 


Jack Goldenberg, formerly sales man- 
ager of the Crawford Watch Co., has been 
appointed eastern general sales manager 
for the Clinton Watch Co., 29 E. Madison 
St. Chicago, Ill. Mr. Goldenberg will have 
complete charge of sales in the east with 
ofices at 580 Fifth Ave., New York. 


Enger-Kress Co., West Bend, Wisconsin, 
announces the appointment of Jae B. An- 
derson as president in charge of 
sales. Mr. Anderson replaces Lee B. Miller 
who recently resigned after 30 years of 
service with Enger-Kress. 


vice 


J. B. ANDERSON 
Enger-Kress 
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Milton Ledner and Herman Sands 
have been appointed national representa- 
lives of Felch & Co., Charel, and Spencer 
Novelty Co. The fall lines of these costume 
Jewelry houses are now being shown in 
_ 610-611, 366 Fifth Ave., New York 
ity. 
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David Olson, Minneapolis, Minn., and 
Sylvan Kaplan, Brooklyn, N. Y., have 
been named sales representatives for the 
Eterna Watch Co. of America, Inc., 580 
Fifth Ave., New York, according to Max 
Templehoff, sales manager. 

Mr. Olson’s territory will include Iowa, 
Nebraska, North Dakota, South Dakota, 
and Minnesota. Mr. Kaplan will cover 
greater New York and New England areas. 





The Syracuse Ornamental Co., Inc., an- 
nounces the appointment of Hugh M. 
Winn as representative in Texas, Arkan- 
sas, Oklahoma and Louisiana. Mr. Winn 
will maintain a showroom at 332 Santa Fe 
Bldg., Dallas, Texas. 





Appointment of John T. Tigue as dis- 
trict manager in Syracuse, N. Y., was an- 
nounced by M. J. Dunn, clock sales mana- 
ger of Telechron Department, General 
Electric Co. Mr. Tigue’s new district in- 
cludes most of New York state, except the 
New York metropolitan area, and north- 
ern Pennsylvania. 





JOHN F. TIGUE 
Telechron 





J. R. FISHER 
Mouftner 


James R. Fisher, Sr., former art direc- 
tor of Edwin Freed, Inc., has joined the 
Mautner Co., Inc., 20 West 47 St., New 
York, and will be art director and general 
manager of the Mautner “Monthly Price 
Ticket and Show Card Display Service 
Division.” 


Appointment of Miss Helen Dicky 
Dumech as a central regional director of 
the Westinghouse Home Economics Insti- 
tute was announced recently by J. E: 
Hugo, central district manager for the 
Westinghouse Electric Appliance Division. 
Miss Dumech will handle public appliance 
demonstrations and cooking schools. 


IF’. H. Noble & Co., Chicago, announces 
that Archie H. Dankert will call on and 
service all West Coast trade from his new 
and permanent location at 330 S. Swall 
Drive, Los Angeles. 

Joseph B. Solinger has been named 
representative of the National Tool & Find- 
ing Co. in Providence and Attleboro. Mr. 
Solinger was formerly with Coro, Inc. 











Gemex has added Jack Campbell to its 
sales staff as territory manager. Mr. Camp- 
bell, formerly with Elgin American, will 
cover Ohio, Michigan, Kentucky, Indiana, 
W. Virginia and western Pennsylvania. 
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JACK CAMPBELL ARTHUR HALPERT 
Gemex David Sarkin 
David Sarkin, Inc., 37 W. 47 St., New 
York, announces the appointment of Ar- 
thur B. Halpert as sales representative 

in the south and southwest. 





_— —- —___— 


Vincent E. Caruso has joined the 
Harman Watch Co. as sales representative 
in the mid-west area. He will make his 
headquarters at 59 E. Madison St., Chi- 
cago, Illinois. 





Nat Gomberg, vice president and chief 
designer of Morel Jewelry Displays, an- 
nounces that Eric, formerly of Edwin 
Freed, has been added to the firm’s de- 
signing staff. 


The American Safety Razor Corp., 
Brooklyn, N. Y., announces the appoint- 
ment of John H. Douglas as product 
manager of the A.S.R. Ascot Lighter Di- 
vision. Before joining A.S.R. in 1951, he 
was assistant sales manager of Bourjois, 
Inc. 


The Stylord Mfg. Co., Inc., 132 Lafay- 
ette St.. New York City, announces the 
appointment of Mark A. Cohen as its 
Chicago representative, with offices at 29 


E. Madison Street. 


(ee en 





After more than 30 years of active service 
with Gemex, Steve Heller, right, will serve 
as a sales consultant to the company. Ac- 
tive territorial management in the midwest 
will be directed by William B. Tower, left. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 


“Help Wanted”—‘“‘Lines Wanted” and “Side 
Lines”’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 


All other headings—regular type $6.00 first 
25 words; additienal words, 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 


Name, address, initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers ure to he for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special metice forms close 10th of the pre 
ceding month, 

Te aveid unnecessary correspondence mem- 
tiem yeur location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads. do not enclose eriginal 
letters ef re endations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





JEWELER, stone setter and engraver; 
long experience; best references; East 
preferred. Address ‘“G., 578,” care 
J Yr 





ENGRAVER, desires permanent position ; 
West location; prefer Colorado, but will 
consider elsewhere. Address “V., 516,” 
care J C-K. 


ee ——— ———— 





SETTER, graduate stone setting school; 
also do engraving; veteran: desires posi- 
tion ‘‘on-job-training.”’ Louis Garbarini, 
8415 13th Ave., Brooklyn, N. Y. 





MANAGER-salesman, thoroughly experi- 
enced in every phase of jewelry busi- 


ness, presently employed; willing to. 


re-locate. Address ‘L., 566,” care J C-K. 


BOOKKEEPER, full charge, accounting 
background; heavy experience: highly 
efficient, above average. Address “R., 
2926," care J C-K. 





es 


CERTIFIED gemologist of American Gem 
Society, desires position with wholesale 
or retail firm in Chicago area: moderate 
salary requirements. Address “W., 517,” 
care J C-K. 











STORE manager, 18 years’ experience 
credit sales, collections, promotions, 
window trims, etc.; thorough knowledge 
of diamonds: Southeast preferred. Ad- 
dress “S., 595,” care J C-K. 


WATCHMAKER, clock and minor jewelry 
repairman; experienced: reasonable; 
reliable and sober; young veteran: sin- 
gle; prefer Middle West. Address “‘L., 
502,” care J C-K. 





—_— -—-—— _ _ -___ ~ —_— $$$ 


JEWELER (woman) schooled and ex- 
perienced in handwrought gold and sil- 
ver jewelry, also designing, wishes posi- 
tion ; preferably Florida ; A-1 references. 
Address “C., 572,” care J C-K. 


ENGRAVER, now employed by one of 
South’s largest stores, desires change; 
nine years’ experience; highly skilled in 
all types of engraving; A-1 references. 
Address “K., 550,’’ care J C-K. 


POLISHER-lapper, finest hand made 
platinum, gold; full or part time; best 
references ; New York preferred: would 
consider relocate California. Address 
“B., 542,” care J C-K. 











— ———- $$ 








JEWELRY repairer and diamond setter, 
15 years’ experience, seeks permanent 
position anywhere; A-1- references. M. 
Litman, care Cohen, 2105 Mohegan Ave., 
Bronx 60, N. Y. 


ee os 


WATCHMAKER, B.T.S. graduate; 19 
years’ experience; salesman and man- 
ager qualifications; no bad habits; 
chronograph, clock, and ring sizing. Ad- 
dress “F., 560,’’ care J C-K. 





———— 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 

lished concern. Address “‘C., 1035,’ care 





PARISIAN' designer with outstanding 
creative ability, in all kinds of watch 
cases and jewelry, desires connections 
in New York; highest references. Ad- 
dress “A.F., 339,’ care J C-K. 





DYNAMIC salesman; early forties; en- 
viably experienced credit jewelry busi- 
ness; Newark or easy commuting dis- 
tance; highest references; peak produc- 
tion guaranteed. Address “J., 563,” care 
J 4 


——— es 





SALESMAN ; fine Connecticut credit jewel- 
ry store, approximately 50 miles from 
Manhattan; excellent opportunity; per- 
manent future with growing concern; 
give full details, including salary. Ad- 
dress “R., 508,’’ care J C-K. 











WATCHMAKER-foreman, take complete 
charge of watch casing and repair de- 
partment for importer; Knows produc- 
tion technique; presently employed by 
New York City importer; salary sec- 
ondary. Address “K., 529,’’ care J C-K. 





ALERT, retail salesman; 38; married; 
detail; 25 years’ experience; thorough 
knowledge all phases jewelry; cash; 
credit ; dependable; industrious; Metro- 
occa area. Address “A., 554,” care 
J C-K. 





EXCEPTIONALLY well qualified depart- 
ment store and leased operations super- 
visor-merchandiser, employed Midwest, 
seeks greater challenge, progressive or- 
ganization, anywhere; prefers Cali- 
fornia. Address ‘“Y., 540,” care J C-K. 





ee 


CALIFORNIA, permanently bound in 
August; highly productive manager, 
buyer, promotion man, brilliant record, 
excellent credentials; seeks interviews 
expansion-minded _ retailers. Address 
“W., 539,” care J C-K. 


GENERAL manager; 25 years’ retail 
managerial experience; higher’ sales 
and more net profit without harming 
your prestige; $8,500; college graduate ; 








gemologist. Address “G., 468,” care 
J C-K. 

BOOKKEEPER-accountant, office man- 
ager, correspondence, credits, collec- 
tions; extensive experience office, fac- 
tory; exceptionally capable, proven 
— Address “B., 2937,” care 


EXPERIENCED diamond assorter, ring 
picker; excellent references:  trust- 
worthy, versatile, adaptable and am- 
bitious; desires to connect with repu- 
table diamond jewelry concern. Address 
“K., 451,” care J C-K. 


— 





POLISHER-lapper, expert, all around, 
capable of taking complete charge hand 
made or production; 15 years’ experi- 
ence, mostly on watch cases, attach- 


ments, ankle bracelets, etc.; finest 
references. Address “G., 561,” care 
J C-K. 





MANAGER-salesman; 25 years’ experi- 
ence; top salesman, creative, aggres- 
sive; thoroughly versed in all phases of 
merchandising, promotions, personnel 
management, collections, display: take 
full charge; locate anywhere. Address 
“C., 586,” care J C-K. 








AMBITIOUS, young man, veteran, m 
ried, presently employed, thoroughly 
experienced jewelry and diamonds: ~ 
dustrious, conscientious, excellent ong 
cational background; desires opportu, 
nity in selling or merchandising : en 
references. Address “K., 584.” aan 
J C-K. ; 


ltl are, 
DESIGNER; outstanding creative ability 
thoroughly experienced all types of 
jewelry, rings, watch cases, compacts 
etc.; practical factory and bench - 
perience ; formerly with one of largest 
jewelry manufacturers, desires interest. 
ing connection. Address “S., 591,” care 

J C-K. 














WATCHMAKER,; Elgin graduate in June 
1952; married; 26 years old; desires 
position in Western Pennsylvania op 
surrounding States; had six months 
course jewelry repair; have own tools. 
Write direct to, Harry A. Beerbower 
Route 3, Saegertown, Pa., or call Sae- 
gertown 3332. 





MANAGER-salesman ; responsible man of 
49, with dynamic personality, marvelous 
salesman; 22 years of experience jn 
both cash and credit, well aware of all 
aspects of the jewelry business and used 
to handling large unit sales; best ref. 
erences; currently employed. Addresg 
“L., 586,” care J C-K. 





REPUTABLE, American gentleman; dia- 
mond expert, including practical dia- 
mond cutting; healthy; personable; 
willing and able; veteran; salary sec- 
ondary to establishment with reputable 
firm, where opportunity for permanent 
future exists. Address ‘“B., 411,” care 
J C-K. 





MASTER watchmaker; watch repairing 
only ; 25 years’ experience; satisfaction 
guaranteed; finest references; age 50: 
must be fine store, city, employing at 
least 15 persOns, and by one actually 
knowing what a master is and requires; 
salary minimum $125 weekly; perma- 
nent. Address “C., 332,” care J C-K. 








ATTENTION jewelry, diamond, or watch 
executives; can you use me; age 55: 
can take full charge, assist or relieve 
you, act as trouble shooter, roving am- 
bassador; experienced buying, selling, 
operating, managing ; know the diamond, 
jewelry and watch business thoroughly; 
Metropolitan New York concerns only. 
Address ‘“H., 616," care J C-K. 





G.I.A. graduate, 39, married, also univer- 
sity graduate business and law schools, 
varied business experience, desires per- 
manent connection Minneapolis or Los 
Angeles; best of references; can sell 
honest merchandise but not high pres- 
sure; if my qualifications fulfill your 
requirements, you will benefit from con- 
tacting me. Address ‘“J., 528,” care 
J C-K. 


EXECUTIVE; 20 years’ thorough ex- 
perience in installment jewelry busi- 
ness; buyer, general manager, ad- 
vertising promotions, credit and col- 
lection; was with chain of 12 stores, 
volume running into seven figures; 
at present employed in above ca- 
pacity; best of references and fine 
appearance; will travel anywhere. 


Address “T., 65,” care J C-K. 








CERTIFIED master watchmaker, gradu- 
ate horological school, student of gem- 
ology ; can do minor jewelry repair and 
engraving; over five years’ experience 
instructing and supervising watchmak- 
ing; sober, industrious, single and 26 
years of age; future objective jewelry 
store management; advise as to salary 
and possibilities. Charles D. Airesman, 
Church St., Ellerslie, Md. 


—— — — — a 





WATCHMAKER, clockmaker, estimator, 
competent repairing on all time pieces, 
including chronographs, repeaters, chime 
clocks, etc.; congenial family man, age 
40; prefer Mid-south but will go else- 
where for permanent position with es- 
tablished concern; presently employed 
for four years by one of New Yorks 
most reliable retail stores. Address “N., 
588,’ care J C-K. 
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SITUATIONS WANTED—Continued 


—_ 
p notch manager-salesman, desires 
challenging position with live-wire or- 
ganization; a “go-getter” with “know- 
now” of every phase of business; ex- 
cellent appearance, personable and 
ossess a natural flair to create good- 
will; if your organization needs a “shot 
in the arm” look no further, I am your 
man; don’t answer unless you mean 
pusiness, “I do.” Address “D., 524,” 
‘care J C- 
————————— 
MANAGER-salesman ; young, aggressive ; 
“retail credit jewelry operation; seven 
years’ experience all phases, sales, col- 
iections, display, advertising, promo- 
tions, plus gemological training ; gradu- 
ate G.I1.A. resident school; chain experi- 
ence; desires to make change; owns 
late model car and is well acquainted 
with trade in the Southeast; traveling 
job with outstanding house considered. 
‘Address “F., 498,” care J C-K. 





ee 
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SALESMAN or manager, 50 years young ; 
if you’re looking for a man with over 
95 years experience in the tough retail 
credit jewelry business, one who can 
take orders as well as give them, who 
does know credits and collections from 
A to Z, can trim windows, coordinate 
personnel, member of A.G.S., lecturer 
to local groups and a very good sales- 
man trained in the cut-throat competi- 
tion of New York; if these are the 
qualities and experience you're looking 
for, 1 am your man, and will locate 
permanently anywhere. Address “V., 
594,” care J C-K. 


eee 
Lines Wanted 








——— 


DIAMONDS and fine diamond jewelry; 
have finest trade Coast to Coast. 
Morton Frackman, 41 W. 53rd St., 
New York 19. 


—_—-—— 


PACIFIC COAST salesman, well known 
and established, desires line 14K jewel- 
ry, genuine stones, or platinum line for 
fine stores. Address “F., 2608,” care 








SMALL quality line wanted in conjunction 
with fine 14K wedding ring line; estab- 
lished following in East and Midwest: 
A-1 references. Address ‘“‘A., 602,’’ care 
J C-K,. 








EXPERIENCED salesman, with Chicago 
office, wants manufacturer’s line for 
jobbers and large outlets in Midwest. 
Address Circular 250, Room 1415, Hey- 

worth Bldg., Chicago 2. 











SALESMAN, experienced, now travel- 
ing Ohio, West Virginia, and West- 
ern Pennsylvania, wants established 
line; have display room if desired. 


Address “K., 564,” care J C-K. 








WELL known salesman, with following 
In Jewelry and department stores, cover- 
Ing the South and Southeast, desires 
line with national acceptance; excellent 
‘ Address “E., 525,” care 





a ———— ED 


SALESMAN, age 29, now carrying a na- 
tionally known watch line, is seeking 
aside line; have good following ; cover- 
Ing State of California and calling on 
better stores; can give best references. 
Address “B., 603,” care J C-K. 

eee 


SALESMAN, covering Middle West States, 

from Chicago office: long successful 
Sales background; extensive following 
jewelers, department and gift stores, 
desires established manufacturer’s line. 
Address “C., 621,” care J C-K. 


(OSes 

SALESMAN, well known, with excellent 
reputation and large following in South- 
east and South-west, desires established 
manufacturer’s line of watch cases, at- 
tachments, platinum and gold mount- 
ings. Address “A., 620,’ care J C-K. 











SALESMAN; well established following 
in Middle West and Pacific Coast, with 
jobbers, wholesalers and large users, 
wants reputable line of gold and plat- 
inum mountings. Address “T., 592,” 
care J C-K. 











SALESMAN, covering New England, New 
York State, Pennsylvania, Baltimore 
and Washington; now carrying line of 
silver-plated hollowware, wants non- 
conflicting line of sterling hollowware. 
Address “C., 523,” care J C-K. 





SALESMAN ; experienced ; university 
graduate; age 40; married; seeks line 
tor Kastern Pennsylvania, Southern New 
Jersey and Delaware; have carried 
jewelry, rings and watches; A-l1 refer- 
ences. Address “G., 613,” care J C-K. 





STERLING silver hollowware salesman, 
six years’ experience calling on retail- 
ers, jobbers and department stores; have 
covered the entire East, South and 
Southwest ; desires position with aggres- 
sive firm paying salary and expenses. 
Address “H., 527,” care J C-K. 








SALESMEN; calling on china, crystal 
and sterling trade in Middle West, 
wants side line of display items for 
those products; only high-grade line 
considered; best of reference. Address 
Circular 535, Room 1415, Heyworth 
Bldg., Chicago 2. 





que, ee ee 


SALESMAN, with good following, calling 
on wholesale jewelers, costume and 
premium jobbers; covering the Midwest 
with Chicago office, seeking non-con- 
flicting lines from well established 
manutacturer. Address Circular 246, 
Room 1415, Heyworth Bldg., Chicago 2. 





WEST COAST representative interested 
in handling loose goods, mountings, or 
items of considerable merit; very strong 
following the past 25 years; experienced 
producer and promoter; excellent refer- 
ences; company must be financially 
sound with favorable background. Ad- 
dress “B., 521,” care J C-K. 





MAN, thoroughly experienced in the 
jewelry business, would like line, 
selling to jewelers or department 
stores, preferably Gulf Coast; have 
traveled by car, selling antiques, for 
myself; good personality and ag- 
gressive; very best of references. 


Address “K., 530,” care J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 1i 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 


AGGRESSIVE, well established salesman 
open for new connection, immediate or 
January; intensive coverage, territory 
from Louisville to Gulf Coast; have 250 
number one and two retail accounts, 
some chains, jobbers and department 
stores; only established prestige manu- 
facturer’s line, offering mutually profit- 
able association desired; top references 
as to character and result producing 
— Address “L., 551,” care 

KK. 














Side Lines 


SALESMAN, with retail following, to 
feature small, but unique and completely 
different religious medal line, for Mid 
or Southwestern territories. Address 
“R., 590,” care J C-K. 











REPUTABLE watch strap manufacturer 
seeks representation, 10% commission 
basis; for the East, to call on whole- 
wa trade.’ Address “A., 410,” care 





SALESMEN calling on retail jewelers, 
to sell our line of ladies’ and gents’ 
10 and 14K gold stone set rings; 
commission basis. Address ‘M., 


402,” care J C-K. 





NEW YORK manufacturer desires repre- 
sentative, residing in Chicago, to sell 
clean line of platinum and ladies’ gold 
ring mountings, on commission basis; 
our representative recently deceased. 
Address “T., 512,” care J C-K. 





SALESMAN, calling on pawnshops, de- 
partment stores, specialty shops, to 
handle complete line of ladies’ and gent’s 
gold-filled and sterling rings; most ter- 
ritories open. Bert Marks Co., 40 Foun- 
tain St., Providence, R. l. 





SALESMEN ; all territories; sterling sil- 
ver hollowware ; excellent side line ; well 
established salesmen calling on depart- 
ment, retail jewelry’ stores; good 
opportunity right men; commission 
basis; references. Address “L., 401,” 
care J C-K. 





DIAMOND salesman; excellent oppor- 
tunity for man, with good following, 
to carry side line of loose diamonds 
for a competitive New York honse; 
South-Southwest territory preferred; 
good references essential. Address 


“H., 548.” care J C-K. 





WELL established manufacturer, exclu- 
sive line of quality costume jewelry, 
attractively boxed, has opening for ac- 
tive salesmen with following, retail 
jewelers; territories open; Ohio, Michi- 
gan, South Atlantic, East South Central 
and Mountain Regions. Address “A., 
245,”’ care J C-K. 





SILVER salesmen, for all territories, 
except New York City; imported 
silver-plated hollowware, novelties, 
and domestic sterling hollowware; 
commission basis. Associated Silver- 
smiths, Inc., 900 Third Ave., New 
York 22, N. Y. 





SALESMAN, for Mid and Southwestern 
territory, to wholesalers; ladies’ out- 
standing gold ring line, with plenty of 
active accounts open for a responsible 
representative who Knows the territory 
well, and one who can produce volume 
business ; commission basis; please give 
full details in first letter. Address “F., 
467,’ care J C-K. 





SALESMAN: excellent opportunity; well 
established firm desires man with fol- 
lowing among better retail, chain and 
department stores; outstanding and 
complete line of ladies’ and gent’s stone 
rings and gent’s diamond mountings, 
all territories open; draw against com- 
mission: full details in first letter. Ad- 


— 


dress “‘A., 429,” care J C-K 





DIAMOND salesmen, jewelry salesmen, 
watch salesmen, carry a side line; we 
have a pocket size tray of fast selling 
diamond ring sets to stores; this little 
line has proven very successful in sales 
and reorders; a real, small size, side 
line moneymaker ; commission ; all ter- 
ritories open. Address “E., 466,” care 
J C-K. 





TWO, protective territories open, New 
York State and Ohio, Michigan, 
Kentucky and Indiana, by distribu- 
tors of one of industries’ biggest 
silver and G.F. ring lines, to pawn, 
jewelleries, specialty and depart- 
ment stores; please give full de- 
tails, references in first letter. Ad- 


dress “H., 2686,” care J C-K. 


(Continued on page 222) 








MOR JULY, 1952 


221 











(Continued from page 221) 








SIDE LINES—Continued 





WANTED; manufacturer’s district rep- 
resentative who can sell our popular 
low-priced hearing aids as a side line 
to retail drug, jewelry and optical out- 
lets; our unique and exclusive promo- 
tion plan makes your job easy; leads 
furnished; continuing commission on 
repeat sales; write immediately for the 
position in your area. Normatone Hear- 
ae Aid Co., 22 E. 7th St., St Paul l, 

nn. 





SALESMAN, to carry well established 
manufacturer’s side line of ladies’ semi- 
mounted mountings and wedding ring 
sets; gent’s fine semi-mounted mount- 
ings; wide wedding ring mountings, 
some mounted with diamonds; pearl 
rings; ladies’ and gent’s stone rings; 
modern dinner mountings; Linde star 
rings; to sell to retail stores in the 
Middle West; also a man for California 
and adjoining States. Address “K., 565,” 
care J C-K. 





ACTIVE salesmen wanted, with well es- 
tablished following among better re- 
tailers and department stores, in New 
York and vicinity, and larger cities all 
over the country, by manufacturer of 
a fine line of 14K gold pins, clips, ear 
clips, etec., with genuine stones and cul- 
tured pearls; several protected terri- 
tories open; commission basis; no ob- 
jection to non-conflicting lines: only 
ambitious top men write in detail, with 
references in first letter to, “M., 587,” 
care J C-K. 








Help Wanted 





WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
J 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED: A-1 watchmaker: salary $85 
per week. Herron’s Leading Jewelers, 
214 E. Broadway, Centralia, Il. 





JEWELRY repair man: also a plater. 
Chas. F. Damm, Inc., 123 Franklin St., 
Buffalo 2, N. Y. 





SALESMAN, to carry fine established line 
sterling silver hollowware and novel- 
ties: in South and Southwest. Address 
“Y., 597," care J C-K. 





JEWELER: with 15 to 20 years’ experi- 
ence, capable of operating a shop of 
eight jewelers; write in detail: con- 
fidential. Address “R., 532,” care J C-K. 





SALESMEN ; to carry small line of ladies’ 
mountings and wedding rings, popular 
priced, highly styled; wholesalers or 
retailers. Address “E., 606,” care J C-K. 





EXPERIENCED jewelry salesman, to 
make small towns representing jobber 
with established following: must have 
car. Bert Marks Co., 40 Fountain St., 
Providence, R. I. 





SALESMAN wanted; full or part time, to 
sell new line of diamond rings to jewel- 
ers; must have good following; write, 
giving details. Pride of a Life Time, 
Inec., 516 Fifth Ave., New York. 





WANTED salesman, to carry very profit- 
able cultured pearl and cultured pearl 
mounted jewelry line; available for 
Fall, selling as a companion line. Ad- 
dress “‘M., 567,’’ care J C-K. 





SALESMEN wanted, New York and other 
territories, by progressive watch case 
manufacturer; must have following; no 
objection to non-conflicting lines. Ad- 
dress “*M., 503,’’ care J C-K. 


JEWELER; on new work and production 
work, who is able to do some stone set- 
ting; fine position for a reliable man; 
give information in detail. Address “G., 
531,” care J C-K. 





SALESMAN; for Midwest, to handle fine 
watch case line and attachments; pref- 
erably one living in Chicago; good op- 
portunity for live wire, with New York 
concern. Address “D., 491,’’ care J C-K. 





WATCHMAKER, experienced; perma- 
nent position; fine store in Midwest; 
give references and full particulars 
in first letter. Address “W., 596,” 
care J C-K. 





SALESMEN wanted; wedding ring and 
stone ring line to be sold to the small 
retail jewelers on terms; territories out- 
side of New York and South open. Ad- 
dress “E., 492,” care J C-K. 





CERTIFIED master watchmaker, capable 
of doing quality repairs and close tim- 
ing on all grades of watches; send full 
information first letter. Brock’s, Inc., 
Rome, Ga. 





WATCHMAKER wanted, experienced; 
ideal working conditions; perma- 
nent position. Bitterman’ Bros., 
Leading Jewelers, 202-204 Main St., 


Evansville, Ind. 





SHAW’S, Galveston, Texas; opening for 
two fine watchmakers, dependable, sober, 
gentlemen who possess ability, experi- 
ence, complete first class repairs; no 
objections nationality or religion; our 
watchmakers Know about this ad. 





EXPERIENCED top salesman for refined 
high type credit jewelry store in El Paso, 
Texas; good salary; excellent future for 
right person; send latest photo and 
letters of qualification and references. 
Address ‘“‘A., 520,” care J C-K. 





SALESMAN; retail credit jewelry, knowl- 
edge of credit business, display, ad- 
vertising, promotional minded, looking 
for a permanent future. Address, 
Raskin’s Credit Jewelers, 102 N. Cen- 
tral, Phoenix, Ariz. 





SALESMEN; manufacturer of leading 
promotional line of sterling and sil- 
ver plated hollowware; several 
choice territories open; giye resumé 
in strict confidence. Address “W.., 


409.” care J C-K. 





SALESMAN, for fine watch case line, gold 
and platinum, also attachments: good 
opportunity for live wire: must be will- 
ing to travel; Metropolitan area, for New 
ie Address “B., 490,” care 

s Br 





CREDIT manager; excellent opportunity 
for top quality credit manager; four 
store chain in Midwest: definite future 
if you can meet requirements: starting 
salary $100 week. Write or phone, Mr. 
Krauss, Standt Jewelers, Muncie, Ind. 








WATCHMAKER, experienced: five day 
week; ideal working conditions, in 
Northern Ohio city; permanent job; 
state age, experience, salary expected in 
abs ” Address “R., 2165,’ care 





A nationally known diamond ring house 
has several territories open for active 
salesmen with established following; 
very liberal drawing against commis- 
sion: all information kept in strict con- 
fidence; our salesmen know of this ad. 
Address “B., 555,’’ care J C-K. 








SALESMEN, experienced, for the fol- 
lowing territories: one, Ohio, Mich- 
igan, Indiana; two, Pennsylvania, 
Maryland, Delaware, Virginia, West 
Virginia; three, Texas, Louisiana. 
Reply to, S. O. Bigney Co., 98 
County St., Attleboro, Mass. 





SALESMAN; manufacturer ang ; 
of fine watches has opening aporter 
alert salesman, to call on the better 


jewelers throughout the East: . 
advanced against commission : newin 
state educational Dly 


_ qualificatio 
resumé of experience. Address “Ge 
547,’’ care J C-K. " 





aera 


SALESMAN, loose diamonds; experi. 
enced, with established following, 1, 
represent well known New York dis. 
mond cutters and importers; state 
particulars and experience; all re. 
plies strictly confidential. Address 
“S., 291.” care J C-K. 


ttre. 


WATCH salesmen, with good retail fo). 
lowing wanted in Texas, West Coast 
and Middle West (existing accounts wij] 
be turned over) by established importer 
with complete low priced fine Swigs 
watch line; commission basis; no ob. 
jection to non-conflicting line, Address 
“P., 552,” care J C-K. 











SALESMAN ; for manufacturer’s line of 
fine jewelry for the better stores, cop. 
sisting of 14K, s/s and_ gold-filleq 
charms, charm bracelets, earrings, neck. 
laces, bracelets, tie slides, cuff links: 
drawing against commission; good op. 
portunity for the right man; Eastern 
Seaboard. Address “D., 574,” care J C-K 








WANTED ; all around jewelry repair man, 
for retail store; good salary, steady 
employment; watchmaker able to do 
jewelry repair will qualify; give full de. 
tail on experience and training, and 
list references in first letter; store lo. 
cated in Northwestern Ohio. Addregs 
“V., 538,” care J C-K. 








SALESMEN, with following, by long es. 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands: 
covering Southern and Western terri- 
tories; residing in vicinity; travel by 
car; drawing against commissions;; ref- 
erences. Address ‘“‘R., 2622,” care J C-K, 





WATCHMAKER, who likes the advantages 
of the small city, wanted ; active County 
seat in State of Indiana; industry and 
farming; city population 21,000; County 
drawing 45,000; pleasant working con- 
ditions; very clean store; please state 
experience, qualifications, etc. Address 
“N., 568,” care J C-K. 





LOOSE goods salesman wanted for North- 
western territory; nationally known 
diamond importer seeks Northwestern 
resident, with long experience among 
jewelers, from Salt Lake City through 
Seattle and California; write fully giv- 
ing experience and references; replies 
strictly confidential. Address “A., 488, 
care J C-K. 








SALESMEN wanted by well rated, na- 
tionally known manufacturer of a com- 
plete line of rings and mountings; lucra- 
tive Midwest territory ; commission and 
drawing account; only experienced 
jewelry men will be considered. Reply 
in care of Department X, Simons-Michel- 
son Co., Advertising, Lafayette Bldg, 
Detroit. 








ESTABLISHED manufacturer of | 
dies’ gold mountings, desires man 
with experience only for New York 
City, New England and South to 
Washington; we have many accounts 
at the rresent time and desire 2 
man with following to call on whole: 
salers, jobbers and chain stores. Ad- 


dress “E., 559,” care J C-K.. 








LOOSE goods salesman, wanted for South- 
western territory ; nationally known dia- 
mond importer’ seeks Southwestern 
resident, with long experience — 
jewelers in Texas, New Orleans, Bir- 
mingham, Atlanta and other ‘Southern 
cities, write fully giving experience a 
references; replies strictly confidential. 
Address “C., 489,” care J C-K. 
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ee 


EXPERIENCED jewelry salesman to rep- 
resent wholesale jeweler, selling nation- 
ally advertised merchandise; old estab- 
lished territory in South Central States ; 
this is @ permanent position with con- 
genial conditions and excellent income ; 
must have car; please give details in 
application. Address “H., 614,” care J 


C-K. 

“aensinitsuninninns 

EXCELLENT opportunity for experi- 
enced salesman with solid following ; 
well known mounted diamond ring 
line for delivery, also gold wedding 
rings for following States: Texas, 
Louisiana, Oklahoma, Arkansas; all 
replies kept in complete confidence; 
state background and experience. 


Address “F., 612,” care J C-K. 











WANTED, experenced jewelry man who 
knows jewelry business from A to Z; 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit and business 
promotion; no other man need apply; 
position in North Carolina, with perma- 
nent future for the right man. Address 
“B., 575,” care J C-K. 





SALESMAN, for Southwest; opportu- 
nity to connect with manufacturer 
of one of country’s accepted and 
most progressive lines of gold 
mountings and engraved wedding 
rings; we are seeking top-notch man 
only with extensive experience and 
following among wholesalers and 
chain stores; replies confidential. 


Address “B., 151,” care J C-K. 





LEADING manufacturer of novelty elec- 
tric clocks has following territory open: 
Florida, Georgia, South Carolina, North 
Carolina, Alabama, Mississippi, Western 
Tennessee and Western Kentucky, cover- 
ing jobbers exclusively; please submit 
complete resumé which will be treated 
in strict confidence. Address Circular 
251, Room 1415, Heyworth Bldg., Chi- 
cago 2. 





ee 





WATCHMAKER; 45 year old estab- 


lished firm desires the services of 
an additional watchmaker; absolute 
permanent position 3; individual 
should be presentable, capable of 
meeting customers; desire quality 
and not speed in work; salary de- 
pendent upon previous experience. 
Address, M. Meyer, Jeweler, Marion, 


Ind. 





SALESMAN wanted to represent leading 


New York diamond and jewelry house 
In the South, over well established ter- 
ritory ; fine opportunity for experienced 
man who is used to large earnings and 
has own following: this is a main and 
complete line of both platinum and gold 
diamond jewelry : all information strictly 
oy <a Address ‘“‘J., 582,” care 
- - 








SALESMAN; an excellent opportunity 


for a high caliber man, qualified to 
take over an established following 
amongst the better retail jewelry 
trade, in Southeastern territory, rep- 
presenting a manufacturer of gold 
and gold-filled jewelry; non-conflict- 
ing side line agreeable; give full de- 
tails; replies confidential. Address 


“F., 546,” care J C-K. 





IF you have the ability to earn $25,000 a 
year as a jewelry salesman, here is 
your opportunity ; we have our own fol- 
lowing in the Southern Territory; how- 
ever, you must have your own following 
as well to represent one of the most 
outstanding nationally advertised dia- 
mond ring lines in the United States; 
you may start to travel August 1, 1952; 
all answers will be kept in the strictest 
¢ See Address “A., 570,” care 

2=KX. 





SALESMAN; impressive and complete 
ladies’ and men’s line available in 
established territory: Texas, Okla- 
homa, Louisiana, Arkansas, and bal- 
ance of South; non-conflicting side 
lines permitted; all replies confi- 
dential; man with following and eye 
for future, contact Rosenthal & 
Kaplan, 126 W. 46th St., New York 
36, N. Y. 





JEWELRY salesman, to represent a well 
established manufacturer of prong set 
rhinestone jewelry; this is a line which 
you will be proud to show and sell; 
write to us giving full details in your 
first letter, if you are interested in a 
small, exceptionally attractive line which 
will take very little time but will pay 
well; several good territories open on 
commission basis. B. David Co., 2508 
Vine St., Cincinnati 19, Ohio. 





EXPERIENCED factory representa- 
tives wanted, to call on jewelry 
chains, jobbers and department 
stores, with leading line of dresser 
sets, hollowware, and cutlery in the 
following territories: one, South; 
two: Southwest; three, Indiana, 
Ohio and Michigan; may carry an- 
other non-competitive line; commis- 
sion basis; replies strictly confiden- 


tial. Address “‘E., 545,” care J C-K, 





IF you are a well advanced student, reg- 
istered jeweler or certified gemologist, 
we have a position with a promising 
future to offer you; this is an opportun- 
ity for an alert young man 25 to 35, 
with jewelry experience, to assist owner 
in management and operation of one of 
the South’s finer stores; give complete 
details regarding your training and ex- 
perience, together with photograph in 
first letter. Moon’s, Registered Jewelers 
of the American Gem Society, Talla- 
hassee, Fla. 





JEWELRY salesman; well known man- 
ufacturer of platinum and _ white 
gold diamond mounted and _ un- 
mounted watch cases, attachments, 
bracelets and pins, wants a_ first 
class representative with a well es- 
tablished following for the Middle 
Western territory: no objection to 
carrying a non-conflicting high qual- 
itv ring line; commission basis; re- 
plies held in strictest confidence. 


Address “P., 589,” care J C-K. 





SALESMEN wanted, with retail jewelry 
store following, by manufacturer of 
finest domestic line Lily White pearls; 
also costume jewelry, children’s sets, 
ete.; popular priced ; packaged, labeled 
and price-tagged; 15% commission ; 
gorgeous E Z sample display; terri- 
tories open: New Engiand, Illinois, Ohio, 
Michigan, Indiana, New York, New Jer- 
sey, Pennsylvania, Maryland, Delaware, 
East coast to Georgia and other States; 
rush reply; references. Manufacturer, 

O. Box 365, Church St. Sta., New 
York 8. 


MANAGER, with experience, capable 


of taking complete charge of a retail 
jewelry store; must be an A-1l sales- 
man, window trimmer, collection 
man and have executive ability to 
delegate work; this store is located 
in Indiana, and the starting salary 
would be based on the applicant’s 
ability and references as to previ- 
ous experience; if you have the 
ability and experience, answer this 
ad giving us details in your first 
letter. Address “L., 345,” care J 
C-K. 





JEWELRY salesmen; if you are looking 


for a jewelry line with the “real jewelry 
look” in styling, craftsmanship, eye ap- 
peal, at costume jewelry prices, if you 
have an established following among 
jewelry specialty and department stores, 
if you are a plugger and can give us 
intensive coverage, write giving full de- 
tails, territory, etc.; we are long estab- 
lished manufacturers and wholesalers 
of smart costume jewelry, retailing from 
$1 to $15, and have several good terri- 
tories currently available on a protected 
basis ; straight commission. Address “D., 
558,’ eare J C-K, 





ASSISTANT manager for Decatur’s 


largest credit jewelers; must be am- 
bitious, aggressive, dependable and 
willing to learn our complete system 
of selling, window trimming, credit 
collections and promotions, so as to 
become a manager in our growing 
chain; prefer 30 to 40 years of age; 
we are willing to prepare you 
through our training period with a 
liberal salary, large bonuses and 
profit sharing. Write fully to, A. M. 
Lieberman, Carson Jewelers, De- 
eatur, Ill. 





Pr 


TERRITORIES being rearranged; we 


have openings for three or four top- 
notch salesmen with outstanding 
reputation and wide experience, to 
earry America’s outstanding dia- 
mond ring line; you will have draw- 
ing account, outstanding promo- 
tional aids, good territory; give full 
details of your background by letter, 
and if in New York at the time, 
check the Savoy-Plaza between July 
1-10 for possible interview with W. 
F. Sebel; send your letter to W. F. 
Sebel Co., 315 W. Fifth St., Los An- 
geles 13, Calif. 





JEWELRY (gold) salesman, for West 


Coast territory, covering usual 10- 
State area, to sell extensive line of 
ladies’ 14K and 18K gold rings, pins 
and earrings, designed by leading 
manufacturer of highly styled pieces 
at reasonable price; must have ex- 
perience and background and previ- 
ously earned personal income of 
$15.000 to $20,000 yearly; also 
large following in best coast fine 
jewelry and department stores; com- 
mission basis; non-conflicting side 
line permissible; give full informa- 
tion and references in first letter; 
all replies confidential. Marcel 
Boucher et Cie, 304 E. 23rd St., 
New York 10, N. Y. 
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ADDITIONAL salesmen wanted; old 
established diamond house is in- 
terested in well-introduced traveling 
salesmen, with good following, who 
wish to add line of diversified dia- 
mond rings to sell jewelers in small 
towns; many established accounts in 
territory; car desirable; generous 
and prompt commissions to suitable 
men covering any of these terri- 
tories: Mid-east, Mid-west, including 
Colorado, Arizona, Iowa, Montana; 
Northeastern States and these South- 
ern States: Kentucky, Mississippi, 
Missouri, Tennessee, Arkansas, 
Louisiana, Texas; please write ex- 
perience, age, reference, lines now 
carried and all other details. Address 
“J., 617.”’ care J C-K. 


For Sale 


Stores, Stocks and Businesses 








AN old established manufacturing con- 
cern, doing a good business, desires to 
sell: reason for so doing is, due to age. 
Address “Q., 533,” care J C-K. 





FOR SALE; two stores, one or both, $10,- 
000 and $45,000; nothing but top pres- 
tige lines of silver, china, crystal, dia- 
monds, etc.; health reasons. Box 1467, 
Winter Haven, Fla. 


CENTRAL New York jewelry store; $30,- 
000 stock; modern birch fixtures, glass 
front; good repair business; established 
28 years; city of 20,000: $40,000 cash. 
Address “H., 580,” care J C-K. 








NEW JERSEY ; retail jewelry store; glass 
front; leading sterling and watch lines; 
good repair income; $3,000 takes furni- 
ture, fixtures, equipment, accounts: 
stock optional at cost. Address ‘“*T., 537,’’ 
care J C-K. 





WATCHMAKER’S opportunity: jewelry 
store, Memphis, Tenn.; excellent sub- 
urban location; clean stock, nationally 
advertised lines; good lease; fine loca- 
tion for credit business. Address “F., 
576,’ care J C-K. 





JEWELRY store; best located jewelry 
store in progressive Allentown, Pa.: 
modern front and fixtures; will sell out- 
right or consider livewire partnership: 
nine year lease. Address “P., 505,” care 


ys? 





BEAUTIFUL Ozarks, long established 
jewelry store; air-conditioned; small 
town, Southwest Missouri; sacrifice at 
inventory with fixtures, tools, equip- 
ment; all only $9,800; details. Write, 
Box 50, R.F.D. #1, Aurora, Mo. 





MODERN jewelry store, located in at- 
tractive beach city in Southern Califor- 
nia; reasonable rent, with lease avail- 
able; excellent repair business; estab- 
lished seven years; priced at, $8,500. Ad- 
dress “R., 553,” care J C-K. 





SMALL jewelry store and watch repair- 
ing, in Sunshine State; ideal for one 
suffering from asthma, arthritis, lung 
ailments; come here, stay on the job 
and get well; town 8,000; inventory and 
foe $5,500. Address “R., 514,” care 





SMALL jewelry store in New York City 
suburbs, population 14,000; cash busi- 
ness, established 10 years; excellent re- 
pair business; high class clientele; lead- 
ing lines; low overhead; $9,500, includ- 
ing inventory and fixtures. Address “‘J., 

500,” care J C-K. 





ONE of the oldest jewelry businesses, with 
optical department; in business over 50 
years, in Philadelphia, Pa.; ill health 
and advancing age is the only reason 
for selling; only interested parties with 
$75,000 available cash should reply. Ad- 
dress “N., 504,’”’ care J C-K. 





CENTRAL Texas jewelry store for sale; 
located in town of over 100,000 popula- 
tion; good lease; will take about $15,- 
000 to handle; very fine opportunity for 
an individual, as this store is a real 
money maker due to low cost of op- 
eration. Address “S., 536,’’ care J C-K. 





MODERN jewelry store in Southern Cali- 
fornia, near Los Angeles; 19 years in 
same location; stock, fixtures and ac- 
counts receivable, about $30,000; popu- 
lation 52,000; 100% #£ilocation, good 
lease; some terms; wish to retire. Ad- 
dress ‘“C., 17,’’ care J C-K. 





SMALL jewelry store, good location down- 
town; $75 per month including lights, 
water and sleeping quarters in rear; 
ideal for watchmaker; good prices, 
trade and retail accounts; quick sales, 
$2,000 cash; write or telephone 6089. 
Watch Hospital, 114% N. Ist St., Las 
Vegas, Nev. 








SMALL, modern jewelry store, East 
Tennessee; good repair, low over- 
head; 100% location; average an- 
nual gross volume over six year 
period, $37,950; nationally adver- 
tised lines; reason for selling, other 
interests. Address “G., 499,” care 


J C-K. 





JEWELRY and repair business established 
20 years; all of the fine brand names; 
excellent location in Central Pennsyl- 
vania town; stock and fixtures inven- 
tory about $37,000; can be reduced to 
suitable figure; ill health only reason 
for selling; store room may be leased 
ag purchased. Address “C., 543,” care 

C-K. 





ESTABLISHED jewelry store, stock 
and fixtures; retiring after 42 years 
in Yonkers; 100% location; finest 
reputation; modern fixtures and 
street clock; contact by mail or in 
person. Botkin Jewelers, Inc. since 
1910, 7 N. Broadway, Yonkers 5, 
N. Y. 





FOR SALE; established jewelry store, 
stocked with nationally advertised fran- 
chised lines; modern display windows 
and fixtures; fully equipped repair de- 
partment doing volume business; best 
location in busy town, located north- 
western corner state of Connecticut; 
price $24,000 cash, including accounts 
receivable. Address “B., 2886,’ Care 
SJ Ca 





JEWELRY store in Newport, Rhode Is- 
land; owners retiring from a business 
operating over 80 years in resort town, 
with nearby Navy bases: offer three 
story building on main street, fixtures, 
tools and stock for, $22,000; fine ster- 
ling sales; excellent watch repair busi- 
ness; prestige name for gift sales, in 
75,000 population trading area. Address 
“A., 541,” care J C-K. 








JEWELRY store; well established in 
city of over 100,000 in Ohio; 
volume over $75,000, could be in- 
creased; good corner location in 
hotel building; will sell for mer- 
chandise inventory at cost and ac- 
counts receivable, total approxi- 
mately $45,000; fixtures, equipment 
and supplies included at no addi- 
tional cost; present lease until April 
1956; sale due to death of owner. 


AN opportunity of a lifetime for peop) 
of financial means; one of the Midwest's 
most beautiful jewelry stores, locat ; 
within 200 miles of Chicago; properte 
financed store could do over $259 000 
annually; excellent leasehold; wil] ‘sell 
accounts receivable, inventory, fixtur 
and leasehold improvements, or wil] dis: 
pose of own stock ; located in highly ~ 
dustrialized city of 100,000; reason fe 
selling, under financed. Address oT 
562,”’ care J C-K. 





tlt acs 
MODERN, air conditioned jewelry 
store, established in  southeastery 


Florida almost 20 years; top fran. 
chises; all year ‘round business; 
population 30,000, more in Winter 
season; yearly cash volume, $60. 
000; can be greatly increased by 
instituting credit sales; excellent re. 
pair business; present low inventory 
permits low purchase price for im. 
mediate sale; family difficulties only 
reason for selling; minimum cash 
required, $15,000, balance notes; 
auctioneers, promoters replies 
ignored. Address “S., 509,” care 
J C-K. 


a a eee 


For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





INTERNATIONAL sterling flatware show- 
case; walnut, excellent condition; you 
pay $250 plus shipping costs from Up- 
state New York. Address “J., 549,” 
care J C-K. 





IMPORTER closing out entire stock main- 
springs, staffs, stems, escapements, etc. ; 
sacrifice price; write for particulars, 
La May Watch Co., 469 Seventh Ave., 
New York City. 





500 SWISS movements; watch im- 
porters, case manufacturers ; jobbers 
and wholesalers, we have a surplus 
quantity of women’s 6% x 8 ligne 
high grade, 17 jewels watch move- 
ments at a price about $2.50 each, 
less than cost to import; every 
movement brand new, and in orig- 
inal import carton; attractive dials 
and hands; use your own cases and 
fit up these “specials.”’ Address “C., 
604,.”’ care J C-K. 





al 
Business Opportunities 


a 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


ND 








LOUIS LENHOFF, auctioneer, sales 
coast to coast, 3010 W. Chicago 
Blvd., Detroit 6, Mich. Phone: Tyler 
6-0439. 
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a 
BUSINESS OPPORTUNITIES—Cont. 


—————— 

:sTUME jewelry, luggage and bag con- 

sao tee cae available for the first 
time in Lincoln Road’s finest jewelry 

store, Miami Beach, Fla. ; 100% location. 

Address “K., 392,” care J C-K. 











_— 


AUCTIONS; successfully and ethically 
*onducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 


15. 
siitisninrennaosennss 
M. C. MAXWELL, exclusive jewelers 


auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 








an 

sAMUEL GANSBERG will buy your sur- 

~ plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices ; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





—_—- 


AUCTIONEER: 10. successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 





—— a — - — 


WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 


_ 








WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





CASH for you immediately; R. A. Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience ; your reply held in strict 
confidence; references: Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 








ae 


AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 





DO YOU need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the past two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprise, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PI. 7-4693. 





Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED; used engraving machine, cast- 
ing equipment, precious and semi-preci- 
ous stones, set or unset. Write to, 
Danzig Mfg. Co., 713 Schofield Bldg., 
Cleveland 15, Ohio. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
Staking tools, ete. T. D. Sweazey, 2018 
W. North Ave., Chicago 47, Il. 





IF you have a store or stores for sale, at 
a fair price, located in the Southeast, 
we are interested in buying; all infor- 
mation confidential. Address “R., 168,” 
care J C-K. 








WANTED; small established jewelry 
store; prefer Southeastern States; town 
of 6000 to 45,000 population; replies 
=. Address “J., 110,” care 





WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry, 
rings, diamonds, etec.; correspon- 
dence invited; references: Houston 
National Bank, Houston, Texas, Dun 
& Bradstreet, Inc., Diamond Jewelry 
Co., 6th floor M & M Bldg., Houston 


2. Texas. 





I WILL buy your store, if you can meet 
these conditions; your store must be 
in the East from Maine to Florida; 
your present volume must be from 
$50,000 to $150,000; your location 
must be tops; write to me in con- 
fidence; give me the facts and [ll 
give you your best offer. Address 


*“*B., 416,” care J C-K. 





WISH to buy and operate high-grade, 
cash-type, retail jewelry store in 
city of about 25,000 population, 
preferably New York State; proposi- 
tion must stand close investigation; 
send full details as to location, size 
of store, inventory, franchises, lease, 
years established, etc., with photo if 
possible; we are well-known and re- 
spected in trade and industry and 
seek permanent location. Reply in 


confidence to, “D., 544,” care J C-K. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices ; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 
the Trade 








SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





THIRTY-FIVE years’ experience in watch 
repairing, and prices right, satisfactory 
work; guaranteed good service. M. J. 
Kruse, 7219 Lake St., River Forest, Ill. 





WANTED; a few accounts who want first 
class watch repairing at reasonable 
prices ; references and prices on request. 
Martin Hartmann, 17% E. Ferguson 
Ave., Wood River, IIl. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





KNOW your vibrator; mail direct; 
same day service; economical, de- 
pendable, vibrating service. Hair- 
spring Vibrating Co., 406 32nd St., 
Union City, N. J. | 








SPECIALIZING in repairing  chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





(Continued on page 226) 
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WATCH WORK, ETC., FOR THE 
TRADE—Continued 





BOSTON, Mass.; expert and guaran- 
teed watch repairing; prompt ser- 
vice; prices on request; mail orders 
invited. David Migdal & Co., 109-B 
Summer St., Telep. Hu 2-9547. 





RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 





OVERHAULED watches guaranteed one 
year; charges cancelled or refunded if 
not completely satisfied ; quick service; 
competitive prices ; Watchmaster timed ; 
Neverust protection free. H. Manes, 
1001 Chestnut St., Philadelphia 7, Pa. 





MARINE 19chronometers restored; re- 
pivoting, jeweling, springing, wheels 
and pinions; closely adjusted for 
temperature and daily rate. Charles 
M. Bogart, 4117 “W” St, N.W., 
Washington 7, D.C. 





RELIABLE, fast service for out-of-town 
accounts; Watchmaster precision tim- 
ing; all work fully insured; reasonable 
prices; references on request. Joseph F. 
Hannes, 345l1-a Jerome Ave., New York 
67, N. Y. Phone Ol] 4-5508. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 








SEEDPEARL repairing on horsehair; as- 
sembling all like new; mother of pearl 
supplied ; we also have seedpearl jewel- 
ry. Asiatic Art Jewelry Co., 225 Fifth 
Ave., New York 10, N. Y. 





EASY profits; ring stone replacements: 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B Eddy St., Providence, R. I. 





COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, Ru- 
tile (Titania), all sizes; cameos, all 
colors and _ sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 


rubies, sapphires, emeralds, ame- 
thyst, topaz, ete.; servicing the 
jeweler for over 35 years. Max 


Stern & Co., Inc., 17-23 John St., 
New York 38. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26. Mich. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings: lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; stone 
cameos up to 50 mm size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 








To Let 





PART of office, North light, upper floor, 
near Fifth Ave.: suitable watchmaker, 
stone dealer. Call Lu 2-0118, New York. 





COMPLETE, beautiful jewelry showroom, 
corner office, on Fifth Ave.—46th St., 
New York; walnut fixtures; Mosler safe, 
chest; ready to do business. Plaza 7- 
4617 between 2-5 P.M. 





THIRTIETH St., 30 E., New York City; 
Mu 9-1900; ideal suite in hotel lobby, 
suitable for doctor, dentist, chiropodist ; 
any professional or semi-commercial 
purpose; attractive rental. Phone, Mr. 
Martin. 





THIRTIETH St., 30 E., New York City; 
Mu 9-1900; small store with mezzanine, 
suitable any type business; adequate 
space, situated near hotel lobby en- 
trance; attractive rental. Phone, Mr. 
Martin. 





PROMINENT corner room in downtown 
Champaign, highly desirable for jewel- 
ry and optical store; Champaign-Ur- 
bana population now over 70,000; home 
of University of Illinois, with monthly 
payroll $2,500,000, and Chanute Air 
Force Base with $3,000,000 monthly 
payroll, plus richest surrounding agri- 
cultural territory in Middle West. Please 
contact owner, P. O. Box 247, Cham- 
paign, Ill. 








Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 











Magazines 
with the 
most 
classified 
advertising 
are the top 


magazines 


in their fields. 


JC-K 
has the 
most 


classified ads 


in the jewelry 


market! 


THE 


JEWELERS’ CIRCULAR - KEYSTONE 


A Chilton @Q) Publication 


100 E. 42nd Street 
New York, N. Y. 


NB 











226 


THE JEWELERS’ CIRCULAR-KEYSTONE 











IND 
EX TO ADVERTISEMENTS 











Abrahams, —_— 
Acon Watch C ict elect Goodma 
Admiration | Tne sae =. rieeepeni ein et aco | gece 4 J CO. eeeoese 
Aisenstein & Gordon “eee cee Gordon Br ulius, & "geet 16A 
Aisensteln, ons, _ ee saen Gorenflo BOS. a sseeeeeeeseceeeeeee es i | Cnctin, 346.. 
erts S .» inc. _— raf ee -igeeenmanpentetsntaiqeniieny 
Alice Sewelry. CO. INC. .cceees dentine st | Gran & Broa 2a a 129-130-131-132-Out 
A Oe Baer, caeesttteneeeensaees 134 | Gratz, C0. cavvevevvssversersese 137, 205 anes 
my, Beth € Cow Tic.» ---- 050° ce gl yon sme og less easkeeseness "4 Paci p 
erican ec encenna die: 134 Gross, uis, & Sons  Sepritaheeetioete 97 acific Mills 
American Sale ra Chain Co. ..... we- 190 | oss, J. H., Co. .... Inc. ..... aseees 3 Parker 7" Inc. .-.-. 
‘American Ti c y Razor Corp. eeeereeen 30 ieeeteelememaames 11 Pawlson, : Co. om eeeeeeee eeeeee 147 
Apex Accessori Products, Inc. ...... - 48 | ge 50 Philadelph fenry, & CO. ....ccseee eee 44 
arch Crown T: cor a Re aac nce ccean 211 Hairepring Vibrat; a Phinney - <~my —* tases... . 204 
aristo Import. Bs itoasine Ge... 12 <a] Co. Dus rating Co. Pictorial Saar 2 wns eees ology .... 200 
rm urst Thain CO. ..scccses eee _ M. Vigenk dea aaa - ing Chai ackage sete eeceeees 
Areatoin Bag | _ reeebeniesdaiesenasiet 207 Hallett Fine Loseeeeeuerenaeanneee rt ei Sor 7. — eaeee' — s isaneiiasinn 171 
tlas Che eee eee nT c 11lt . nie al riareimy be oc aS = hes aimeaeesoae a 
atlas Cte C2 _ ieeneliieteieicitoarstennier aii 2 | cae cpt tttteseeeeee: - 188 ie ME cco canceacneauaawaces B . 
Axel Bros. — Co. eee itelg steangepesnnibianels 30 Hi: Lrris, a = M Co. cee eee eee e eer o4% = eevee eeeeeeee eee a 
° be66080466668 oe stiteienaiete 56- re | + pe newind — P., Ine. cae 624060606 6.6 86:6 ices 137 R. & G. J in 
eeeeee ¢ n he ta tala es aa a ~~ 
Baker & B 7 | He inane. of ienaaven palucatemmenenicetd 203 tacine, Fa ge | Corp. ... 
paldwin- os Ine. ee Herschede = & Co. DENA IONE Le sn pgs ~ Co. er ri beleminbei 197 
Ballou, B. wee: a eae 7 Hertel, gw Clock’ Co als hchaenaaaieds 163 selon ggg Rerate lalate 123 
Barber & Sais ‘o., Inc. seuhmetionteteeh ore 134 Seeea at Oscar, 0. ei eeeeeeeseeese 122 Richl US; EK. WW. Pree 3 
Bates, C. J. e gacttttieniseeessetgas 42 | eyne & Gr & Bros............. 19 Riv iheimer, Jerc gterereneneee - 126 
“tpn 2 | Holm car, & Bros. s.eeeeee sees i. 7, 1 
conn Joseph B., & c ee ee a iéo-161 + pence 1D hwarda.. . 1 Pea meets: 113 Robbins st & Sons, Inc cecceeceee i ro 
Beck n, A. C., Co., Inc. o., Inc.....135-1 - Hurlburt, George C. .. nside Front C 137 Robinson & nae eccce o cccccccs 32 
Becker: Heckm: na 61-134- mo af ~ bebe Cover pean Art Metal Wi etal. 176 
O I yee RESASES OME cr 3 2 ae tosent o c O a of ee 
Secentsin, A. a mapinebeeat ipo 186 I ae 137 Hoskin, 1. i is Inc. ....... 5 
in, 2 ooececeeeecereceeceeecs mperia ” Royal a = c sn eenseeeeseses 
Blustein Co. Fo sreeecces sialzninelieteas 196 ena Pearl Syndicat Rudson-W & Embed Co. ......«ccccces 105 
Boas sons, Lt 1. ee ae 54 Int . ional Nick e, Ine R ve ood © eee 47 
io” Fea by 0000 earners 135 ernational jaca ce aa Saakantes * - tyan, Mary ......eeee. cae wiekiichdepke 153 
ote od ee on ee 13 T i > . 7 nein e 7 eceeeveeee efiip iat a 
Borgfeldt, gst en ae ane rae 107 ris Floating O 66, Inside F seeeee 209 
B eorge C eoecceeee pals Ine ront eg S Ss 
orrelli, L., Corp. seperation. sete 209 s tee eens over abin, Alex., 
Bosca, Hugo Co DE prsarbereurns i 156 Sauer, A & Sons, Inc. 
_ O. E. “ O., Inc. .... ee Jacobs D.. So J Saunder ty & Co. peevenerbyoteete SS 
owmah Sereperereprerrerrersersere ac “e te. ns ax ‘E ihe me Ci .0 aawe 
__, 77 ie ae Oo  llalelalialele oe nate? —— a sacdidinin rae deiatie ales 207 Soneet” Ly H., co. * CO. cccees _. oan 
ner jerete ‘sity . ; eeeeeenee . : ; : : , _ ro ae ay ‘eceptance yw 290 324, - Schira Bros. 7 : ’ : ae26e66066686 ; . : ee : eeoeoee ee 
Seeks ieeil, 4 _ adeeb ates 305 7 oS. Saweny pane orp. .. e, sof Schone eee eseaaes 
’ ‘ CO. seceeeeeeeeeceees 5 4 _-  ...... l ee ee 2 
Braunfeld & Fo foe ees 135 Selena ma. F., Co I , poeaenensen: erg J. Re & Beer apenessanenins ey 
Brid : ehiman............. J. W. » inc. . cee 3 ros. , anc. .. 
stem Chas. D. & C Mipieline asia sietatelp tote 136 , Ine. ee 137 ee ab, A. G., Co. retype eapntatanekt he 140 
Bristol Seamless iting Go. 5-20. ot re 87 | Schwak, Henny SONS a ones ee ee 206 
oo Byard a & Co., Inc. ....... 9 — 3. 2. & - ee me é — vee ary, Ine. ...... 148 
uner-Ritter * @eeeee8 * @e8 e808 209 ann LL. & ms «a seifri d ~ a lintaaapetpeanalceededin 109-110 
B r . Ine ee ae Kans ‘ M. & A eee ecccccone S _ a G. Ww. aeaceeneeeee<d -111 
yme, 3. P., & Sons Go. 11... ‘aia | Ratlan, ity Schoo! of Watching ses 195 | Sessions Cio Ven Gor 22220000 204 
Prerrerrrry 1 <astenhube icher, Ine. . chmaking. Seventee ock Co. ...112a-112b-11 ve 
Capehart-Farns Cc 36 mn & pt Py veined — Seymour Mig. Co. «= “ibs 1iab-ise-andd 
Catamore J ae ae. i Kingsley Stamping Machine ecto 144 | Sickle: it Mig. Co. veeeseeeeseeeeeeee: 55 
eens Sate Se. ies MEE sannnenonsy 192 Kleitz, 'B,, & Bros. a Co... 171 a Sons, Ine. .. SOLLLAG, 155 
ia Giemekahe Ad secccccee 10 agg Fa +s INC. «+00 measiete _ A, i cesabeamenian 5 
a Vatch Materials & Su ee. Se ee 204 en Max ; OS., Co. oh Hee eae meetin ‘ 97 a ercraft oe pa cosets ainiotai eeeee 140 
Crain Craft Co. ne pply Co. 200 ene Jewelry al eee eemmeNpE iS 133 + eae R. F., — oo. sonenne ans . 198 
Preheerepreene oeeee ~ . P sanecaneacee eeeeeeee . ons B ee eevee eeeser 51 
Clausin, Onn nchncnccnncsn, 53 Kunzmann I ec encewan ines : Simons- — ieee heet: 
Coehler, i H., & Co., Inc. . ecenaed aee 30 Kupper, He yf SOM weeeeeeeeeeeeeees A. a. | SR i eesesesercen 6 
Cohen, ‘A. enry, Co. ~~ taheaetegebabceapaleatts a a ome & Pine Co lt aa Ia ro seer nad ar t Ss. © eccce wan ame bo 
lassen ittphenial patina Kurz 4 i “9 rrr eees — eeceeees 
ol Mfg. mom Rea ani tie 199 — epee 170 | Sorin,” ‘Albert &.. & Go., It  ntaamenl 116 
fies ao a pig Mata oy ear 37 scdebeduiadedeeuaacetes on Stein’ onit sa dua catitinh Co., Inc. wanes aa 
ompson, ‘Inc. omelette 15 pe og: Watch C . + ym Products ~— aieeanhnee vee 195 
Dattleb ee or eee 170 — Jewelers O. seovecoes ol Fire & Marine Insuranc Hedom 149 
D aum & evkov, Z. I. cece. eet i cin S . Paul A., e Insur ee 
Dauer Printing Go... Leys, a enenety rerrrey re son anit Chain sy Co., Ine. ance Ga. 1298 
n Oo ‘ bee beaadada ieb 1e, & Cc eeeee ah rae nee bie namer _-- ctnaaicodiod 6 
D _ Nye aepinegipeinaa anaberiatentue —— er & L *Speheeiem semaine co. a S , Be des iacnone 8 
pe Consolidated Mines =e 196 rene wlagy ge Bros. ce eeees seaislalelnieiaphay 195 Sects bt Seater. — ceanseaiad 154 
——, n Manufacturing: Co. Ltd... 2787 pg Ray meropenem 189 - tt Mig. G neem <xwulialaeelae ane ae 
inhofer, r Co — «a Lumb eies Trad eeceesece Sie neanes 138 wigart FE. a eeoeseeeseseeees - 
Don Ju L.. Ss. te ° pp a ARID Ne 91 Lu ard, M. A. e Fair yrttes eeeeereeese 206 Swirsk ’ de & : # Poreereeeeeeeeeaeer - 
Don Juan Watch Bands... eerie 186 toe a8 ae eee I: ise y & Bhriich Someries 
itch Bands .........+++4. eG ececece meee eeecre n6066666666066 
eeeeee eceecrceee$s adiaiies = razier Co., *) “Inc. iiaticeadan sa Emm Imp t T ? 
E ia saidadiidin ho ortin 
Bichbere & Co. Ine. Machine Chain Manu a gS ooeloes toate 209 
l Ty - Ceoeereeves zie, act ri-C ee eeoeseseees : 
Hin Natfonat Wateh’ Gov 120200022°7 sag | Maddocic & aller, inc. turers Assn. ,30 Te-Contimentat Dia’ orp. 227 208 
al Watch Co. «.......002. e, 9 n 6666666666 , Oo eeee 
Engel J. & i Sremeate ete seee seen. " Manning’ Opai ¢ Silver Gg a man & Fishel wet Pawene 2 
g. Corp. ae : @eeereeeese 208 a Cc & orp. ow eo eee eee 8208 139 U ° U eeeeee 
eeereeceeesn 6666666806 202 eb M., E., Co. : eeceeececee aane 195 nited Clock Cc 
eeeeeeeesn faschm & Co. See 22:92:94 United St 0. eee 
Fabrika © -- 30 mnt. a eerereeeeeeeee -++- 178 Univ ates Time Ca. .. - 
n astercr ineniin titties Cie. Pam, iversal e Corp. ........36, 4 
coor <i sacar — & Radio Go. 139 US. Jey eompuannd, etlipanibaes 36, 167 
ure Ri _ eee fichigan Dial Refinish O. ... | . S. Jewel nt, Ltd. ......... , 
Federal f JOWElS eeeeeeseeeeeeeees 20 Midl Dial Refi gadeuns . 56 ry Co., In ee 
Feinstei Chain Co.’ "°° *** HRORCHHOSS 200 on gy aha Importin nishing Co. ...... 191 , Cu. see eeeveee seve 49 
Felech ry” QIN CO. seeeeveseeseeeeeers 31 Mile outh Gift & 5 Corp. nen bien 204 —_— Vv eS 
Fe] Co. . ee ee 30 Mi ) Jewelry ewelry Sho ee eeeee 209 V ewe & Co - 
Ferrante Jack x °° °° smaentieien a Modern to'rraaing cagrnenses sie = ulcain Watch yagedion Coultre 64 
ic Jack J. cesseseeees cot eeee forri nic petorincersees e eeccccccces - 
Fisher’ A. H., Co. ae: vee 195 Meetinnes Hotel al Supply Co. ....... 173 Ww oe 43 
ish i. Ed 79 Inc. caren eeaeses 14 M mer, Wm rayne 203 \ alker Alb Ww 
isher, Br org INC. wees eeeeeeees 8 urphy, K = ©. wesereere Wallenstei ert, C 
Fisher. J nae, & Co ee 136 » K. A., Co Sicha uadannes 187 Wallenstein-Mayer pants 
iske Chain” Cc ‘sppeenll nietichoashabapabaaigiigs 19. + ee eeeee Aeee bP Ws - am W penta ohne snr ee as 14 
Senin Chain Co.” eenenaeucc..... aie aoe ee, ee 139 bg pede no Co. olliaccnsadesitati: 140, a 
age DOO. sas seeeeeeeseees 150-198 a ree Bridal S N Watchmakers of Swit Sasnesaceeeepay 12 
Frisch, A. Chain umm seaee é : ; S&6ee edu 3 ae Chain -, ie ee hi apa 's of Switzerland eeeeee 220-226 
& Co., Ine. .....0... nistcnei = Horse Feo & Findine Co. aaah 159 Weten ath Berry a Inc. .... 24-25 
Ge onaasencecacn le a's Manufacty Pearl > weer 153 West Mer oper caaaad Se ING ee 8 
Ginsba Brown Co. G y lla Hermes oe Co. yndicate... 152 a —- aimee Go. 30 
r WRC. sssseeesesent¥h, 06 | Nghe Be ravine Machine e CIOX weve c ence eeaeeeeeteceeees 
Goldenstsin.” gee SHensaracaseees 13 New _™ ihe oe eas ing Machine . 204 Ww hitaker maieeitie Gr 198 
Golds Kup ING. vee seeseeeeeeees 6, 206 Niash ey Jewelers ...... Wh F., Co. O. . coe San 
Gold stein Je caqntttteeteeees onane 19 No Refinin RD sus eandniees «+. 187 itaker, F., Co -+aeegoceeeees reeee 29 
stein- Pcl eeebireinehaeien "497- aoe orthamptgn . tein otopaniine ee 139 wees z*kM Aa. 119 
QO. coecese eereeeeses 30 ery Co. eeeeseces 127 at inston, Har Inside 
enna enon Vishin ry, Inc Back 
— ——— sky, W «ee Cov 
-- 38 Ogush re) - 182 ; -— ............... er 
’ Wm. B I cataaiiiaieaamanamessadine 95 
*? nc. incite aaa Zippo z eeeree 200 
eeeecee 3 Zuck Mfg. Co. 
er man, Nat, @eeeeeeeeed 
& Co., paeseanenaes = 
eeeceee 0» 





wens JULY, 1952 
227 





hod Ga Gaeclurions +. 


WORDS. JUST WORDS. THAT'S ALL. 


‘“‘Words—words—words,” replied the skeptical retailer 
we met recently of whom we had inquired as to his 
opinion regarding a recent editorial feature in JC-K. 
Further inquiry revealed that he had not thoroughly read 
the feature. Yet, he had spent the first ten minutes of 
our meeting, bemoaning the fact that his volume in the 
particular jewelry store line covered by the editorial 
feature, “had gone to pot.” 

Now in one way he was right. “Words—words— 
words.” That was all that the 30-some JC-K pages de- 
voted to this presentation contained. 

Just words telling jewelers how to recognize prospects 
who could be sold the items covered by the editorial 
feature. 

Just words representing a compilation of scores of 
successful merchandising ideas that could be employed 
in selling these prospects. 

Just words bringing to retailers the selling romance 
behind the item—words written by the country’s out- 
standing author on the subject. 

Just words presenting a comprehensive tabulation of 
the technical facts on the item, compiled from the greatest 
library on the subject (JC-K’s) and presented after check- 
ing and consultation with eight scientific authorities on 
the subject. 

Just words presenting a system for cataloging the 
various types of items under consideration. 

Just words telling how to apply the force of fashion to 
selling this jewelry store line. 

Just words, describing the window and instore display 
principles that applied to this particular line—with spe- 
cific suggestions—by a specialist on jewelry store window 
displays. 

Just words giving case histories of jewelers who have 
recently and successfully applied the specific recommen- 
dations contained in the series of articles making up this 
JC-K feature. 

Yes, the man was right, there was no more than just 
words—authoritative words—composed in the language of 
the jewelry trade and broadcast by means of the printing 


press for reception by all those who care to tune in on 
the extra profits an understanding of them makes possible. 

We are happy to conclude this account with a report 
that our newly acquired friend returned to his home town, 
made use of reprints of the JC-K feature under discus. 
sion and wrote us a most encouraging letter. 

There are so many nice people in the jewelry trade. 

But more of them could read more carefully, for more 
profit, more—pardon the repetition—‘“words, words, 
words,” 


ADDED EMPHASIS ON OUR RESPONSIBILITY 


THE JEWELERS’ CIRCULAR-KEYSTONE is more than a _ 


publishing house. Actually it is a “Dealer in Facts.” 


One of our primary functions is to gather data relative 
to the jewelry business, interpret them and then present 
the facts in an understandable manner so that they will 
serve as a dependable guide for the industry. 

Therefore, we were pleased to know that one such 
editorial effort of ours (Mrs. America’s Silverware— 
1950) has been designated—from within the publishing 
industry—as The Best Original Research Conducted by 
any Merchandising, Trade or Export Paper during The | 
Year 1951. E 

We thank the judges in the 14th Annual Competition — 
conducted by Industrial Marketing, for their recognition © 
of our editorial presentation as the one to receive first 7 
award “For Editorial Achievement.” This shall be added — 
to the other trophies in our cabinet—reminders of our ~ 
responsibilities to the trade which has provided the means © 
for our continuing service. 


THE JEWELERS’ CIRCULAR-KEYSTONE | 
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NATIONALLY ADVERTISED 





NOW 1.20 Retail 
NOW 2.00 Retail 
NOW 5.00 Retail 
NOW 3.00 Retail 
NOW 3.00 Retail 
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UP TO 50% OFF! 
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Community* creates White Orchid,* a great and 
distinguished pattern in America’s best-loved silverplate. 
See your jeweler’s presentation showing of White Orchid, 


in Community, the finest of all fine silverplate. “TRADEMARKS OF ONEIDA LTD., ONEIDA, N.Y. COPYRIGHT 1952 


Sis th Hoe tl that will introduce “White Orchid” to your customers through the pages } 


of LIFE and 7 other great magazines! Every advertisement appears on a magazine COVER, ) 


full page, full color. For introductory promotion plans, please turn inside to page 129.4 





